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Abstract: Consumers shop to meet their needs. When buying, they always compare and evaluate the
available alternatives to the goods. The purchasing process involves various factors. These factors can
also be described as attributes that can affect consumers during the purchasing process. Identifying
important attributes can be really challenging for the digital economy and global markets. Most
retailers do not have accurate knowledge of the attitudes and characteristics of their customers, which
greatly affects purchasing processes. Combining accurate knowledge of the combination of attributes
can increase revenue and improve retailers’ market position. The aim of this paper is to present the
results of primary research, processed by reducing the number of attributes influencing purchasing
behavior using factor analysis. The target group of the primary research was women who bought
mostly online. The most important factors influencing women’s shopping behavior are traditional
influences such as online payment for orders, diversity of delivery options, nicely crafted sites, and
store reviews, but also the influences of social networks. Another important factor is the possibility of
in-store purchases and payments for cash purchases. The results of this research will complement the
view of women’s consumer behavior, thus creating the conditions for retailers to react to this target
group.

Keywords: purchasing behavior; e-commerce; social networks; consumers; women’s purchase inten-
tions

1. Introduction

New information technologies have greatly simplified business and reduced costs.
New products and services can be created much more easily, with almost non-existent
barriers to communication between companies, consumers, and business partners. These
new technologies give the companies that use them a much better chance of succeeding in
the market.

The internet offers much more than the mediation of sales. The digital era provides an
increasingly greater space for retailers to promote their businesses through social media, e-
mails, web pages, and other digital marketing tools (Civelek et al. 2020). Retailers are using
e-commerce for expanding their position on the market, as they can easily, quickly, and
costly allocate more customers, as well as the best suppliers and the most suitable business
partners internally and internationally (Vijayasarathy 2004). Reducing administrative costs,
as well as lower prices and overheads, are other reasons why the global computer network
is thrust into the center of attention. Achievements such as the internet and the growth
of emerging economies further accelerate global exchanges and changed their nature,
especially now, during the COVID-19 pandemic.

Nowadays, by using the internet, consumers can buy anything at any time, usually
with no charge for the service, and they are guaranteed fast delivery with the favorable
policy of returning the goods (Alraja and Kashoob 2019). However, it is important to
point out that, the internet is a global medium where users and potential customers retain
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a degree of regional specificity, regardless of the elimination of a significant number of
physical barriers (Pollák et al. 2021).

The Organization for Economic Co-operation and Development (OECD) defines e-
commerce as any commercial transaction carried out by natural or legal persons, based
on electronic data processing and transmission (OECD 2021). A similar definition was
given early in 1998 by the World Trade Organization (WTO), which includes e-commerce
in both products that are sold and paid for online but delivered in physical form and
products that are delivered online in digital or electronic form (WTO 1998). However,
shopping online has never been common and accessible to everyone. The use of electronic
devices for commerce has experienced the greatest progress, especially with the arrival of
world-renowned sites such as eBay and Amazon in the early 1990s (Taher Al-Lami 2021).

The purchasing process is directly related to wishes and desires that create demand in
customers for specific needs, services, products. Consumers are able to fulfill these desires
directly through shopping. Defining needs is not easy due to the fact that most customers
are not aware of their needs and do not know how to define them. You also need to realize
that every customer is different and each of them requires something different (Lim et al.
2016).

Consumers are also affected by various advertisements from new media (Nielsen 2018).
It is important for every enterprise to know the needs of their customers and determine
their priorities and shopping behavior. Jeon et al. indicate that in e-commerce, there is
a link between offline, online, and mobile channels that influence consumers’ shopping
behavior through complex factors such as neuroticism (Jeon et al. 2021). Neuroticism can
be characterized as a level associated with depression, anger, embarrassment, and anxiety
(Barnett et al. 2015). It can therefore be argued that neuroticism, in this case, is manifested
in particular by complex and unpredictable patterns that, as a result of their occurrence,
affect the efforts of traders to attract their potential customers (Drugău-Constantin 2019).

Slovakia is a small European country, with 5.4 million inhabitants, which spent over
1.36 billion euros in online stores in 2019. The popularity of online shopping is stronger
every year, with almost 6 out of 10 online store visitors making a purchase. This trend
makes Slovakia one of the European leaders in online shopping (Heureka 2019; Shoptet
2021).

Understanding customers purchasing decisions is very challenging because it is a
dynamic and often complex process. The buyer has to face a complex of problems, and
their behavior is mainly influenced by many situational factors. This process has existed in
society since the beginning of trading and when people took on the role of shoppers having
a choice among several purchasing alternatives (Fu et al. 2020).

2. Materials

With the development of modern technologies and the simplification of communi-
cation channels, completely new forms of sales have emerged. Selling products via the
internet, dynamic and attractive sales support, and advertising via the internet, all allow en-
terprises to use modern technologies and simplify their own sales activities while reducing
operating costs.

The most important effects of globalization include more mobility for factors of pro-
duction. There are growing numbers of enterprises entering international relations through
a global corporate strategy. Globalization has forced enterprises to be competitive on a
global scale, which results in efforts to make the most effective use of comparative ad-
vantages. This gives space to the market, and its natural laws provide greater benefits
to consumers. Today’s enterprises are more likely flexible in learning, acquiring, and
implementing knowledge. This fact is based on new perspectives on entrepreneurship,
because traditional business models are no longer correspond to the dynamics of change
and the principles of the functioning of new markets (Aslam et al. 2020).

Building an information society brings technical, legislative, and personal challenges.
Today’s society is based on information, knowledge, and skills that need to be developed
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and to prevent the emergence of the digital divide. A vision for the future predicts that at
least the minimum level of digital skills will be required for most jobs, new positions will
arise due to digitization (Misik et al. 2018).

In the new economy, a large part of economic activities is transformed into digital form,
which results in the interconnection of individual organizations into one whole enterprise
and the creation of new network structures, which are characterized by sharing the use of
information and knowledge resources (Zafar et al. 2019). New economies and technologies
are opening up new possibilities, such as a new form of work called freelancing, which
has become popular. Attitudes and behaviors have changed, and so have the common
needs. It can therefore be argued that consumer attitudes are changing as a result of a
technology-driven sharing economy (Graessley et al. 2019).

In other words, we can speak of a phase of a shared economy. The digital economy
is generally an economy based on the widespread use of the internet, computers, and
other electronic devices. The current digital technology is characterized by its specific
characteristics, wide application, and strong mutual complementarity (Ghobakhloo 2020).

Probably, each entity participating in electronic commerce at least once met with
some risk of e-commerce without realizing the extent of the potential threat. Economic
aspects and the context of globalization have their natural basis and starting point in the
globalization of the company. It is reflected in the fact that the company is gaining real
opportunities for expansion in new markets and, at the same time, is under increasing
pressure (Jabbour et al. 2019).

On the other hand, consumers are benefiting from the fact that, with lower transport
costs and reduced import tariffs, products produced are far from becoming available to
them. Manufacturers who are able to export their products also benefit because they have
the opportunity to sell and operate in a much larger and wider market.

The European Union Committee on the Internal Market and Consumer Protection
defines a consumer as any person who is acting primarily for purposes that are not related
to their trade, business, or profession. The term of purchasing behavior is defined as the
behavior that customers exhibit when searching for, purchasing, using, evaluating, and
handling a product or service from which they expect to meet their needs. Consumer
behavior according to (Hoyer and Macinnis 2009) encompasses summary consumer deci-
sions with respect to the acquisition, quantity, and equipment of goods, services, activities,
experiences, people, and thought decision units.

There are various marketing strategies and tactics that seek to influence one or more
dimensions of consumer behavior that need to be considered. Usage of marketing is visible
from small to large companies by raising the profile of their large portfolio in advertisements
such in shopping malls, billboards, but also television and the internet. Marketing is an
essential business strategy (Hollowell et al. 2019). In addition to marketing, it is important
to find out the added value of the offered products. If a company offers value to customers
along with marketing, customers also return that value to the company. This creates a
certain customer loyalty to the company. Therefore, customers choose the company they
remember when making a purchase decision (Meilhan 2019). Consumers usually trust
the product from the company when they approve and trust it, and the company should
constantly maintain its customers by providing high-quality services (Popescu and Ciurlău
2019).

Consumer behavior is the result of a set of different influences and conditions from
which can be specified individually, on both microsocial and macrosocial levels. Decision
making of individuals is related to spending their own resources such as time, money, effort
on items related to shopping. This includes questions of what, where, why, when, and how
often customers buy items, as well as how often they use them, how they rate them after
purchase, and what impact those ratings have on future purchases.

Nowadays, the key to success for retailers is using innovations. It is essential for them
to take advantage of all the opportunities that the age of the Internet offers them, as it is
important for them to know how to focus more precisely focus on the right group of people
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(Bucko et al. 2018). Since e-commerce is providing many new opportunities for consumers,
retailers need to find the best way to attract the most number of customers among the
massive competition. Online retailers need to design their website in such a way to make
them user friendly and actively manage the social media marketing to channel traffic to
their online website (Lim et al. 2016).

E-commerce provides many new opportunities for consumers and retailers (Gburova
and Fedorko 2018). E-shop has many advantages over the stores. For example, customers
can book or buy goods anywhere, anytime. There are many companies that, even for
reasons of cost-effectiveness, do not have their own stores. Some only have an e-shop,
while others may share a space with another company or have a virtual headquarters.
Recently, most of the top retailers opening up showrooms where the customer can “touch”
and take their online orders (Lim et al. 2016).

According to a research study on the Slovakian context, smartphones are becoming a
regular device for shopping and other various online activities. The use of smartphones in
the purchasing process represents a growing trend that is forcing companies to innovate
and adapt points of interaction with the customer in order to achieve a positive customer
experience (Kakalejcík and Bucko 2018). For women, the second most frequently used
digital device for online purchasing was the smartphone (Stefko et al. 2019).

There is a large number of consumers online, especially since the last decade, and it is
still a growing market, with its attention focused on new online marketing channels and
social media platforms (Civelek et al. 2020). New technologies lead companies to think
creatively. A new essential need arising from the connection of mobile phones and social
networks is using influencers for promotion. A 2021 study points to vague conclusions
about statistical evidence of consumer shopping behavior in social media but suggests that
some social media have an impact on consumer behavior. We concur with this finding (Ali
Taha et al. 2021).

Influencers have the ability to reshape or change the mindset of others. A person
that has the status of influencer has valuable experience, and his or her opinion or advice
is considered important and trustworthy in society (Hennessy 2018). Trustworthiness is
connected also to social suitability. Social sustainability is the process of recognizing and
managing the positive and negative business, environmental, economic, and technological
impacts on people. During using social networks, potential customers can manifest a
change in neurophysiological functioning in the case of perception of the content as well
as of a person or company. This change affects their trust and their opinions, consumer
knowledge, and decision-making behavior (Mirică 2019).

Social sustainability is a trend and ultimate goal for enterprises (Dempsey et al. 2011).
The global interconnection and globalization in the world bring very sudden changes
affecting wide spheres of life. Changes in lifestyle advance hand in hand with progress in
society (Soltes and Stofko 2017).

3. Methods

The main objective of this paper is to identify the factors that influence the consumer
buying process in conditions of the global market. The aim of this paper is to eliminate the
number of criteria affecting online purchasing and create new factors that would contain
aggregated information.

The results of the research were analyzed on the basis of a review of the theoretical
part consisting of professional contributions, books, and scientific articles. A comparison
method was also performed to find common elements of the analysis. We decided to
examine the key factors in shopping behavior because a comprehensive atmosphere survey
(Nielsen 2018) for SAEC shows that women shop online slightly more often and more than
men; therefore, what factors influence them to make a purchase were of interest.

If we proceed from the assertion that women shop online more often than men, it is
interesting to determine which factors influence shopping the most. The results can serve
businesses to better focus on those customers, thereby increasing their market share.
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To achieve the goal of the paper, two hypotheses and one research question were set
as follows:

Hypothesis 1 (H1). Women’s online shopping behavior is more affected by influencers and online
advertising than by offline advertising.

Hypothesis 2 (H2). For women shopping online, the option to pay online is more important than
paying in cash.

Q1. What is the most important factor that influences women’s online shopping?
An exploratory factor analysis was performed to achieve the goal of the study. Factors

provide identification of key elements that businesses should focus on in this particular
case (Jankalova and Kurotova 2020).

We concluded this primary research by using electronic polling that occurred with a
choice of answers to several questions; the response options were based on a five-point
Likert scale (Tutz 2021). Respondents chose their answers from modal options in the range
from 1 = very important to 5 = not important at all.

The questions were based mainly on studies described in Section 2. Materials that
supplemented the results were based on claims that social networks may influence the
purchasing behavior of potential customers (Ali Taha et al. 2021) but also based on re-
search confirming that the COVID-19 pandemic created new shopping habits and forced
consumers to devote more time to the decision-making process (Valaskova et al. 2021).

We provide the summary of questions from the survey related to attributes in Table 1.
Each of the attributes has equal weight with respect to their individual importance.

The input data of the exploratory factor analysis were derived from the primary survey,
which was focused on finding out which attributes influence the shopping behavior of
customers in the Slovak Republic. From the perspective of a scientific article, customers
were women who were respondents in the questionnaire investigation realized in Novem-
ber 2019. The questionnaire survey was conducted by the publication on social networks
such as Facebook and on internet discussion forums. During the questionnaire survey, we
managed to address 1814 respondents. Due to the intention of the survey, we filtered the
target sample of respondents who were Slovaks, female, and who shopped on the internet
at least once in the past. After filtration, we reached the number of 1324 respondents in the
age group 15 to 69 years with an average age of 25.94 years.

In order to calculate the minimum sample size of the primary survey conducted
using an electronic survey, it was necessary to find out how many women inhabitants in
the Slovak Republic are aged 15–69 years. At first of July 2019, the number of selected
inhabitants in the Slovak Republic was 2,025,585 (Statistical Office SR). After determining
the number of inhabitants of the sample spectrum, we used the following formula to
calculate large basic files:

n ≥
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Table 1. Attributes—questions from primary research.

Number Attributes

1 Importance of social networks

2 The quality of the content on social networks

3 Truthfulness of the social network content

4 The importance of influencers

5 Influencer’s option

6 Promo codes form influencers

7 Sales actions

8 Promo codes for first purchase

9 Companies’ activities on social networks

10 Purchasing in store

11 Online purchasing

12 Website design

13 Impulsive shopping

14 Delivery methods

15 Free delivery

16 Offline advertising

17 Purchase through apps

18 Sustainable business

19 YouTube business activities

20 Business reviews

21 Purchasing in known company

22 Cash payment

23 Online payment

24 Crypto payment

25 Newsletter

After substituting the values into the formula for calculating the sample of large
basic files, we found that at 95% reliability and 3% error range, the minimum sample is
1068 respondents. In carrying out primary research, we managed to reach 1324 respondents.
Therefore, we can conclude that the requirement to meet the minimum sample size was
met. Subsequently, exploratory factor analysis was used to evaluate the results of the
primary survey, in which seven factors were identified through this analysis, as can be seen
in Table 1.

For Figure 1, we carried out a Scree plot to check the identification of the facts. It is a
diagram that confirms the determination of the number of factors from Table 2. The Scree
plot is arranged according to total intrinsic values and is used to determine which of the
factors are significant and which are not. In principle, an important factor is a factor that
has a total intrinsic value greater than 1. In this case, regarding values higher than 1 in the
control chart, we achieved the same 7 identified factors (Bro and Kier 2003).
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Figure 1. Scree plot shows the real number of potential factors, which is expressed by a scree plot.
The scree plot is used to determine other interpretable factors with their own numbers and variance,
which needs to be an eigenvalue higher than 1.

Table 2. Variance explained.

Component
Initial Eigenvalues

Component
Rotation Sums of Squared Loadings

Total % of
Variance

Cumulative
% Total % of

Variance
Cumulative

%

1 4.68 18.70 18.70 1 2.35 9.41 9.41

2 2.29 9.16 27.86 2 2.04 8.17 17.59

3 1.78 7.12 34.98 3 1.84 7.35 24.94

4 1.33 5.34 40.32 4 2.42 9.70 34.63

5 1.23 4.93 45.24 5 1.77 7.08 41.71

6 1.13 4.53 49.78 6 0.30 1.18 42.89

7 1.06 4.24 54.02 7 0.42 1.69 44.58

Exploratory factor analysis was applied on the open-source platform of the PSPP
software solution and aimed to summarize and reduce the data obtained by means of a
questionnaire survey. With the help of exploratory factor analysis, it is possible to find
the smallest possible number of factors that best describe the behavior of the examined
variables, which in our case, were the attributes asked in the primary survey (Hu and
Bentler 2009). The advantage of this analysis is in the rotation of factors, seeking to define a
matrix that is acceptably interpretable. The relationships between the variable attributes
are expressed by the so-called factor load, which serves to explain the correlation between
the variables and a smaller number of factors (Polman and Wu 2020).

The ideal load condition is the relationship of the variables to the identified factors
in the highest correlation values of +1. The best interpretation of the correlation between
variables is when the variables have one highest interpreted value for one factor and for the
others in the smallest possible values, reaching −1. A value of +1 is a direct relationship,
while a −1 is an indirect relationship. Values closest to +1 present that the variable best
satisfies the given factor (Duncan et al. 2015).

4. Results

A total of seven identified factors (Table 2, column components) were derived from
the use of a perpendicular distribution of the rotation of the matrix, also known as varimax,
which provides an eigenvalue distribution that is only relevant for an eigenvalue greater
than 1.
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Varimax ensures that each of all the 25 variables belongs to only one factor while trying
to maximize the variance and minimize the number of variables that are most correlated
with each factor. A correlation matrix was used to identify the number of significant factors,
due to the higher predictive value. The number of significant factors is seven, but they
have a different amount of eigenvalue, which is listed in the column total eigenvalue. The
intrinsic value of the first factor is 4.68. Seven factors explain 54.02% of the variability of all
variables.

Based on our own numbers, we found that the seven factors would be a sufficient
number of factors for our analysis. This number of factors explained 54.02% of the variance
of the data. As the non-rotated solution was not sufficient, the results were not clear, and
therefore, we decided to try the rotation of varimax, equamax, and quartimax. All types of
rotation gave us almost similar results. We decided to continue using the varimax method.

After rotation, it is possible to determine which of the correlation values of individual
variable attributes can be assigned to factors. The rotation of the factor matrix also serves
for a better interpretation of the results and also for the elimination of deviations in the
variance of the identified factors, which in the previous step, may be positively correlated
with a larger number of variables. In this way, it is possible to identify their load on a given
factor with a higher percentage of explained variability.

Even in this case, it is a load expressed in the range from −1 to +1 (Giao 2020; Alves
de Almeida et al. 2018). From the presented rotated factor matrix given in Table 3, which
is the main output of the exploratory factor analysis, it is possible to classify the relevant
attributes to the factors by assigning their highest value.

For factors 1 to 7, a significance value was determined, which represents the impor-
tance of the given factors based on the average values of the questionnaire responses.

Based on the data obtained, which are presented in Tables 3 and 4, we could proceed to
the interpretation of the achieved results. From the 25 variables that we analyzed through
factor analysis, we characterized them into seven basic factors. The given seven factors
represent the relationship between the individual analyzed attributes.

Factor No. 1: “influencer” contains variables whose acquired value is from 0.46 to
0.86. This factor represents a combination of variables such as social media advertisements,
reviews, and promo codes from influencers along with impulsive shopping.

Factor No. 2: “image” contains variables whose acquired value is from 0.41 to 0.62.
This factor represents a combination of variables such as website design, free delivery
methods, reviews from merchants, and making a purchase from a well-known merchant.
Based on the results of the factor analysis, we confirmed the response to our research
question—namely, that “image” is the most important factor that influences customers
when making a purchase. This factor is the most significant based on the determination of
the significance value, given in Table 4 in the relevant column.

Factor No. 3: “stores” contains variables whose acquired value is from 0.44 to 0.87.
This factor includes variables such as the ability to purchase in stores and payment in cash.

Factor No. 4: “social networks” contains variables whose acquired value is from 0.61 to
0.77. Factor No. 4 represents a combination of variables, such as the activities of enterprises
on social networks, along with discounts and promo codes for the first purchase.

Factor No. 5: “online space” contains variables whose acquired value is from 0.47 to
0.61. This factor represents a combination of variables such as offline advertising, merchant
responsibility, merchant activity on YouTube, the ability to pay with cryptocurrencies, and
also the importance of newsletters.

Factor No. 6: “online purchasing” contains a variable whose acquired value is 0.46.
Factor No. 6 contains only one variable—the online purchase method. This attribute
presents a separate category and a separate factor.

Factor No. 7: “Relationship with customer” contains variables whose acquired value
is from 0.23 to 0.71. This factor represents a combination of variables such as social media
activities, along with mobile app shopping and online payments. The smallest correlation
of the coefficient was the value 0.23 for online payment, which showed the lowest measured
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value and therefore may be seen as irrelevant. Nevertheless, we decided to include it, as
online payment, together with mobile app shopping and social media activities, is very
common nowadays (Figure 1).

Table 3. Rotated component matrix.

Attributes
Component

1 2 3 4 5 6 7

1 0.27 0.06 −0.03 0.23 −0.05 −0.01 0.71

2 0.35 0.16 −0.03 0.18 −0.05 0.02 0.71

3 0.00 0.33 0.07 −0.01 0.02 −0.01 0.54

4 0.86 0.03 0.05 0.03 0.23 0.03 0.05

5 0.66 0.04 0.05 0.12 0.19 0.01 0.18

6 0.57 −0.03 −0.01 0.42 0.12 0.01 0.18

7 0.16 −0.03 −0.03 0.77 0.02 0.02 0.08

8 0.07 0.08 −0.02 0.69 0.14 0.03 0.15

9 0.08 0.04 −0.05 0.61 0.19 −0.02 0.23

10 −0.08 −0.19 0.87 0.01 0.20 0.25 0.03

11 0.12 0.25 −0.73 0.22 −0.12 0.46 0.04

12 0.12 0.54 −0.17 -0.01 0.11 0.02 0.20

13 0.46 0.04 −0.26 0.36 0.14 0.04 −0.02

14 −0.04 0.55 0.08 0.22 −0.18 −0.01 0.07

15 0.12 0.41 0.14 0.35 −0.07 −0.03 −0.23

16 0.10 0.02 0.21 0.17 0.61 −0.06 0.07

17 −0.11 0.13 −0.24 0.16 0.22 0.03 0.42

18 −0.11 0.45 −0.03 −0.21 0.47 0.04 0.14

19 0.34 0.17 0.03 0.09 0.55 0.04 0.04

20 0.05 0.62 0.09 0.07 −0.03 −0.02 0.16

21 0.19 0.53 0.21 0.18 −0.13 −0.01 0.07

22 0.12 0.19 0.44 0.15 0.01 −0.05 −0.05

23 −0.24 0.21 −0.24 0.22 0.13 0.02 0.23

24 0.20 −0.16 −0.10 0.09 0.49 0.02 −0.09

25 0.21 −0.03 0.02 0.36 0.51 0.00 0.02

Table 4. Rotated component matrix.

Serial No. Factor Signifiance Value

1 No. 2 [(3.52 + 4.19 + 3.77 + 3.89 + 3.59)/5] = 3.79

2 No. 7 [(3.22 + 3.23 + 4.30 + 3.32 + 3.68)/5] = 3.55

3 No. 3 [(3.16 + 3.44)/2] = 3.30

4 No. 6 [(3.11)/1] = 3.11

5 No. 4 [(2.74 + 2.79 + 2.79)/3] = 2.77

6 No. 5 [(2.28 + 3.50 + 1.97 + 1.38 + 1.97)/5] = 2.22

7 No. 1 [(1.77 + 2.07 + 2.36 + 1.71)/4] = 1.97
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Based on the results of the factor analysis, it is possible to confirm that this is the
second-most important factor that affects customers when making a purchase, based on
the determination of the significance value listed in Table 4 in the relevant column.

5. Discussion

Based on the results of a factor analysis of the questionnaire survey, it can be argued
that from the 25 variable attributes that are common parts of business and marketing activi-
ties, it is possible to identify key factors influencing the shopping behavior of consumers,
specifically Slovak women.

From all of the factors, we identified key factors to be factors No. 2, 7, and No. 3.
The most important factor, “image”, shows the importance for merchants to offer a nicely
designed website environment, offering more order delivery options with free delivery.
These results are in agreement with the results of another studies (Ali Taha et al. 2021). It
was revealed that women prefer social media more based on images and personal content
such as Facebook, Instagram, etc. An important element of this factor is also the popularity
and general knowledge of the enterprise in the market and retaining satisfied customers,
as it is important for them to make a purchase from a well-rated merchant. Pollák et al.
(2021) stated that companies are exposed to significant business risk under the pressure of
continuous changes in the global market. Another important factor clarifies the importance
of all activities traders engage in on social networks. In this context, we also note that, in
agreement with (Bucko et al. 2018), unfulfilled customer expectations may cause companies
to expend more additional resources to reassure customers.

The results of our research also confirmed a report by Jungle Scout (2021) in the fourth
quarter of 2021, which showed that women tend to favor the same vendors, expect fast
delivery of their online orders, and want to buy products with many great reviews.

Social networks are a very influential aspect in this case. As many as 98% of the
respondents use the world’s most popular social networks, Facebook and Instagram, where
they consider the truthfulness and quality of the shared posts.

Since users use social networks, users most often access networks via mobile applica-
tions; thus, it is important for merchants to also offer the option of making a purchase using
mobile applications. Significant factors also included a factor including the possibility of
purchasing in stores, together with payment in cash. We also attached importance to this
fact due to the growing popularity of order picking in the enterprises’ stores themselves.

6. Conclusions

Online shopping has become a common part of the lives of all people of all ages. With
increased efforts by companies to succeed in the global internet market, all businesses seek
to bring a positive experience to their customers, from which they expect higher revenues
while minimizing all factors that could bring a negative customer experience that would
permanently lose customers.

The results of factor analysis conducted on a sample of 1324 women present interesting
findings with respect to defined variables, depending on the factors affecting the buying
behavior surveyed target group. The research results also reveal the answers to our
hypotheses. H1 is confirmed, i.e., women are more affected by advertising and online
influencer, compared with offline advertising. H2 is also confirmed, i.e., in today’s modern
age, cash payment moves to the background. However, we cannot confirm that our findings
would be the same if the research did not focus only on Slovak customers but rather was
global. However, we assume that customers do not buy only in the context of Slovak
e-shops.

The conclusions of this research reveal the fact that consumer behavior in the market,
which features enterprises, is affected by globalization and dynamic individual variables.
Is it obvious that in a few years the examined variables will be completely different? No
one can predict what these variables will represent, and we must not forget the fact that in
addition to changes in generations of consumers and their preferences, technologies and
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marketing promotions used by both enterprises and their customers can also change. We
can confirm that the obtained results were affected due to measures related to COVID-19,
as the pandemic affected customers’ purchasing patterns (Agus et al. 2021). This paper led
us to conclusions that can be extended, serving as the basis for further research.
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