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Consumers make purchasing decisions every day, taking into account their
needs, preferences, and beliefs which may change due to various determi-
nants: some depending on the consumers themselves and others on the organ-
izations acting in the market. What determinants are inducing these changes
in consumers’ needs, perceptions, attitudes, values, and, finally, purchasing
behaviour? This edited collection offers a comprehensive description of the
consumer behaviour process and the determinants that affect it in the era of
digitalization.

This book offers a holistic perspective of consumer behaviour in the 21st
century in different European cultures that are characterized by new tech-
nologies, including smartphones, augmented reality (AR), the Internet of
Things (IoT), Artificial Intelligence (Al), and social media, as well as cultural
changes and the Covid-19 pandemic. The first part of this book is devoted
to characteristic phenomena in consumer behaviour in the era of digitali-
zation, such as changes in the consumer buying decision-making processes,
e-commerce, and prosumers’ and consumers’ attitudes towards innovations.
The second part will describe the consumers, their decision-making pro-
cesses, with examples from almost all geographical regions in Europe, includ-
ing Germany, Spain, Italy, Finland, Poland, and Russia. Both individually
and collectively, the contributors provide discussion points and practical im-
plications resulting from the changes observed in consumer behaviour in
each country.

European Consumers in the Digital Era provides a comprehensive overview
of digital consumer behaviour, offering timely insights for scholars and re-
searchers. It will also appeal to postgraduate students of related fields, includ-
ing marketing, innovation, and sociology.

Malgorzata Bartosik-Purgat is a Professor in the Department of Interna-
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communication, cross-cultural consumer behaviour, consumer ethnocen-
trism, acceptance of innovations in the consumers’ decisions, and significance
of new media in marketing and personal communication. She is a member of
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The general circumstances of
digital consumer behaviour in
Europe

Malgorzata Bartosik-Purgat and Nela Filimon

The period since the turn of the Millenium has been full of rapid changes
in people’s lives thanks to the development of technology (Bianchi, 2021;
Srivastava et al., 2021). Innovations in the Internet, digital tools, and mo-
bile devices have impacted almost all individuals, companies, and other in-
stitutions’ daily activities (Bianchi, 2021; Chen et al., 2021). The changes
in information and communication technologies (ICT) have contributed
to changes in personal needs, a system of values, style of living, prefer-
ences, final purchasing behaviour, and consumer decisions. Kemp’s newest
report, Digital audiences swell, but there may be trouble ahead, indicates that
60.9% of the global population are now Internet users, 66.9% are mobile
device users, and 56.8% use social media (Kemp, 2021). Many European
states appear close to the top of the list of countries with the highest In-
ternet usage, e.g. Denmark (99%), the United Kingdom (98%), Sweden
(97%), Switzerland (96%), the Netherlands (95.7%), Germany (95%), Spain
(93%), Belgium (92%), and Ireland (92%) (Kemp, 2021), whilst many other
are above the world average (60.9%), e.g. Austria, France, Poland, Por-
tugal, Italy, Greece, and others (Kemp, 2021). Such a high percentage of
the population using the Internet undoubtedly contributes to the devel-
opment and popularity of various tools available through Internet, e.g.
social media, online shops, the instruments of artificial intelligence (such
as augmented and virtual reality, the Internet of Things, etc.).

Given this, as can be expected, many European countries rank high in
development and innovation rankings. For example, according to the Global
Innovation Index 2020, as many as seven of the top ten are from Europe (Swit-
zerland, Sweden, Germany, United Kingdom, the Netherlands, Denmark,
and Finland) (Dutta et al., 2020). According to the IMD World Digital Com-
petitiveness Ranking (which looks at the capacity and readiness of 63 world
economies to adopt digital technologies in relation to economic, business,
government, and society in general), six European economies made it to the
top ten in 2020: Denmark, Sweden, Switzerland, the Netherlands, Norway,
and Finland (IMD, 2020).

The COVID-19 pandemic, which led to lockdowns in many world’s re-
gions, has had a significant impact on the increasing use of the Internet and
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its various tools, which, in turn, has caused the transfer of ‘real-life’ to the
Internet in many European countries. Schools were closed and children par-
ticipated in distance learning using various communication platforms, such as
Zoom, MS Teams, and Google Meets. Many shops (apart from e.g. grocery
stores, pharmacies), as well as service and cultural venues (e.g. restaurants,
swimming pools, cinemas, theatres), were temporarily closed. People also
dealt with administrative matters via the Internet. It is also in purchasing
patterns where changes were most acutely seen, especially given the closure
of shops and other social-distancing measures. Results from Kemp’s newest
(2021) report show that nearly 77% of Internet users (aged 16—64) said that
they bought something online each month. The Covid-19 pandemic thus
accelerated the process of digitalisation of consumers and changed their hab-
its. Even people who have previously used e-commerce sporadically or at all,
started to shop online. However, there are still significant differences be-
tween generational cohorts of consumers, and the age diversity of consumers
is a big challenge for the e-commerce industry (Bianchi, 2021). On the one
hand, there is Gen Z, most of whom do not remember the world without the
Internet. On the other hand, there is the silver generation (Baby Boomers),
for whom the Internet is still a largely undiscovered sphere. The differences
are significant not only in terms of digital tools” usage but also in their ways
of online decision-making. For example, younger generations usually buy
spontaneously, which is dictated by temporary and rapidly changing trends
and the strong impact of influencers advertising products. By contrast, older
groups of consumers tend to make more thoughtful purchases. Apart from
the generational gap, the report produced by the International Telecommuni-
cation Union (ITU, 2021) on ICT trends in Europe in the period 2017-2020
reveals the persistence of the gender gap and of the digital divide between
urban and rural areas: thus, in 2019, only 80.1% of the women used the Inter-
net against 85.1% of men; likewise, the percentage of rural households with
access to the Internet (77.9%) was lower than in the case of urban households
(87.9%). The evidence invites governments and telecommunication compa-
nies to continue investing in the digital development of the European regions
with lower Internet penetration rates. ICT skills also play a role in explaining
the behaviour of digital consumers, and ITU (2021, p. 10) reports hetero-
geneous statistics on the three levels of the ICT skills — basic, standard, and
advanced — measured across Europe in the period 2017-2020; thus, in most
countries, the levels of basic and standard ICT skills acquired range from 40
to 50% of the Internet users.

All of these circumstances influence the need for changes and adjustments
in global value chains (Schmidt et al., 2020; Vadana et al., 2020) and compa-
nies that want to be competitive in the market must constantly monitor the
domestic and foreign environment in order to be able to change and adapt
quickly (Chen et al., 2021; Rossato & Castellani, 2020). Furthermore, re-
tailers should monitor the market and try to keep up-to-date with the latest
technological e-commerce solutions (Hagberg et al., 2016). They also have to
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recognise consumers needs and the level of acceptance of new technologies
before implementing adequate digital devices. For example, using virtual as-
sistants or chatbots instead of messaging with consumers, a virtual window
for online shopping, e-store mobile apps, advanced payment methods, etc.
The flexibility and agility of companies (both producers and retailers) have
been crucial during the COVID-19 pandemic and will continue to be so in
the coming years. For many companies, the COVID-19 pandemic has turned
out to be a catalyst for digital solutions and contributed to the development
of the organisation. Therefore, companies are trying to focus on improving
customer experience and developing omnichannel processes (Srivastava et al.,
2021; Yuruk-Kayapinar, 2020), and in doing so have changed the way they
communicate with consumers as well as the key channels of reaching them.
This has translated into the creation of a holistic and consistent experience
(Cheng & Guo, 2021), independent of the selected sales channel. It has also
led to the development of new types of commerce, such as social commerce,
where social media platforms are used for buying and selling activities.

This book concerns consumers and the changes explaining their behaviour
in the digital era. The main aims of this book are three-fold and attempt to
answer the following questions:

— What are the main distinguishing traits characterising consumer behav-
iour in different European countries in the 21st century?

— What are the determinants of the changes in consumers’ perceptions,
needs, and buying decisions in the digital era (taking into account: the
development of new ICTs, new media/social media, new marketing ac-
tivities such as social marketing or mobile marketing, and the impact
of the COVID-19 pandemic) and how do they influence consumers’
behaviour?

— What are the main patterns of consumption emerging from the increas-
ing adoption and usage of the IoT (e.g. house automation, intelligent
voice assistants, etc.) in consumers’ everyday life?

— What are the practical implications associated with consumers’ decisions
in digital times? What should companies know about their actual and po-
tential clients (e.g. the digital tools they use) to be able to adapt products
and promotional offers to better meet their needs and expectations?

This book offers a holistic perspective of consumer behaviour in the 21st
century in different European countries, taking into account new technolo-
gies [including smartphones, autonomous products, augmented reality (AR),
the Internet of Things (IoT), Artificial Intelligence (Al), and social media,
amongst others], cultural and generational changes, and the COVID-19 pan-
demic. The first part of this book (Chapters 1-4) offers a more general and
theoretical approach, while the second part, a more empirical one, builds on
the topics from the first part and presents consumer behaviour in selected
European countries. The chapters from the second part (Chapters 5-10) cover
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almost all geographical regions in Europe, e.g. West — Germany; South —
Spain and Italy; North — Finland; Central — Poland; and East — Russia. These
countries vary in terms of the degree of socio-economic development, cul-
ture, and acceptance of ICT. However, they all represent significant market-
places for the development of new forms of selling and consuming goods.

The contributing authors applied diverse research methods, and worked
both with primary and secondary data, in order to achieve the goals of par-
ticular parts of this book, e.g. literature analyses using the SALSA method
(Search, Appraisal, Synthesis, and Analysis), narrative description of literature,
online surveys, qualitative semi-structured interviews, multivariate quanti-
tative methods, and others. Furthermore, each chapter outlines the general
socio-cultural and generational background in the presented countries. Sev-
eral authors also underline the influence of the COVID-19 pandemic on
online consumer behaviour. Lastly, the above-mentioned changes to con-
sumer needs, attitudes, preferences, and decisions have consequences for both
producers and retailers. Thus, in each of the chapters in Part 2, the authors
highlight the business implications of their analyses, as well as indicate poten-
tial future trends and patterns.

As mentioned earlier, the COVID-19 pandemic, which reached Europe
in the first months of 2020, has accelerated digitalisation and in doing so
completely changed the image of the consumers, consumer behaviours, and
trade. However, consumer purchasing patterns started changing as far back as
the 1990s, which was a period of rapid development of the Internet and the
beginning of the emergence of online stores all around the world (e.g. Ama-
zon, e-bay, Rakuten, Allegro, Mercado Libre, Alibaba, and others). This led
to the appearance of new models of consumer behaviour (e-consumer, online
shopping), processes, and eftects of this behaviour, e.g. ROPO effect (Re-
search Online, Purchase Offline) and reverse ROPO (Research Offline, Purchase
Online). These general issues related to changes in e-consumer behaviour are
presented in the first chapter of this book.

Next, the development of ICT in form of social media changed methods
of communication between producers/retailers and final buyers. Thanks to
new digital tools, one-way communication has been turned into two-way
communication (Bartosik-Purgat, 2019) and nowadays consumers actively
participate in the communication process with producers, i.e., they are no
longer merely passive recipients of information, but can instead react at any
time and share their experiences about the usage of products with producers
(and, indeed, other consumers). Besides this, modern consumers are active
and eager to participate in the production process of goods. Many of them
have become prosumers (i.e., producers and consumers) who contribute to the
development of products. Such behaviour is connected with the desire for
personalisation and having nonstandard products. These three phenomena —
prosumerism, co-creation, and personalisation — are the focus of Chapter 2.

The purpose of Chapter 3 is to identify the factors which determine the
consumer acceptance of those technologies. Consumer behaviour in the
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digital century is dependent on the development of technological innovations
and their acceptance by consumers. The most significant innovations that in-
fluence consumers’ decisions are, among others, Al, IoT, and AR. However,
they evoke diverse attitudes (both positive and negative) among consumers
that certainly aftect their behaviour.

The determinants and trends presented above have affected the devel-
opment of e-commerce, which is discussed in Chapter 4. The authors de-
scribe the facilitators which led to the development and rapid growth of
e-commerce, in particular ICT (e.g. social media, mobile devices). In this
chapter, the authors present the development and implementation of new
technological solutions within a broader context of particular phases of the
online purchasing process (e.g. the determinants impacting online shopping,
the devices used in this process, the categories of products bought online,
methods of payments and delivery, etc.). In addition, the chapters take into
account the impact of the COVID-19 pandemic on the increase in online
purchases, as well the importance of demographic factors related to age and
gender in understanding online consumer behaviour.

In the second part of this book, the authors develop the issues concerning
the acceptance and usage of ICT in consumer behaviour, in particular, of Eu-
ropean countries. Some of the chapters (e.g. Chapters 5, 6, and 7) also present
a general situation concerning the level of digilatisation in the presented coun-
tries. Elsewhere, other authors present specific online tools and their influence
on consumer decisions, e.g. social media (Chapters 6 and 8), mobile devices
(Chapter 8), and IoT, with a special focus on the usage of virtual voice assis-
tants (VVA), devices used to employ them, activities performed with VVA,
and the digital consumption patterns of the VVA users (Chapter 10). In turn,
the authors of Chapter 9 focus on consumer competencies regarding two types
of digital information: product information and personal data. These include
posts, comments, and brand reviews generated by online consumers.

In the final chapter of this book, the authors attempt to present predictions
and forecasts for the future impact of ICTs on European consumer behaviour,
paying particular attention to communication between producers, retailers,
and consumers; the adoption of IoT by consumers; the impact of the IoT on the
interaction between consumers and brands; gathering information about con-
sumers and the needs for offer personalisation; eco-consumers and green mar-
keting; the development of payments and delivery methods in e-commerce;
and cross-border e-commerce and international e-consumers, among others.
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1 Changes in consumer
behaviour in the digital age

Agata Linkiewicz and Malgorzata Bartosik-Purgat

Introduction

Observing the changes in society taking place around the world and their im-
pact on the lifestyles and shopping habits of consumers, it is difficult to resist
the impression that people buy differently now than in the latter decades of
the 20th century. Consumers’ attitudes are shaped by many factors: political,
economic, socio-cultural, and technological (Adam & Dzang Alhassan, 2021;
Luna & Forquer Gupta, 2001). The latter factors are also related to the role of
the media and access to the Internet, which contribute to shaping social atti-
tudes and creating a person’s vision of the world. One significant determinant
impacting lifestyles, including consumer behaviour, is the technological rev-
olution, which has led to the interpenetration of the virtual and real worlds.
This is an era of changes caused by the development of computerisation and
modern technologies which, in turn, lead to digital inclusion (Adam & Dzang
Alhassan, 2021). This phenomenon can be characterised by rapid technologi-
cal progress, widespread digitalisation, and its impact on all areas of life. Due
to the changes brought about by the digital revolution, a new social forma-
tion has emerged, known as the information society, which includes digital
consumers. For members of such a society, knowledge (including consumer
knowledge) is a strategic resource, with the collection, processing, creation,
and distribution of information now essential for consumers (Castells, 1999).
Thanks to rapid technological development, it is possible to collect copious
amounts of information using more and more advanced tools. As a conse-
quence, information can be transmitted not only directly but also through a
host of modern communication tools which, in turn, necessitate consumers
to modify their behaviour, including their decision-making processes.

The use of the Internet and its tools may differ among consumers as far as
their proficiency, frequency, attitude, and expectations are concerned, with
the key variable being age. People of similar age have common experiences
and memories, which transfer into a shared perspective, approach to work,
life, and decision-making process (McCrindle, 2014). They also differ in
terms of attitudes towards, and use of new technologies. The youngest gen-
erations are usually the most positive about using Internet resources, mobile
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devices, applications, and new e-commerce solutions. Younger generations
are also more eager to buy online shops and use the Internet to search for in-
formation about products (Dorie & Loranger, 2020; Hall, 2017; Helal et al.,
2018). Many older consumers still prefer to buy in stationary stores and use
the Internet to obtain information about products. However, because of the
restrictions and lockdowns concerning, e.g. the closing of many stationary
shops, the Covid-19 pandemic has caused many older consumers to use the
Internet and mobile devices more.

The following chapter offers a theoretical analysis on the subject of con-
sumer and consumer behaviour in the digital era (21st century). As such, it
attempts to focus on the interdisciplinary nature of the concept of the con-
sumer as well as changing features in consumers’ decision-making processes,
with specific regard to the development of information technology.

The authors use a narrative description method to report on a literature
review of primarily secondary sources (mainly, important scientific pub-
lications such as papers, monographs, web sources) available on different
scientific databases such as Emerald, Elsevier, and Taylor and Francis. The
main keywords used to search the most suitable sources were “consumer”,
“consumer behaviour”, “consumer behaviour process”, “digital consumer”,
“e-consumer”, “ROPO effect”, and “ZMOT”. The literature study is also
supported by the analysis of empirical data and data from reports and studies
of various institutions available in the aforementioned databases. This knowl-
edge about changes in consumer behaviour as a result of the development of
the Internet and communication and information technologies (ICT) is then
systematised.

The chapter is structured as follows: first, the traditional versus “digital”
processes of consumer behaviour are presented, second, the specifics of Zero
Moment of Truth (ZMOT), Research Online, Purchase Offline (ROPO),
and Research Offline, Purchase Online (Reverse ROPO) effects are de-
scribed, and, finally, the authors present the business implications of the re-
sults and predictions for future trends.

Consumers and consumer behaviour: traditional and
new aspects

The concept of the consumer has been investigated by researchers in a wide
range of academic fields, e.g. economics, psychology, sociology, and anthro-
pology (Maclnnis & Folkes, 2010), although it should be noted that each of
these fields focuses on different features of the term. For example, biologists
and anthropologists claim that individual behaviour 1s influenced by the sur-
vival of the individuals, i.e. being a consumer is in part about survival in one’s
surroundings (Neal et al., 2006). Elsewhere, motivation is a crucial factor for
psychologists as it triggers an individual to take action. Such researchers look
for an explanation of the connection between the influence of the state of
the person on behaviour (Mowen, 2000). By contrast, sociologists focus on
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the manner of meeting the needs of consumers and the societal impact on the
behaviour of an individual. In economic papers, a consumer is understood as
a person focused on their decisions regarding the maximum satisfaction of
their consumer needs, 1.e. maximisation of utility (from an economic point
of view, maximum utility proves rational consumer decisions) (Bartosik-
Purgat, 2011).

The term “consumer” very often encompasses the decision-maker, the
buyer, and the ultimate user — and these may not necessarily be the same per-
son. However, many researchers underline the importance of differentiating
between such terms as a buyer, recipient, customer, or payer (Linkiewicz &
Bartosik-Purgat, 2017). For example, Bon and Pras (1984) identify differ-
ences between a buyer, consumer, and payer. According to them, an individ-
ual who uses a product or service is a consumer, and a buyer buys a product or
service, while a payer reimburses the expenses. The consumer is not required
to buy the product personally and even though an individual is a buyer, they
may not be the consumer of the product or service. Examples of such individ-
uals are children that do not cover the costs of the products that they consume
and their parents who purchase products or services to be consumed by their
offspring. Using the terms “consumer” and “customer” interchangeably is
incorrect according to Aldridge (2005). The needs of the consumer are often
created by the surroundings and their satisfaction also depends on external
factors that impact the decisions made by the consumer, while the customer’s
needs are chosen by the customer himself. Thus, the concept of a consumer is
broader than that of a buyer who acquires goods via monetary exchange. The
consumer performs additional activities such as making decisions, purchas-
ing a good or service, and disposing of it (MacInnis & Folkes, 2010). These
issues may be developed by the description of the broader element which is
consumer behaviour.

Initially, some scholars used the term consumer behaviour to emphasise
the relationship between “consumers and producers at the time of purchase”
(Solomon, 2018, p. 29). However, exploratory economic models do not
take into account non-economic factors and the issues connected with the
decision-making process (Maclnnis & Folkes, 2010). Thus, some researchers
developed integrated models of consumer behaviour that take into account
the process itself as well as socio-psychological and cultural factors. Such
consumer behaviour models were researched, among others, by Andreasen
(1965), Nicosia (1966), Howard and Sheth (1969), as well as Engel et al.
(1978). Most of the consumer behaviour models comprise of various stages in
which an individual makes a selection of the most suitable product or service,
then buys, uses, and, in the end, disposes of it. Consumption is one of the
stages of the process (Bartosik-Purgat, 2011) and consumer decision-making
is one of the elements that determine consumer behaviour, which is why it is
analysed by many researchers (Linkiewicz & Bartosik-Purgat, 2017).

Nicosia (1966) identified the fundamental areas of consumer behaviour
as mass communication, exploration and choice, consumption, and the
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relationship between them. Andreasen (1965) emphasised the importance of
consumers receiving information from many sources, which is then filtered
and may influence different stages of consumer behaviour. According to this
idea, consumer choices are impacted by reference groups as well as interac-
tions between consumers (Zalega, 2012). Next, the model created by Howard
and Sheth (1969) includes a perceptual conception of receiving and processing
information that is indispensable for an individual to make a final decision
about a purchase. Similarly, in the model developed by Engel et al. (1978), it
is the central control unit that receives advertising stimuli and indicates and
solves problems. The authors also underlined the significance of the environ-
ment in determining the behaviour of the consumer.

Changes in a consumer’s environment also affect their behaviour. Some
such factors are the development of the Internet and information and com-
munication technologies (ICTs), especially with regard to searching for in-
formation about products, places, and services, as well as the methods of
purchase transactions (see, e.g. Vinerean et al., 2013). The possibilities that
arise according to the above changes may include, e.g. the ability to store
large amounts of information at no charge, the ability to inexpensively search
for, organise, and disseminate information; interactivity and on-demand in-
formation sharing; direct peer-to-peer communication with other consum-
ers; the ability to transact online; access to product offerings from around
the world; and relatively low operating costs for those wishing to sell their
products via the Internet (Vinerean et al., 2013).

Modern consumers make decisions in an environment dominated by new
technologies, online tools (e.g. social media) that significantly influence their
behaviour (Sreejesh et al., 2020). The second and third decade of the 21st
century has been characterised by consumers that are spending more time
online (Kemp, 2021; Skiera et al., 2015) and consumers are increasingly
skilled in using modern tools to communicate and obtain information. On-
line communication channels (e-mail, consumer reviews, social network-
ing sites, Internet forums, blogs, and microblogs) have been added to the
traditional manners of communication, i.e. a direct conversation with the
manufacturer’s representatives, a salesperson, or users of the product (Lovett
et al., 2013; Vithayathil et al., 2020). This is influenced not only by more per-
manent access to the Internet but also by the development of mobile devices
that allow communication at almost any time, while their users, through the
Internet, have constant access to current information (Borrero et al., 2014;
Hou & Elliott, 2021; Wang et al., 2021). Mobile applications allow con-
sumers to search for information, products, and services at a time and place
convenient for them. Such use of the Internet and mobile devices causes
changes in the needs and expectations of consumers towards producers and
they now expect omnichannel entities with seamless integration between
all the channels — oftline, online, and mobile. It is also worth mentioning
the increasing numbers of consumers that opt to use mobile phones to make
purchases (Malter et al., 2020). Next, not only can social media provide full
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product information, but such data can be obtained very easily and at negli-
gible cost. What is more, such information is usually seen to be trustworthy,
because it is delivered not only by the producer but also by other consumers
(Geng et al., 2021; Vithayathil et al., 2020). Widespread access to social media
and e-commerce platforms makes such information available to a group of
potential consumers that are searching for reviews that are not professionally
written but rather shared by other Internet users (Moran et al., 2014). Fur-
thermore, a shopping experience using e-commerce platforms is smooth, can
provide a considerable amount of product data, and is more and more secure.
These factors allow consumers to more quickly evaluate alternatives before
making the final decision (Dijesh et al., 2020; Grewal et al., 2017).

In light of the abovementioned circumstances, terms such as “digital con-
sumer” and “digital consumer behaviour” have appeared (e.g. Malchenko
et al., 2020; Yuruk-Kayapinar, 2020). “Digital consumer” is a term that could
be defined in a broad sense as a consumer using the Internet to search for
information on products or services and afterwards making the purchase de-
cision, often online, as well as using the content that is available online. In
the more narrow sense, “digital consumer” refers to consumers using mobile
devices. Their preferences change quickly as they are conditioned by their
frequent use of technology. Furthermore, they are not satisfied with being
a passive recipient of information but rather expect interaction, hence their
frequent use of social media (Tkaczyk, 2016).

ZMOT, ROPO, and reverse ROPO effect — changes in
the consumer decision process

The rapid development of technology and its increasing availability to the
consumer has prompted changes in the characteristics of today’s consumers.
As a consequence, the existing models of consumer behaviour needed to be
reassessed as they did not take into consideration the changes in consumer
needs or competencies, or the new, online contexts (Linkiewicz & Bartosik-
Purgat, 2017).

The Engel-Kollat-Blackwell (EKB) model is one of the traditional, in-
tegrated models of consumer behaviour established by Engel, Kollat, and
Blackwell in the second half of the 20th century (Engel et al., 1978). Ac-
cording to the researchers, the purchase of a product or a service is one of the
stages of the decision-making process. In order to have insight into the whole
process from start to finish, it is important to analyse what happens before
and after the purchase (Engel et al., 1978). Especially taking into considera-
tion the importance of examining the environment that impacts the purchase
behaviour of an individual.

Engel et al. (1978) identified five stages in consumer behaviour, including
pre- and post-purchase actions. Problem recognition is the first stage of this
process. An internal stimuli (e.g. thirst or hunger) or external stimuli (e.g.
inspiration caused by observation of others) generate a need in an individual.
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In the next phase, one searches for information on how to satisfy this need.
First, the individual searches for a solution using their knowledge. If this turns
out to be insufficient, they turn to external sources of information: asking for
advice among their immediate circle of family, friends, and acquaintances. Af-
terwards, if their search is unsuccessful, the consumer expands their search to
such sources of information as commercial (e.g. advertising), public (e.g. mass
media), and experimental (personal testing of goods) (Kotler & Keller, 2012).

Once a consumer has all the information they have managed to gather,
the options assessment stage begins (Engel et al., 1978) in which consum-
ers evaluate the advantages and disadvantages from the perspective of their
needs. The final buying decision is often made when visiting a stationary
shop, where the consumer can compare all the available offers at once, which
may cause them to change their mind on the spot, despite the previously
conducted verification of options. Making a purchase decision is the fourth
stage of the EKB model (Linkiewicz & Bartosik-Purgat, 2017). The last stage
of the model focuses on consumer behaviour after the purchase, where, re-
gardless of a positive or negative opinion, the consumer can share their views
with a circle of friends (Engel et al., 1978; Kotler & Keller, 2012).

Each stage of the traditional consumer behaviour process is based predomi-
nantly on face-to-face communication. In the first phase, the external stimuli
are usually created by the observation of the closest family and friends. The
search for information also focuses on people that an individual can con-
sult for opinion (family, friends, colleagues) or for more specific information
(salesperson is the principal information source). The final decision is usually
made in a stationary shop (Kotler & Keller, 2012). Similarly, the final opinion
after using the product or service is usually shared with the consumer’s inner
circle.

In the second decade of the 21st century, while studying the consumer
decision-making process, experts from Procter & Gamble (Lecinski, 2011),
identified the mental marketing moment when an individual visits a station-
ary store. This is the moment where a person compares the available offers,
taking into consideration the previously gathered information to make the fi-
nal decision. They named it the First Moment of Truth (FMOT) (Figure 1.1). In
the EKB model, this is the fourth stage of the decision-making process. Fol-
lowing this research, the Second Moment of Truth (SMOT) originates when the
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Figure 1.1 Three-step marketing model by Procter & Gamble
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consumer uses the product to form a positive or negative opinion (Kreutzer &
Land, 2014; Lecinski, 2011). This phase corresponds to the fifth stage of the
EKB model (Linkiewicz & Bartosik-Purgat, 2017).

Further analysis of the decision-making process and consumer behaviour
models was necessitated by the development of the Internet, social media,
and various new tools (Linkiewicz & Bartosik-Purgat, 2017). The emergence
of desktop computers and the possibility of Internet access at home triggered
significant changes in the information search which is a crucial part of many
consumer behaviour models. Internet access at home allows for researching
a huge amount of sources of information whenever it suits the consumer
(Grunert & Ramus, 2005), i.e. knowledge of a product or service specifica-
tions are not limited to manufacturer’s representatives or salespeople. Such a
situation has only expedited the implementation of multichannel strategies
of companies, e.g. adding Internet stores and other online services to serve
potential consumers (Zarei et al., 2019).

Such knowledge along with the ability to quickly compare prices, product
variants, and brands is causing consumers to become increasingly interested in
manufacturers’ offerings (Linkiewicz & Bartosik-Purgat, 2017). They see more
and more value in online information sources, which, in turn, has led to the
rapid development of e-commerce and many other company activities (e.g. social
media profiles, online advertising) and mobile applications (Jamil & Qayyum,
2021; Li et al., 2020). In turn, it also encourages the consumers to write reviews
and share their feelings regarding their purchases (Wang et al., 2019).

The development of social media and mobile technologies has created new
modes of interaction for consumers (Wang et al., 2021). They now have ac-
cess to a wide variety of social media, while mobile devices facilitate access to
these platforms from any place (Pan et al., 2020). Consumers are allowed to
share their opinions and assessments of products or services without any con-
straints, which is why both social media and mobile technology have become
significant channels of information (Ju et al., 2021; Zhang et al., 2017). These
changes need to be taken into account when analysing the next stage in the
transformation of the consumer decision-making model.

Social media created a breakthrough as far as the World Wide Web is con-
cerned. At first, websites were mostly used by businesses (e-commerce) and
institutions. Then forums and personal websites became available. However,
the effortlessness offered by social media is unprecedented. Every person that
has the desire to share their opinion with their peers can do it without much
effort (Jamil & Qayyum, 2021) and, connected to this, the number of peo-
ple who can access a review about a given product is significantly grow-
ing (Tang & Wu, 2021) — a review, comment, or opinion posted online is
available to any user searching for information and, as a consequence, it can
influence a consumer’s decision (Cheung et al., 2008; Choi et al., 2017). The
moment of distribution of an opinion about goods or services on the Inter-
net employing social media has been defined as the Third Moment of Truth
(TMOT) (Ashby et al., 2002) (Figure 1.2).
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As the consumer can spend more time researching various options to sat-
1sfy their needs, a purchase decision is often made before the consumer enters
the store, online or offline. This moment has been defined as the Zero Mo-
ment Of Truth (ZMOT) by Google experts (Figure 1.2), thus expanding the
decision-making process proposed by Procter & Gamble (Lecinski, 2011).
Most significantly, this model shifts the moment of the purchase decision in
comparison to the EKB model, where the purchase decision was dependent
on the store visit (i.e. the FMOT). The ZMOT model suggests that because
of Internet access, in general, and the use of social media, in particular, the
initial purchase decision is already made while checking online recommen-
dations, before the actual act of buying the product or service.

In addition to this, the visibility of the brand on the web certainly influ-
ences a consumer’s purchasing decision. Another important step to “win-
ning” a ZMOT is therefore the fostering of excellent communication with
the client (potential buyer). Moreover, companies should cultivate positive
reviews that will attract buyers, as well as a transparent website that will facil-
itate decision-making and encourage repeat visits to the website. As Bilgihan
et al. (2016) claim, skillfully created content is simply a response to what the
client is looking for.

As mentioned above, the World Wide Web allows people to access huge
amounts of information, and find significantly more alternatives to a par-
ticular product or service before making the final decisions. Thus, consumers
now search for more information online than offline (Jamil & Qayyum,
2021; Kulviwat et al., 2004) as it allows the consumer to conduct a compre-
hensive analysis of the current offers on the market before a purchase decision.
These developments have led to the emergence of the ROPO (Research On-
line, Purchase Offline) eftect (Figure 1.3), which accentuates the significance
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of online sources of information. The ROPO effect recognises that despite
seeking information about a product or service online, a consumer will still
often decide to visit a stationary store to buy a product or service (Heinrich &
Thalmair, 2013).

In other words, when consumers need to make a choice, they can easily
use the online sources whenever and wherever they prefer (webrooming).
They do not need to turn to their family, friends, or a salesperson (as in the
traditional purchasing decision model) for information before making the fi-
nal purchase. Furthermore, in contrast to Internet communication, face-to-
face communication is time and place sensitive. Focusing on online research
means that consumers can experience the three stages of the EKB model
without any offline interaction, such as visiting a store or asking people in
their closest circle about their opinions. The results of the research conducted
by Gemius and published in their “E-commerce in Poland 2020” report indi-
cate that the ROPO effect is particularly pronounced for food products (48%
of respondents underlined this way of buying), construction, and decorating
materials (48%), furniture and interior design (46%), footwear (46%) (Gemius,
2020). For example, shoes can be very pretty in a photo on an online store
but be uncomfortable to wear. Footwear manufacturers are already trying to
develop helpful online tools to address this matter (e.g. phone applications
that allow you to take a scan of the foot before making a purchase). However,
for many customers, there is no substitute for trying on shoes in the store as
it 1s less time-consuming than ordering shoes online and sending them back
in the case of the wrong size.

The ROPO effect does not have to mean losses for online stores, but it
does significantly shape sales. The analysis of the ROPO effect allows mar-
keters to reach a group of valuable customers who are at the stage of compar-
ing offers and just before making a purchase decision. Many stores maintain
a balance between oftline and online sales and thus do not feel the negative
effects of ROPO.

The opposite phenomenon to ROPO is known as a reverse ROPO eftect
(Research Offline, Purchase Online) (Figure 1.4). This is when a consumer vis-
its stores to look for a product (information about it) but the final purchase is
made online. Such a phenomenon is also defined as showrooming (Verhoef
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Figure 1.4 Reverse ROPO effect
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et al.,, 2015). For example, they try on clothes, check the capabilities and
parameters of a smartphone, experience the softness of an armchair, or smell
perfumes in a stationary shop but they finalise the transaction online. One
of the advantages of reverse ROPO is the opportunity to see, feel, smell,
touch, and try the item, and check if it meets all the needs of an individual.
The decision to buy the goods online may stem from a lower price offered
online, as well as the possibility of using websites that allow price com-
parison (Fedorko et al., 2021). In this case, the two stages of the decision-
making process — the information search and the evaluation of available
options — are experienced without the need to use modern technology.
Whilst this process displays a similarity to traditional models of consumer
behaviour, the final purchase is made online, which enhances the impor-
tance of e-commerce.

Consumers often combine both offline and online shopping, taking into
consideration the fact of which is more suitable for them on a case-by-case
basis. Online shopping prevails when speed and wider choice are of utmost
importance, while oftline shopping is the better option in situations where
personal service and the opportunity to try the item are crucial (Fedorko
et al., 2021). What is more, thanks to mobile devices with Internet access,
it is possible to visit a bricks-and-mortar store to see the product in reality
while at the same time researching the product online (Rapp et al., 2015). For
example, 82% of users of mobile phones search for information on the item
they plan to buy while at the store and 45% read online reviews (Loupiac &
Goudey, 2019).

One consequence of technological development and new information
tools is a change in the moment of making a purchase decision. A visit to a
stationary store does not represent the final purchase decision, but rather it is
the moment when a consumer gathers enough information about a product
to make a final decision. The manner of gathering the information can com-
bine online sources (e.g. ROPO effect, ZMOT) as well as offline (e.g. reverse
ROPO eftect). It should be mentioned that these assumptions may not apply
to all consumer segments. The degree of use of online resources varies ac-
cording to a person’s aptitude for using the Internet, social media, and search
engines, including very busy people, young people, and people who spend a
lot of time in front of the computer.

Conclusions, business implications, and
predictions for future

The analysis conducted for this chapter has shown the development of con-
sumers and consumer behaviour in light of substantial ICT advances. Many
circumstances, such as the increasingly accessible Internet and the growth of
Internet users (Kemp, 2021), generational differences and these generation’s
attitudes towards new technologies, the Covid-19 pandemic, etc., have meant
that the average world consumer has become an e-consumer.
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Analysing the changes in consumer behaviour, it should be pointed out
that because of increasing access to the Internet many consumers now make
purchases in online shops and search for information about products from
online sources. This does not mean that they do not visit stationary shops
anymore, but it does mean that the process of making purchasing decisions
has changed. This issue was developed in the chapter through the description
of ROPO and the subsequent ROPO effect (Kowalczuk, 2018). The particu-
lar modes of buying decisions are clearly associated with certain categories
of products. As a result, producers and retailers should identify the ways of
purchasing that consumers use for the particular type of products and should
then implement marketing strategies and instruments to encourage consum-
ers to buy their products online and in their shops.

With regard to the ROPO eftect, it is worth emphasising that it is very
difficult (from the seller’s point of view) to precisely and unambiguously
indicate which Internet user purchases in a stationary store. However, it is
very important to be aware of the existence of the ROPO effect and the
reverse ROPO. Data on consumer behaviour available on databases should
be analysed and appropriate decisions should be made on this basis. In the
case of the ROPO effect among purchasers of certain products, it is worth
trying to convince them to buy online. The availability of the product on
the Internet in places where the consumer looks for it plays a very impor-
tant role here. In addition, the product card is also important, as it should
convey all the important benefits of the product and satisty the consumer’s
curiosity in such a way that they do not feel the need to go to a stationary
shop. Online retailers can use rich content, including, for example, ex-
tensive product descriptions presented in a simple and friendly way (e.g.
infographics, tables), and attractive photos, videos, or graphics presenting
the product from every angle and how it can be used. In addition, to build
the company or brand’s image, other tools are available, such as: provid-
ing advice on the use of the product, answering questions, posting other
users’ opinions about products they have purchased, the use of multiple
communication channels, presence on portals used by potential buyers,
and advertising, reminders about visiting the website or an abandoned cart
and many others.

In the case of the reverse ROPO effect, the key issue is to offer products
at attractive prices in online stores. Research conducted by Gemius (2020)
shows that the main advantage of online stores is competitive prices, which
attract people who first look for products in stationary stores. Therefore, it
is worth following the offline competition’s prices and modifying the price
offer in the online store on an ongoing basis. Promotions and sales in online
stores can also be added to the marketing mix.

Second, the generational changes, the attitudes of young consumers to-
wards usage of digital and mobile devices, and finally their e-purchasing
behaviour will continue to develop (Verma et al., 2021). Gen Z is becoming
a very important consumer segment for retailers and their needs differ from



20 Agata Linkiewicz and Malgorzata Bartosik-Purgat

the older purchasers for which companies previously modelled their activi-
ties (Calvo-Porral & Pesqueira-Sanchez, 2020; Lissitsa & Laor, 2021). Both
producers and retailers should research Gen Z’s needs and preferences and
try to adapt their offers and services accordingly. These needs will probably
develop towards the usage of the newest technologies at each step of the
consumer behaviour process (from searching information about products,
through online shopping, and using digital methods of payment). However,
it is not only the youngest consumers that have positive attitudes towards
becoming e-consumers; the older generational cohorts (from Gen Y to X)
are also trying to follow technological novelties in e-commerce and use
them in practice (Lissitsa & Laor, 2021). Thus, online retailers should follow
new trends within each consumer segment and use the devices expected by
potential buyers.

Third, the Covid-19 pandemic has contributed to the even greater use of
online tools, not only in e-commerce but also in other spheres of life, e.g.
e-learning, e-communication, e-working (Aissaoui, 2021; El Refae et al.,
2021). The new modes of living, working, and shopping are likely to con-
tinue to some extent after the coronavirus pandemic has lessened somewhat.
This is because many people found out and learned how to use digital tech-
nologies to facilitate the performance of many daily activities and tasks, as
well as save time and costs associated with moving to and from work, school,
stationary stores, etc. (Lang, Dolan et al., 2021). Many people, even those
previously sceptical about using new technologies, cannot imagine their lives
without these technologies. As a result, ICT infrastructure improvements
should be implemented and continuously upgraded by businesses that want
to be up to date with their offer and the needs of buyers.

The issue of consumer behaviour and predictions about it for the future
are extremely complex and difficult to present in one chapter. This is due
to a number of different factors related to various spheres of people’s lives,
including economic, social, and technological. The elements outlined above
can certainly increase online shopping and the growth of e-commerce in to-
tal commerce. Moreover, technological progress may lead to products being
increasingly modified and created by the ultimate buyers (Eckhardt et al.,
2019; Ritzer & Jurgenson, 2010). The conduit through which this happens
and will still develop is the Internet and social media (Alhashem et al., 2021;
Chung et al., 2020).

Consumers not only buy products but also experience the specific emo-
tions that the brand evokes in them. In the case of online trading, this role
will be increasingly taken over by a virtual adviser, i.e. a chatbot or virtual
assistant based on artificial intelligence (AI) that conducts a conversation
with the user in their native language (Hsieh & Lee, 2021; Lei et al., 2021).
Such a virtual adviser can check the price and availability of the product or
the date of order fulfillment (Jiménez-Barreto et al., 2021; Lei et al., 2021).
The implementation of chatbots is one of the elements of an omnichannel
strategy, which consists of combining online and offline communication
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channels (Lei et al., 2021). However, companies need to be vigilant because
the inevitable surfeit of modernity may cause a return of past habits and a
longing for more traditional shopping experiences (Lao et al., 2021). Es-
pecially when consumers are likely to want to demonstrate independence
from the mainstream of mass culture and emphasise their originality and
individualism.

Next, consumers are likely to pay more and more attention to a healthy life-
style, organic food, natural products, and friendly places (Chung et al., 2020;
Matharu et al., 2020). The COVID-19 epidemic has made consumers even
more likely to choose ecological food products and the health-promoting
trend influences shopping choices. However, shopping for bio and eco prod-
ucts is not the only reason. Adopting a pro-ecological or ethical attitude
is possible throughout the whole purchasing process (Onel & Mukherjee,
2016). Consumers’ awareness of the importance of ecology and care for the
natural environment is significantly increasing and is especially noticeable
among young buyers. Conscious consumers choose ecological goods such
as ecological cars, products made from ecologically-friendly substances, and
even houses (Onel & Mukherjee, 2016). Producers have also begun to pay
more attention to avoiding overproduction, and the produced goods have be-
come more ecological. This awareness and consumer behaviour change have
contributed to the rapid development of sharing economy activities (Lang,
Kemper et al., 2021; Matharu et al., 2020), which in part has been possible
thanks to the spread of ICTs. The sharing economy concerns connecting
people through online platforms and applications, enabling them to provide
services or share assets, resources, time, skills, or capital without transferring
ownership rights. It is one of the key manifestations of universal digitalisation
and is an area for increasing prosumer activity among average consumers,
i.e., almost every consumer can become a producer by using widely available
online platforms (Eckhardt et al., 2019; Lang, Kemper et al., 2021; Matharu
et al., 2020).

In conclusion, it should be underlined that the development of new tech-
nologies, especially the Internet and ICTs, will play a significant role in the
behaviour of consumers. It shapes and will continue to shape new modes of
purchasing decisions and other activities, as well as people’s attitudes (e.g.
eco-awareness, pro-sumerism, and others) in the future.
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2 Who is a consumer in the
digital era? Still a consumer
or a prosumer?

Joanna Bednarz

Models of communication and building relations
between producer and consumer in the digital era
(from monologue to integrated marketing dialogue)

Marketing communication has always played an important role in the func-
tioning of institutional entities, in particular enterprises, and building rela-
tionships with stakeholders — consumers, investors, suppliers, and employees.
This process is two-way and consists of the transmission of the message by
the sender (company) and its reception by the recipient (present and future
buyer). Recipients of this message can then provide feedback to the sender
(Danaher & Rossiter, 2011; Gabrielli & Balboni, 2010). Entrepreneurs com-
municate with the environment in order to establish a dialogue (Keller, 2001),
send, receive and exchange information. As senders, they can inform about
the detailed attributes of the offered products services, brands (Keller, 2001),
pricing and distribution policy, as well as promotional activities. In return,
they receive feedback on the needs, preferences, and expectations of buyers.

Marketing communication has transformed, with significant changes tak-
ing place on the market. The emergence of new marketing instruments, the
development of the Internet, and new technologies played an especially sig-
nificant role in this context. Various communication models can be found in
the literature that shows a noteworthy evolution in this area. Hoffman and
Novak (1996) present three communication schemes: an interpersonal mar-
keting communication model (“one-to-one”), a model of mass marketing
communication (“one-to-many”), and a model of marketing communication
in the Internet environment (“many-to-many”).

Among the above-mentioned models, the “one-to-one” interpersonal
communication model is the simplest. It is of a basic nature, and it illustrates
the direct relationship between the sender of the message and its recipient,
e.g. seller and buyer. It expresses the essence of communication: informing
and obtaining feedback; there is a question—answer interaction. On the sell-
er’s side, this may apply to such situations as informing about the product
offer, presenting a new product, whereas on the side of the potential buyer:
enquiring about the price and other terms of purchase. Communication can
take place through a variety of channels, media, and devices.
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The mass marketing communication model is a “one-to-many” process
where the sender transmits the same information (content) to a wide audi-
ence. An example would be a company that wants to offer its products and
services to many potential buyers. For this purpose, an entrepreneur may use
different channels and media to convey the same message. It is a one-way
communication model, meaning that the level of feedback is negligible, and
interaction is excluded. The lack of reaction is most often due to the use of
mass media, such as television, radio, press, or outdoor advertising.

The model of marketing communication in the Internet environment can
be described as a “many-to-many” model. It uses both mass and interper-
sonal communication. Senders and recipients become active partners in the
entire communication process since they have the opportunity to express
themselves freely, publish comments, and express their own opinions. The
specificity of this form of communication lies in the ability of recipients
to independently search for information that best meets their needs. They
can also be initiators in this communication process. An example of such a
model of marketing communication are promotional activities carried out
by producers and sellers, aimed at a specific segment of potential and actual
buyers of products. This model is also well suited for communication in the
business-to-business (B2B) market.

Communication models evolve rapidly along with the development of the
market, media channels, and the implementation of new technologies. Finne
and Gronroos (2017) state that today’s customers regularly use several online
devices, have access to multiple forms of media, and can interact with sev-
eral of them at the same time. They can be active in some media and passive
in others at the same time (Finne & Gronroos, 2017). Producers and sellers
who are message senders have to face up to the challenge of reaching the
recipients with a given message through a variety of media. These messages
are addressed to a specific segment of final consumers or are personalised
(Gurau, 2008). It was noticed that in order to achieve effective marketing
communication, it is necessary to coordinate various communication tools
and channels so that the message sent by the company is coherent (Bednarz &
Orelly, 2020; Pluta-Olearnik, 2018).

The first conceptual ideas of integrated marketing communication (IMC)
were published by Schultz et al. in 1993. Kliatchko (2005) reviewed the IMC
definitions proposed in research in the extant literature. The term “inte-
gration” is understood as the implementation of horizontal coordination
mechanisms (Schultz et al., 1993) where multiple messages and many com-
munication activities are merged into a consistent marketing communication
mix in order to send to the target market a clear message about a company
and its market offer (Bednarz & Orelly, 2020; Danaher & Rossiter, 2011;
Gabrielli & Balboni, 2010). Finne and Gronroos (2017, p. 449) summarise
the IMC approach as follows: “its goal is synergy as the company tries to
integrate all outgoing messages with one voice”. It is “the result of align-
ing activities, procedures, messages and goals” for coherent communication
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(Gabrielli & Balboni, 2010, p. 277). Porcu et al. (2017, p. 694) argue that
the IMC “allows for the possibility of continuous dialogue by communi-
cating consistent and transparent messages through all media to foster long-
term beneficial relationships that create value”. These authors also add that
“integration involves the corporate, marketing and communication levels”
and “highlight the importance of stakeholder-orientation and not just that of
customer-orientation”. Researchers do not agree entirely on the orientation
of the IMC. Contrary to Porcu, Kliatchko and Schultz (2014, pp. 381-382)
emphasise that IMC relates to consumer centricity that requires a profound
understanding of consumers, their engagement as well as continuous con-
tacts. Moreover, the use of multiple channels “involves the coordination of
messages and media channels to create and deliver one-sight, one-sound,
clear messages to achieve synergy”. Finally, IMC requires “the involvement
of the entire business process, not just marketing communication’.

Batra and Keller (2016) highlight that when designing a well-integrated
marketing communication process, three main aspects come into play: con-
sistency, complementarity, and the interaction between media and commu-
nication options. Porcu et al. (2017) extend those to include four dimensions
of the IMC construct: message consistency, interactivity, stakeholder-centred
strategic focus, and organisational alignment. Interactivity is related to digital
technologies, which play a key role in the implementation of an integrated
approach (Kliatchko & Schultz, 2014). According to Gurdu (2008) the syn-
ergy of Internet communication enables the integration and coordination of
three main elements: three models of marketing communication presented
above, various types of information, and complex information flows between
the organisational intranet and the Internet.

Based on a review of the literature, Alameda Garcia et al. (2019) state that
IMC is a strategic element in building lasting relationships of companies with
customers and other stakeholders. Kitchen and Burgmann (2010, p. 4) also
confirm that “a well-established relationship between the company and the
customer is necessary”. It relates to the concept of relationship marketing.
Morgan and Hunt (1994, p. 22) specify that “relationship marketing refers to
all marketing activities directed toward establishing, developing and main-
taining successful relational exchanges”. Relationship marketing is character-
ised by concern, trust, commitment, and service (Buttle, 1996). Abosag et al.
(2006) define relationship commitment as a persistent desire to maintain a
relationship that plays a central role in long-lasting networks. Trust is about
having confidence in or relying on the other party. It is based on reliability
and credibility in fulfilling promises, as well as on feelings and emotions
generated by empathy, politeness, similarity, and concern for the other party
manifested in their interactions (Nikodemska-Wotowik & Bednarz, 2019).

Even though researchers analyse different types of relationships, the dom-
inant emphasis is on relationships with external customers. The relationship
marketing literature is focused on the concept of the value of the individual
customer (Itani et al., 2019). Building business relationships with customers
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is fundamental in today’s dynamic and interactive environment. The seller no
longer has a dominant influence. It is buyers who play an increasingly active
role in building commitment and trust in those relationships (Brodie, 2017).
Customers are referred to as “associates or partners enmeshed in alliances or
partnerships with companies” (Buttle, 1996, p. 4). The reason why entrepre-
neurs focus their attention on building marketing relationships is obvious —
“the longer the relationship between the company and the customer, the
more profitable the relationship becomes for the company” (Buttle, 1996,
p.- 5). Effective relationship marketing can be established based on several
important requirements: mutual cooperation and interdependence between
the customer and the seller; the development of new organisational structures
and internal marketing; the availability of an advanced customer database
to provide information and allow understanding of customer expectations
(Buttle, 1996).

It is worth adding that, apart from relationship marketing, researchers also
discuss relationship communication. Finne and Gronroos (2009, p. 193) de-
fine relationship communication as “any type of marketing communication
that influences the receiver’s long-term commitment to the sender by facil-
itating meaning creation through integration with the receiver’s time and
situational context”.

Relationship marketing can be conducted offline and online. The scope
of the research presented in this chapter includes online relationships which
are understood as “relational exchanges mediated by Internet technology
that occur in a human-to-technology environment” (Steinhoff et al., 2019,
p- 370). As underlined by Kull (2017), the Internet provides an ideal environ-
ment for conducting marketing and communication relationships.

Development of new technologies and their
impact on consumers

Even if traditional communication channels (television, radio, newspapers,
telemarketing, and door-to-door sales) are still present in the daily lives of
consumers, researchers argue that they are expected to decline (Danaher &
Rossiter, 2011; Duffett, 2017). Nowadays, a diverse choice of other media
channels, known as new media, are an integral part of people’s work and
home life: the Internet channel’s banner ads, websites, e-mail and blogs, mo-
bile phone communications SMS, MMS, cell phone TV, digital television,
e-books, computer games, DVDs, social media (Bartosik-Purgat, 2019), and
cloud computing (Klepek & Starzyczna, 2018). Bartosik-Purgat (2019) de-
fines new media as instruments that use the latest Internet technologies for
the creation of messages and content, their conversion, submission, transmis-
sion, and communication to appropriate recipients. The author emphasises
that new media are distinguished by flexibility and accessibility, as users have
the ability to adjust the form and time of using them. In addition, new me-
dia have five main characteristics: creation, content, conversion, circulation,
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and central storage, and several others: individualisation, interactivity, mul-
timedia, accessibility, immateriality, no fees, speed of relation, and durability
(Bartosik-Purgat, 2019).

Kaplan and Haenlein (2010, p. 61) define social media as “a group of
Internet-based applications that build on the ideological and technological
foundations of Web 2.0, and that allow the creation and exchange of User
Generated Content”. Social media, such as Facebook, Twitter, LinkedIn,
YouTube, WhatsApp, Instagram, Tumblr, Pinterest, WeChat, and Google+
(Duftett, 2017), provides the ability “to connect with customers through
richer media with greater reach” (Sashi, 2012, p. 255), so the cost is relatively
lower and the level of efficiency higher than can be achieved with more
traditional communication tools (Kaplan & Haenlein, 2010). Zajc (2015,
pp- 29—44) recognises five major groups of attributes of social media: “preva-
lence of subject position, arbitrariness of physical position, highly structured
online self, the importance of individuals’ activities and the individual as
the sole bearer of authenticity”. Kietzmann et al. (2011) distinguish seven
functional building blocks of social media: identity, conversations, sharing,
presence, relationships, reputation, and groups.

New media plays an increasingly significant role in marketing communica-
tion between companies and consumers, provides interactions between actors,
ensures the opportunity to engage in dialogue throughout the relationship
life cycle (Iankova et al., 2018). New media represents the “many-to-many”
marketing communication model. Consumers are able to contact, discuss and
communicate with the producers, express their opinions, give advice to pro-
ducers on how to adjust the offer to be more competitive (Bartosik-Purgat &
Bednarz, 2021). Due to the fact that new media is a customer-centric tool,
entrepreneurs have “greater access to customer information directly through
company-customer interactions or indirectly through customer-customer
interactions” (Trainor et al., 2014, p. 1203). Both sellers and buyers become
co-creators of value (Iankova et al., 2018; Sashi, 2012).

Building relationships with active
consumers — prosumers

Nowadays, companies develop strategies for the use of new media in online
communication channels and encourage consumers not only to search for
information but to actively cooperate. They take “a proactive-reactive atti-
tude in online communication and combine consistency and continuity with
flexibility and customisation” (Gurdu, 2008, p. 180). The degree of consum-
er’s involvement, “motivation (desire), ability, and opportunity to process a
communication determine the intensity and direction of this cooperation
and the resulting outcomes that occur” (Batra & Keller, 2016, p. 130). Finne
and Strandvik (2012) distinguished various degrees and modes of buyers’ ac-
tivity. Client activity can be viewed as mental activity, which means that the
message is interpreted and integrated with other information related to the
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context. The behavioural activity of recipients consists in taking initiatives,
searching for information, reacting to communication messages, and initi-
ating communication with others. Passive clients respond to specific stimuli
only by accepting the message in accordance with its intended purpose.

Customers’ relationships with enterprises are active, based on collabora-
tion, co-participation, co-design, and the creation of social networks around
the enterprise (Bartosik-Purgat & Bednarz, 2021; Tapscott & Williams,
2006). Companies use the engagement experiences of individuals and com-
munities to co-create value (Brodie et al., 2011; Harrigan et al., 2018; Holle-
beek et al., 2019; Itani et al., 2019; Ramaswamy, 2009). Sashi (2012) proposes
seven stages of the customer engagement cycle: connection, interaction, sat-
isfaction, retention, commitment, advocacy, and engagement. Engagement
changes customers from transactional customers through delighted and loyal
ones to fans (Sashi, 2012).

The development of new technologies has created the possibility of close
cooperation between producers and consumers. This contributed to the
emergence of a new type of consumer. Prosumption, co-production, and
co-creation are terms used in the literature to describe the types of consumer
participation in the production of goods and services (Alhashem et al., 2021).

Alvin Toffler introduced the concept of prosumption in the late 1970s
(Toftler, 1981). The term prosumption was created by combining two words:
production and consumption. Prosumption results from customer involve-
ment, defined as “a psychological state that occurs by virtue of interactive,
co-creative customer experiences with a focal agent/object (e.g. a brand) in
focal service relationships” (Brodie et al., 2011).

Prosumers are involved in designing new products, their features, im-
proving materials, product reliability and durability, designing packaging or
graphic product elements, production processes (self-service activities), com-
mercialisation of products and services, consulting in communication and
designing promotional campaigns, e.g. advertising slogans or campaigns, etc.,
managing customer service, trying out the product and offering an opin-
ion, sharing own content and data via social media (APQC, 2019; Bartosik-
Purgat & Bednarz, 2021; Dusi, 2017; Ziemba et al., 2019). The possibility of
co-creation 1s very attractive to consumers, especially young ones because it
gives them a chance to get involved in the company’s activities and the possi-
bility of having a real impact on the final shape of the market offer. The idea
of co-creation is closely related to the concept of crowdsourcing. It is based on
constant cooperation with consumer environments and uses the knowledge
and skills of their participants in order to obtain creative content, generate
new ideas, and collect user opinions about a product, service, or brand. This
is possible thanks to the implementation of new information technologies.

With the development of new media, consumers are radically changing the
way they use media, including finding information. Their approach is domi-
nated by multitasking, divisive attention, simultaneous activity, and passivity
in various media (Batra & Keller, 2016; Finne & Gronroos, 2017). Alameda



Consumer in the digital era 33

Garcia et al. (2019, p. 243) use the term crossumer pointing out that consum-
ers are “much more informed, demanding and have greater power against
the brands”. The role of the Internet in the development of prosumption is
substantial. “Social media permit young users to create personalised online
pages, communicate and interact with friends, as well as exchange content
that they have created themselves (user-generated content) and/or informa-
tion from other brand-related sources” (Duffett, 2017, p. 20).

As the age differences in using the Internet are disappearing, it is currently
difficult to determine which generation the prosumers belong to. The equal-
isation process was accelerated by the COVID-19 pandemic, which contrib-
uted to the digitisation of societies not only in the sphere of entertainment
and games but also in science and business. Currently, not only the so-called
generation Y, but also known as “millennials” or the digital generation, is
associated with the prosumption trend.

Undoubtedly, prosumers are a very diverse, heterogeneous group of con-
sumers; however, there is a certain set of features, motivations, values, and
attitudes that distinguishes this group and implies their participation in these
processes. Maciaszczyk and Kocot (2021) characterise a new generation of
online prosumers, highlighting their strong need for liberty and freedom of
choice. Prosumers “tailor the available offer to their own needs and strive for
individualisation, dialogue, and entertainment. This generation is character-
ised by innovation and a tendency to make joint decisions” (Maciaszczyk &
Kocot, 2021, p. 3). Prosumers are critical consumers who have doubts and
concerns about many aspects of everyday life in today’s world. They do not
trust institutions or the media. They rarely watch TV and read newspapers
and printed press. The main source of information for them is the Internet.
For them, the main tool of functioning and communication is social media.
They strive for individual development; they manifest their own emotions,
feelings, preferences, and views. This is facilitated by the variety of styles that
are a source of inspiration. The individualisation of tastes and needs is also
strengthened by the appreciation of the importance of free time, which gives
the possibility of self-fulfilment. The COVID-19 pandemic has increased
the ability to work from home and combine it with consumer activities. The
search for individual identity leads to the creation of a community of small
groups, which additionally contribute to strengthening the will to create, de-
velop mutual contacts, build closeness, transfer knowledge, share results and
know-how. Prosumers are open and active, involved in the product life cycle,
acting as advisers and reviewers for other users. They are also professional
consumers who expect professional services. Prosumers invest in themselves,
acquire knowledge, skills, and experience. They are demanding, conscious of
their rights, paying more and more attention to the reliability of information
(Bednarz, 2017; de Pourbaix, 2016; Maciaszczyk & Kocot, 2021).

Prosumers are referred to as the generation C; the “C”, however, may stand
for different traits. Hardey (2011) points out the behaviour that is character-
ised by the letter C: content creation, creativity, casual collapse, control, and
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celebrity. Other researchers of this phenomenon search for additional conno-
tations associated with the “C”: connected, communicating, content-centric,
computerised, community-oriented, and always clicking. C may also stand
for: co-creation, celebrity, conversation, change, collaboration, cyber collec-
tive (de Pourbaix, 2016).

Sustainable consumption and sharing economy as an
ecosystem of prosumers’ activities

Prosumption and sustainable consumption are the opposites of the present
model of consumerism (mass consumption) understood as excessive con-
sumption, unjustified by actual human needs and not taking into account
social, ecological, and individual costs (Bednarz, 2017). The trend of sus-
tainable consumption is strongly developing, mainly due to the growing
environmental awareness of consumers, especially in terms of irreversible
effects on the natural environment and the problem of using non-renewable
resources. This is fuelled by the tendency to rationalise consumption for the
sake of human health, a sense of weariness and disappointment with exces-
sive consumption, and the increasingly frequent adherence to the belief that
the purpose of one’s life is not merely to purchase and consume things. The
development of sustainable consumption is also fostered by the widespread
increase in the importance of such values as health, youth, good appearance,
physical fitness. Contemporary consumers care about their physical and men-
tal development, want to prevent the development of civilisation diseases, and
are keen on building immunity. They are interested in purchasing natural,
unprocessed, organic products and the so-called functional food.

There are two trends in sustainable consumption, namely: conscious and
collaborative consumption. Conscious (ethical, responsible) consumption is
understood as making consumer choices based on knowledge about their so-
cial, ecological, and political consequences. Customers make purchasing de-
cisions in a rational, thoughtful, and responsible manner. This involves issues
such as social consumption, ecological consumption, fair trade, cruelty-free
and green products. In turn, collaborative consumption (also called: collab-
orative economy, sharing economy, access economy, peer-to-peer economy,
platform economy, and community-based economy) is based on the idea
of sharing and an approach to using the product without having to own it
(Bednarz, 2017; Maciaszczyk & Kocot, 2021). “Collaborative consumption is
people coordinating the acquisition and distribution of a resource for a fee or
other compensation” like bartering, trading, renting and swapping, which in-
volve giving and receiving non-monetary compensation (Belk, 2014, p. 1597;
Hossain, 2020, p. 4). In this way, consumers gain access to the goods and pay
for the experience of accessing them temporarily.

Consumers may share different products, such as apartments, bicycles, cars,
music, films, photos, videogame consoles, clothes, portable tools. The sat-
isfaction with using collective consumption is positively influenced by the
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knowledge, trust, and usefulness of the service. Consumers enjoy the fact of
sharing, the sense of togetherness, and the social experience involved (Barbu,
2018). Hossain (2020) lists strong motivators to participate in collective con-
sumption: convenience, flexibility, home benefits, interaction, local authen-
ticity, sharing economy ethos, community, and economic benefit such as
savings. Kim and Jin (2020) discover dimensions that characterise consumer
motivations for collaborative consumption of consumer goods:

— concern for sustainability (consumers are environmentally conscious
with respect to the issue of waste reduction, especially from first world
countries),

— social dimension (virtual communities are created on the online plat-
forms and marketplaces where consumers can interact and socialise),

— cost-saving dimension (for the price-conscious consumers looking for
the economic benefits of saving funds),

— variety-seeking dimension (consumers choose collaborative consump-
tion practices to access a wide range of products),

— fun (consumers can benefit from the hedonistic value, resulting from
searching for and finding unique items and receiving emotional rewards
from smart shopping and saving money).

Park and Armstrong (2017) add one more dimension to this list — convenience
explained as product availability, pricing model, specifically billing mecha-
nisms, as well as time and cost savings.

Without a doubt, the Internet has contributed to the development of large-
scale sharing. Many collaborative consumption practices are carried out by
bilateral online platforms and mobile communication technologies that build
trust and reduce the perceived risk (Jiang & Tian, 2016). Within these web
platforms and communication technologies, a decentralised many-to-many
model is being implemented. Belk (2014) argues that sharing makes great
practical and economic sense for the consumer, the environment, and the
community, as it demonstrates pro-social intentions and actions that connect
people with others. It may also make sense for companies that are flexible, in-
novative, and forward-thinking. Finally, it is worth adding that while many
companies (iTunes, Rhapsody, Pandora, and Spotify) have been successtul
in offering legal downloads or streaming of music, movies, and TV shows,
unfortunately, in practice, some movie and music downloads, as well as soft-
ware, e-books, and games are illegal (Belk, 2014).

Personalisation and customisation as a key trend in
consumer behaviour in the digital age

With the growing need for individualisation displayed by modern consum-
ers, entrepreneurs were forced to attempt the difficult task of reconciling
these expectations with the economics involved in the production of mass
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goods (higher costs of design, production, flexibility, logistics, warehousing,
etc.). This was also influenced by such factors as diversified demand, high
consumer awareness, short product life cycle, market maturity (Bardakei &
Whitelock, 2003) as well as new production and information technologies
(Pedzik et al., 2020). As previously emphasised, today’s consumers are very
demanding, critical, impatient, and individual. Bardakci and Whitelock
(2003, p. 468) even stress that “the fragmentation of demand has reached such
a peak that even the niches are too broad to satisfy the consumers”.

Personalisation, also called one-to-one marketing, individualisation, tai-
loring, derives from relationship marketing. The idea of personalisation is
“to offer the right products and services at the right time and in the right
place to the right customers” (Sunikka & Bragge, 2012, p. 10050). In this
situation, there is an exceptional segmentation where there is one segment in
which there can only be one buyer (Pedzik et al., 2020). The essence is the
satisfaction of each client who is treated as an individual (Tseng et al., 2010).
It is to meet customers’ individual needs and maximise customer-perceived
value (Du et al., 2006). Hart (1996) stresses that customised products and
services are offered to customers at the price of standardised mass-produced
alternatives, however, “customers are willing to pay more for products that
match their individual size, tastes, styles, needs and expression” (Du et al.,
2006, p. 396). It is worth adding that some researchers treat personalisa-
tion and customisation as synonyms, while others notice the differences. For
Tseng et al. (2010) personalisation of products operates at the level of an
individual customer, while customisation differentiates products for market
segments. They explain also that “in terms of design, personalisation differs
from customisation mainly in two respects: expanding product design space
and embracing intangible customer experience”. Contrary, Sunikka and
Bragge (2012, p. 10054) perceive customisation as “an activity controlled by
users, for example: configuring the content of a website”. Mass customisation
is a basic production paradigm that allows the production of highly variant
products and services at costs close to those of mass production. Tapscott and
Williams (2006) emphasise that it is possible that customers gain the ability to
customise products for specific applications, while companies can maintain
the economy of large-scale production.

Personalisation is about creating products and services tailored to individ-
ual consumers, in accordance with their needs and expectations. Piller (2004,
p. 315) argues that “customers are integrated into value creation by defining,
configuring, matching, or modifying an individual solution”. It should be
seen as an important element of product differentiation. This is to give the
customer a sense of uniqueness in the process of purchasing a co-designed
product. It may refer to three areas: style (consumers’ willingness to adapt
to trends, fashion, uniqueness), fit and comfort (sizing), and functionality
(product features, interface, and application) (Piller, 2004). However, person-
alisation is about more than just delivering a personalised product, service, or
marketing communication method. It provides consumers with personalised
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added value (Vesanen, 2007). In addition to creating products, personalisa-

tion is also a way of maintaining a dialogue between the producer and the

consumer, the aim of which is to strengthen commitment, which then con-

tributes to increasing the trust and loyalty of buyers. As a result of co-design,

an individual contact between the manufacturer and the client is created,

which gives the opportunity to build a lasting relationship (Piller, 2004).
Personalisation is a process consisting of four phases:

— 1identification of the customers’ potential,

— determining their needs and values for the company,

— interacting with customers to get to know them better,

— customising products, services, and communications to individual
customers.

When analysing personalisation, one can notice similarities with the concept
of design thinking. The key point at the stage of data collection is their proper
selection and then getting to know the consumers. In-depth understanding
of customers’ heterogeneous and independent preferences is essential to pre-
paring and delivering a personalised offer, and then operationalising the re-
sults and measuring the impact of personalisation (Sunikka & Bragge, 2012).
Enterprises can personalise their offers thanks to Big Data management and
adaptive personalisation systems. The approach to adaptive personalisation is
done automatically using algorithms, requires no proactive effort on the part
of the customer, observes customer behaviour, and adjusts the product over
time (Chung et al., 2016). Customer involvement in the product preparation
and production process includes three components. The first is to familiarise
the customer with the spectrum of the product offer, existing product attrib-
utes, and their options. The customers are then asked to prioritise the desired
attributes according to their individual requirements. The third component
concerns utility exploration to reflect the desirability of each attribute level
(Du et al., 2006).

Hu (2013) lists new concepts and technologies that enable mass customi-
sation, including product family architecture (developing a product portfolio
in which some functional modules are common, while others are delivered
in several variants), reconfigurable manufacturing systems (allows for quick
modification of production in response to sudden changes in the market), and
delaying differentiation (reduces costs as processes and assemblies are com-
mon up to the moment of product differentiation). This co-design process
is enabled by an open product architecture (the consumer can create their
personalised product from common and custom modules), personalisation
design (design and integration of new interfaces as well as visualisation tools
are needed), on-demand manufacturing systems (provide flexibility in pro-
duction), and responsive cyber-physical system involving user participation
in design, product simulation, manufacturing, supply, and assembly processes
that meet consumer needs and preferences (Hu, 2013, pp. 6-7).
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In conclusion, it should be stated that prosumption, personalisation, and
customisation all develop to a different extent depending on the industry.
The most susceptible to this trend is the IT industry in its broadest sense,
where buyers can create a product in accordance with their needs and prefer-
ences. Another good example is e-commerce, banking services, the tourism
industry, and real estate portals. The apparel industry is also developing in
this direction, enabling consumers to stand out through personalised prod-
ucts, expressing their values and beliefs. The food industry is an example
of an industry where prosumption is growing rather slowly. This is due to
the fact that food is produced in a uniform and standardised way, and then
purchased and consumed on a massive and permanent basis. Nevertheless, ac-
tivities involving buyers in the co-creation of products, marketing messages,
and methods of communication can be noticed here as well. One should not
forget that consumers are increasingly involved in the production of food at
home — they bake bread and cakes, make jams and vegetable preserves. This
is a clear economic and health-promoting trend.

Therefore, there is no doubt that prosumption, personalisation, and cus-
tomisation are trends that will be supported by producers. Contemporary
enterprises operate in a highly competitive environment in which acquir-
ing new and retaining existing customers require offering them goods and
services tailored to their needs and expectations. This makes it possible to
build close relations between producers and consumers, as well as consumer
satisfaction and loyalty, especially among young people. This trend will be
fostered by the further development of new information and communication
technologies.
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3 Technological innovations
and consumer behaviour

Tomasz Grzegorczyk

Introduction

Innovations are particularly important for obtaining and sustaining a com-
petitive advantage (Teece, 1998). Disruptive technology products generate
discontinuous innovation change (Hopp et al., 2018), and dynamically influ-
ence the established technology, markets, as well as consumers (Kamolsook
et al., 2019). Research confirms that technology’s impact on consumer be-
haviour is increasing (Hoyer et al., 2020).

It is crucial for the high-tech companies’ success to create products that
meet the ever-increasing expectations of consumers and are accepted by
them (Im & Workman, 2004; Kline & Rosenberg, 1986; Viardot, 2004).
This is a demanding challenge, as technologically advanced products tend
to evoke conflicting feelings (Mick & Fournier, 1998) because they of-
ten are characterized by especially positive (e.g. relative advantage) and
negative features (e.g. multidimensional risk), which are the foundation
of ambivalent attitudes. Frank et al. (2021) underline that for companies
to convince consumers to adopt these technologically advanced products,
they need to obtain marketing knowledge concerning the determinants
of their adoption.

At the centre of the next phase of the digital revolution, there are three
technology clusters: Internet of Things (IoT), Artificial Intelligence (Al e.g.
chatbots/robots), and Augmented Reality (AR) which can be intertwined
in a single product (Hoyer et al., 2020; Kumar et al., 2021). The changes
brought by these technologies are manifold and broad: they will impact com-
panies, societies, and governments on many levels. They also evoke the most
conflicting consumer attitudes and have the greatest potential to influence
the customer experience. Moreover, due to the COVID-19 pandemic, con-
sumers have become increasingly dependent on new technologies such as AR
(Bartosik-Purgat et al., 2021). Consequently, lately, they concern researchers
the most. This chapter aims to identify the key factors which determine the
consumer acceptance of those technologies. The research method used is a
scoping literature review.
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Technology acceptance models and factors

Theories like the theory of reasoned action (TR A; Fishbein & Ajzen, 1975)
and its successor — the theory of planned behaviour (TPB; Ajzen, 1991) use
models to explain and predict user behaviour with only a few variables. Davis
(1989), inspired by those theories, created the Technology Acceptance Model
(TAM) aimed at explaining and predicting the acceptance (understood as the
intention to use) of information systems (IS) in an organizational setting. In
2003 its successor was introduced — the Unified Theory of Acceptance and
Use of Technology (UTAUT, Venkatesh et al., 2003). Those models were
used in countless studies aimed at explaining consumer acceptance of vari-
ous technological innovations. In 2012 Venkatesh et al. adapted UTAUT to
consumer use creating UTAUT2. According to UTAUT2, technology ac-
ceptance is determined by performance expectancy, effort expectancy, social
influence, facilitating conditions, hedonic motivation, price value and habit,
and is moderated by age, gender, and experience. However, lately, many
studies do not directly use TAM and its successors to study the acceptance
of a particular technology, but they rather combine them with other theories
and variables (both product- and consumer-oriented).

There are similarities between the concept of user acceptance and perceived
consumer value. One of the main ideas behind the latter is that perceived value
consists of both positive and negative elements (benefits and costs) (Zeithaml,
1988). In their choices consumers aim to gain more benefits than sacrifices
made (Sheth et al., 1991). Among offered possibilities, they choose those for
which they expect to obtain the highest value (benefits minus costs) (Sheth
etal., 1991). These costs play a critical role when it comes to products and ser-
vices novel to consumers (Babin & Harris, 2017), especially if they are based
on new, disruptive technology (Frank et al., 2021). Consequently, many au-
thors decide to study the factors negatively influencing user acceptance. To
this aim, they often make use of the concept of perceived risk which is “the
expectation of losses associated with the purchase and acts as an inhibitor to
purchase behaviour” (Peter & Ryan, 1976, as cited in Featherman & Pavlou,
2003, p. 454). Kline and Rosenberg (1986) state that the more innovative
the product is and the more significant changes it introduces, the greater the
uncertainty associated with it.

Various facets of perceived risk are distinguished in literature: psychosocial
risk (harm to identity or self-esteem), financial risk, time risk (loss of time
because of late delivery, for example), social risk, physical risk, privacy loss
risk, and product/service risk (when the expectations about the product or
service are not met) (Grzegorczyk, 2020b). Research findings of acceptance
models of various technological innovations showed that those dimensions
of perceived risk have a negative effect on consumer acceptance (e.g. Yang
et al., 2016).

A common point between UTAUT2 and the theory of perceived value
is that many of the factors from UTAUT?2 bear significant similarity to the
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four elements of value in accordance with the PERVAL model (Grzegorczyk,
2019). According to PERVAL consumer value consists of quality, emotional,
social, and monetary (price) value (Sweeney & Soutar, 2001). Others include
utilitarian, hedonic, and symbolic components (Babin & Harris, 2017; Sheth
et al., 1991; Smith & Colgate, 2007). All in all, consumer value is often
regarded as the main determinant of consumer intentions and behaviours
(Babin & Harris, 2017; Frank et al., 2021).

Consumers and Artificial Intelligence

Al has the capability to perform tasks by intelligent, human-like behaviour
(Du & Xie, 2021). This technology is regarded as crucial in terms of future
success in the consumer market (Ameen et al., 2021). Al technology is em-
bedded into tangible products and services. Among the former are autono-
mous vehicles (AVs), social robots, robotic lawnmowers, and vacuum cleaners
(Ryjsdijk et al., 2007), while among the latter — chatbots and digital assistants
(Rese et al., 2020).

Among those, AVs draw the most attention of both consumers and re-
searchers (e.g. Choi & Ji, 2015; Kaur & Rampersad, 2018). AVs are vehicles
that can drive without the aid of a human operator (Kaur & Rampersad,
2018). Currently, vehicles are only partly autonomous, capable of, for in-
stance, autonomous parking, but their level of autonomy increases. In the fu-
ture, they will reach full autonomy, which allows for unsupervised steering.
AVs surpass traditional cars in various ways. First, AVs may increase safety
due to the elimination of human error (Fagnant & Kockelman, 2015). Sec-
ond, thanks to superior route planning and better efficiency, AVs will reduce
road congestion, fuel emission, and economy (Fagnant & Kockelman, 2015).
Third, AVs allow consumers to save time and to engage in non-driving activ-
ities during their travel (Clark & Feng, 2017). Fourth, AVs enable travelling
for people who are unable to drive on their own. However, the introduction
of AVs is linked with multiple challenges, e.g. safety hazards, the question of
legal liability for road accidents, ethical and regulatory issues, which result in
consumers’ fear of this tech (Penmetsa et al., 2019). AVs also are a challenge
to the traditional role of drivers and driving pleasure. Even though the ben-
efits of AVs seem to significantly outweigh the risks associated with them,
consumer acceptance of this technology is still uncertain. While many stud-
ies concerning attitudes towards AVs were conducted, the results are mixed.
Some found that the positive attitude prevails (e.g. Penmetsa et al., 2019),
while others show the contrary (e.g. Hryniewicz & Grzegorczyk, 2020;
Konig & Neumayr, 2017).

Many researchers focus on how demographic factors influence AVs’ con-
sumer acceptance. For example, younger male drivers have a more posi-
tive attitude towards AVs and were more likely to buy one (Bansal et al.,
2016; Hohenberger et al., 2017). Furthermore, factors such as higher income
(Bansal et al., 2016) and living in an urban area (Shabanpour et al., 2018)
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positively affect consumers’ attitudes towards AVs. A meta-analysis of studies
that are not based on behaviour theories found that the acceptance of AVs
was determined by AVs’ safety, performance-to-price value, mobility, travel
time, symbolic value, as well as environmental friendliness (Jing et al., 2020).
Other analysis established the significance of legal liability and regulation
issues of AVs (Liu et al., 2019).

In accordance with a meta-analysis of AV acceptance studies (Jing et al.,
2020), the most often cited behaviour theories were (respectively): TAM, TPB,
UTAUT, Diftusion of Innovation Model (Rogers, 1983), TR A. The most of-
ten cited factors were (respectively): perceived ease of use, perceived useful-
ness, trust, attitude, social norm, perceived risk, and compatibility (Jing et al.,
2020). As the number of studies increases, researchers concentrate on more
detailed situations, technologies, and respondents, e.g. ridesharing (Gurumur-
thy & Kockelman, 2020) or autonomous delivery vehicles (Kapser & Abdelrah-
man, 2020). Some researchers combine different theories and perspectives. For
example, Hryniewicz and Grzegorczyk (2021), combine TAM with the dual
perspective model of agency and communion in the communication strategy
context. They show that consumers prefer to know both whether AVs are com-
munal (safe) and agentic (useful effective), but they are more prone to accept a
communal AV than an agentic one (Hryniewicz & Grzegorczyk, 2021).

When it comes to Al services, chatbots bring the most attention to con-
sumers and researchers. They are designed to conduct conversations with
consumers through text (traditional chatbots) or audio (voicebots) (Hoyer
et al., 2020). Their aim is to simulate human conversation, sometimes in
the customer service context. Chatbots also work as personal assistants (e.g.
Apple’s Sirt and Amazon’s Alexa), supporting consumers in daily tasks such as
seeking information or making orders via the Internet. Ashfaq et al. (2020)
found that information and service quality positively influence consumers’
satisfaction, and that perceived enjoyment, perceived usefulness, and per-
ceived ease of use are significant predictors of chatbot acceptance. However,
privacy issues and the immaturity of technology negatively influence con-
sumer acceptance (Rese et al., 2020). Moreover, anthropomorphic chatbots
may satisfy the need for human interaction (Sheehan et al., 2020) and the au-
thenticity of conversation plays a role in their acceptance (Rese et al., 2020).
While Ciechanowski et al. (2019) confirmed that consumers are eager to
interact with chatbots, they also found that users experienced the uncanny
valley effect in human-like chatbots. This effect manifests as a feeling of
strong discomfort experienced in contact with artificial objects which can
hardly be distinguished from humans.

Research on both (partly) AVs and chatbots shows the biggest issues for
the adoption of Al products and services. The lack of control over Al and
safety concerns requires a very high level of trust towards Al products or
their manufacturer (Choi & Ji, 2015; Hengsler et al., 2016). Furthermore,
designing the appropriate level of anthropomorphism of Al is also a challenge
for companies.
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Consumers and the Internet of Things

IoT technology helps to create a “smart world” where communication be-
tween various devices and people is ubiquitous (Lu et al., 2018). In 2025, the
number of IoT devices is predicted to reach 75 billion (Oshana & Kraeling,
2019). IoT makes use of technological development of communication tech-
nology, sensing devices, Al (especially machine learning), and big data pro-
cessing techniques (Atzori et al., 2014).

Van Deursen and Mossberger (2018) consider IoT as

systems that (1) contain ubiquitous “everyday” objects that are accessible
through the Internet and equipped with sensing, storing, and processing
capabilities that allow these objects to understand their environments;
(2) contain identifying and networking capabilities that allow them to
communicate information about themselves; (3) involve object-object,
object-person, and person-person communication; and (4) make auton-
omous decisions.

Touzani et al. (2018) state that there are four types of IoT devices: (1) de-
vices that follow simple orders (e.g. connected coffeemakers); (2) objects that
provide access to information (e.g. applications with QR codes); (3) objects
that collect and analyse data and provide consumers with reports (e.g. smart-
watches), and which can even set them challenges (e.g. connected forks); and
(4) objects that can act autonomously (e.g. intelligent cars).

‘What is important from the consumer’s point of view is that the commu-
nication between the user and IoT devices (as well as between [oT devices) is
easy and effective (Kumar et al., 2021). Consequently, IoT devices can dis-
creetly “embed themselves into the lives of users, automate routine activities,
and improve functionality by reducing the need for human intervention”
(Kumar et al., 2021, p. 867). Mani and Chouk (2019) describe a smart ther-
mostat that, with time, can learn the habits of users and adjust the tempera-
ture by itself.

Researchers usually focus on specific IoT appliances. The most often re-
searched are wearable and smart home devices. The former includes smart-
watches, smart glasses, activity trackers (e.g. bracelets), smart clothing, or
jewellery (e.g. smart rings). Smart thermostats, smart door locks, or voice as-
sistants are examples of the latter. In a systematic literature review, Marikyan
et al. (2019) gathered smart home user-perceived benefits and barriers. The
main barriers are technological (security, usability, privacy intrusion, relia-
bility, complexity), financial, ethical, and legal (price, costs, fear of misuse of
private data, lack of legal conduct) and psychological nature (human barrier,
resistance to innovation, lack of prior knowledge). The main perceived ben-
efits are health-related (comfort, users’ safety, reduction of medical errors),
environmental (reduction of energy usage), financial (cheaper costs of virtual
communication), and psychological (entertainment) (Marikyan et al., 2019).
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According to a systematic literature review of wearable devices adoption
(Ferreira et al., 2021) perceived utility and visibility are important factors
driving adoption intent, suggesting that smartwatches represent a kind of
“fashionology” (i.e., fashion and technology). Other factors are expected
benefits, including utility, ease of use, and image. Moreover, device portabil-
ity and resilience are essential for prolonged use. Consumer acceptance bar-
riers of wearable devices include concerns linked to the privacy of collected
data, sensor durability, and cost/benefit ratio of wearing devices (Ferreira
et al., 2021).

Similarly, in a systematic literature review, Lu et al. (2018) show that one
of the key drivers of consumer resistance to loT is privacy concerns. Privacy
in the marketing context is understood as the consumer’s ability to control
their personal information (Mani & Chouk, 2019). Firms gather vast datasets
regarding consumer behaviour on the Internet. loT not only allows to gather
more data and of detailed and sensitive nature, but also IoT devices and ser-
vices rely on this data to perform better. “Without data, IoT does not exist”
(Weinberg et al., 2015).

Privacy paradox is a phenomenon according to which consumers are gen-
erally concerned over the loss of privacy, but they fail to keep their data
safe (Bandara et al., 2020). While some studies negate the existence of the
privacy paradox, others show the opposite (Aleisa et al., 2020). According to
Weinberg et al. (2015), consumers compare the conveniences offered by IoT
and the losses in privacy (privacy calculus). The privacy calculus has already
been researched in the context of mobile devices (Barth et al., 2019; Keith
et al., 2013) and location-based services (Sun et al., 2015). Touzani et al.
(2018) found that consumers are sceptic towards the “good intentions” of [oT
providers in terms of privacy and surveillance. Moreover, Kim et al. (2019)
found that while the perceived benefit is positively related to willingness to
provide private information, perceived privacy risk does not influence such
willingness in the context of healthcare IoT services, smart transport, and
smart home services.

Consumers and Augmented Reality

AR applications are usually installed on mobile (e.g. smartphones) or wear-
able (e.g. AR glasses) devices (Rauschnabel et al., 2018). AR allows super-
imposing digital content in a real-world environment (Flavian et al., 2019).
For example, AR enables virtually trying on clothes or glasses, bringing
stores and products to consumers’ houses. Two AR characteristics (envi-
ronmental embedding and simulated physical control) can decrease con-
sumers’ cognitive load, enhance their cognitive fluency, and consequently
improve their product attitude (Fan et al., 2020). AR applications create
more interactive, vivid, and richer experiences for consumers (Hilken et al.,
2017) and improve consumer flow experience (Javornik et al., 2016). Other
popular applications of AR are games (e.g. Pokemon Go) which thanks to
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this technology become more playful (Li & Fang, 2020). Consumers also
find AR especially useful in the areas of education, medicine, and tourism
(Grzegorczyk et al., 2019).

In a future-oriented study, Rauschnabel (2021) investigates consumer
acceptance of holographic AR substitutes for real products. For example,
instead of buying a TV one would buy a cheap application in app store.
The findings demonstrate mixed acceptance rates: high for some prod-
uct categories (e.g. post-it notes, navigation technology) and low for other
ones (e.g. pets, memorabilia). Rauschnabel (2021) also identified product
and consumer characteristics (e.g. utilitarian benefits, digitalized products,
familiarity with AR) as drivers of consumer acceptance of AR’s substi-
tution function. If this vision comes true, AR might have an even more
remarkable impact on businesses, companies, and societies than previously
predicted.

‘While many studies found that the utilitarian value of AR was the most
important determinant of AR acceptance in e-commerce (e.g. Hilken et al.,
2017; Rese et al., 2017; Yim et al., 2017), Bonnin (2020) presented surpris-
ingly different findings: AR’s usefulness was of little significance. Similarly,
Javornik (2016) claims that consumers’ experience with AR is more hedonic
(affective) than utilitarian (cognitive). Hedonic motivation and similar factors
(e.g. enjoyment) have been shown to impact AR’s acceptance in e-commerce
(e.g. Hilken et al., 2017; Yim et al., 2017). However, Rese et al. (2017) found
the relative importance of hedonic (enjoyment, pleasure, fun) and utilitarian
(information) aspects varies for different kinds of AR apps. Hedonic factors
may also play the biggest role during the first contact with this technology —
which is crucial, as most consumers still have not yet used AR (Javornik,
2016). Moreover, consumers also value AR’s ease of use (Huang & Liao, 2015;
Rese et al., 2017) and novelty (Grzegorczyk et al., 2019).

There are some factors hampering the rate of AR adoption. These are
higher demand for computing power and lack of usefulness in some applica-
tion areas (Grzegorczyk et al., 2019). While AR is a tool aimed at reducing
the risk of unwanted online purchase by allowing to get a better sense of
product features (Kim & Forsythe, 2008), Bonnin (2020) showed that the risk
of buying an unsatistactory product decreases the attractiveness of AR store
and its patronage intention. Playing AR games may also be connected with
physical risk (Rauschnabel et al., 2017). Moreover, AR’s use requires access
to the device’s camera which raises the question of data safety. Similarly to
other IoT devices, consumers are also concerned about marketers collecting
and using private data (Dacko, 2017).

The future of consumer and new technologies

“Prediction is very difficult, especially about the future” is a famous ci-
tation attributed to Niels Bohr. However, we still may be sure of further
technological progress, especially in terms of Al, IoT, and AR. While each
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of those technologies has a different tempo and scope of development, they
are probably headed in the same direction. The technological advancement
will encompass miniaturization of devices, the refinement of governing al-
gorithms, and the merging of those technologies. While Al, IoT, and AR
already share many commonalities, Al algorithms will probably be embed-
ded into every IoT and AR device, and almost all AT and AR devices will
become a part of IoT.

These technologies will become ubiquitous, more unobtrusive, almost in-
visible, and seamlessly merged into our lives. For example, we will use Al
voicebots to browse the Internet, control smartphone applications and other
IoT devices. It will be also more and more difficult for consumers to avoid
using those technologies as they become a part of our surroundings. Inter-
estingly, while those technologies seem to be a natural habitat for generation
Y and Z consumers, technological progress might paradoxically “restore”
them for elder generations. The benefits oftered by those technologies might
become too difficult to ignore and the common barrier of difficulty of use
will become non-existent.

When it comes to particular products, AVs will reach the next levels of
autonomy, finally reaching full autonomy (level 5) allowing for unsuper-
vised driving in all conditions. While some predict it might happen by 2030
(Skeete, 2018), it will probably happen later. This will change the pattern of
consumption we are used to in the automotive industry. Consumers will not
buy cars widely; due to costs, autonomous cars will be rented on sharing plat-
forms for particular trips and journeys (Skeete, 2018). However, a significant
challenge might constitute ethical and safety concerns (Haenlein & Kaplan,
2019). Consumers might be unwilling to trust the safety of unsupervised ve-
hicles, although that might be a problem only at the early stages of diffusion.
Some might also be discouraged by moral dilemmas: how should the car act
in the face of an imminent accident, if it can “choose” who should suffer the
most — the driver or the pedestrian? Does the number of victims matter? The
Moral Machine experiment shows that people have varied opinions on this
matter (Awad et al., 2018).

It seems that also the diffusion of the IoT is inevitable. Not only the
amount of data gathered will rise, but also their type and quality (e.g. de-
tailed health data). Data becomes increasingly valuable for companies, as it
brings new light on consumer nature and preferences. While according to
consumer declarations privacy is a crucial issue, actual consumer behaviour
shows the opposite (Aleisa et al., 2020). Although the level of privacy invasion
will increase with additional devices we will be surrounded by, so will the
benefits of [oT. Consequently, consumer privacy trade-oft calculation should
not change significantly. For example, while AR will be at the forefront of
potential privacy invasion due to the cameras it requires to function, the pos-
sibilities of “holografication” of our reality might seem to be too enticing for
consumers. However, the lack of certain features, such as haptic experiences,
may hamper its diffusion.
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Practical implications

The market uncertainty of the high technology consumer sector is man-
ifested as uncertainty about the product’s value for the consumer, as well
as the consumer’s future needs. To meet these challenges, in line with the
marketing orientation of the company, companies should study the determi-
nants of consumers’ decisions and cooperate with consumers from the early
stages of developing an innovative product (Grzegorczyk, 2020a; Mohr et al.,
2010). They should focus not only on the current needs of consumers but
also on their future ones. However, consumers may have a hard time ver-
balizing those. They may also underestimate their need for innovative prod-
ucts (Rauschnabel, 2021). Consequently, companies willing to take over the
markets of the future should not be afraid to strive for even more disruptive
innovations which Al, IoT, and AR bring along. For example, “consumer
value grows with higher Al product autonomy” (Frank et al., 2021, p. 12).

Managers should not hold back from entering the market with those novel
technologies. Although their full potential is very far from being achieved,
they already offer various benefits and consumers are willing to overlook
minor flaws in the case of emerging technologies (Scholz & Dutffy, 2018).
Novelty and wow-effect should play an important role in the marketing of
Al, AR, and IoT.

Researchers are increasingly focused on the hedonic and symbolic value
of new technologies (Frank et al., 2021). Therefore, firms should highlight
such features in product design, advertising, and selling activities. This is
also valid for products previously not associated with entertainment, such as
autonomous cars. The more autonomous cars become, the more leisure op-
portunities they should offer (e.g. multimedia tablets or comfortable sleeping
seats) (Frank et al., 2021).

Findings are mixed whether companies should focus more on maximizing
products’ benefits or minimizing consumer sacrifices. Some authors claim
that companies should focus more on the elimination of risks perceived by
consumers (e.g. Ameen et al., 2021). Convenience and usefulness might not
compensate for the loss of privacy or lack of human interaction. Furthermore,
firms should aim for strengthening their brand reputation by implementing
consumer data protection policies. This could be supported by promotional
and educational campaigns.

Conclusions

There already is substantial research on acceptance determinants of emerging
technologies which is confirmed by analysed empirical consumer studies and
systematic literature reviews. As this analysis has shown, Al, IoT, and AR
have the potential to disrupt existing markets and drastically change con-
sumer habits. Most studies dwelling into the factors influencing consumer
adoption of those novel technologies are based on TAM and UTAUT2
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or — less often — on perceived value theory. However, those acceptance mod-
els are commonly modified and extended with additional (both positive and
negative) factors.

Some factors play a significant role in all those technologies. For example,
usefulness and perceived enjoyment (or utilitarian and emotional/hedonic
value) are commonly found to influence acceptance. However, which of
those seems to be pivotal depends on a particular implementation of tech-
nology (e.g. type of application; Rese et al., 2020). Similarly, consumers are
concerned about safety when using certain Al, AR, and IoT products and
services (e.g. AVs, AR games), but not in others. Furthermore, all those tech-
nologies may invade consumer privacy (especially IoT and AR). However,
researchers have difficulty measuring the true impact of this threat, as con-
sumer declarations seem to differ from their actions. This may be the result of
the privacy calculus — consumer sacrifices are neglected due to significantly
more important benefits. Some factors are more technology-specific. For ex-
ample, Al products and services are prone to function independently from the
user which may result in the fear of loss of autonomy.

There is no consensus if companies should focus on increasing the general
benefit of their products or diminishing consumer sacrifices. Nevertheless,
increasing trust towards the innovating company, their products and technol-
ogy might help both.

The leading limitation of the literature review resides in its method be-
cause it does not have a systematic character. Because of the broad thematical
scope of this chapter, it has a narrative character. Therefore, some studies have
been overlooked and no quantitative analysis has been performed. This may
result in the limited generalizability of the findings.

There is a plethora of possible future research directions. One of those
might be introducing more experimental studies, focusing on actual con-
sumer behaviour instead of depending on declarations. Researchers might
also dwell on the emotional responses of consumers. Another research avenue
might be focusing on different consumer segments (e.g. dependent on age or
psychological variables) and comparing their attitudes towards technological
innovations. Another important research direction is the study of the impact
of cultural differences on technology acceptance. Those might differ signif-
icantly and most of the literature on technology acceptance concentrates on
the Western population (Aleisa et al., 2020). Furthermore, consumer atti-
tudes and their determinants will change along with technological develop-
ment and the market offer. Consequently, researchers should follow those.
The merging of Al, 10T, and AR technology should encourage researchers to
broaden the scope of their studies.

Companies should not wait for those technologies to mature — Al, IoT, and
AR already are attractive to consumers in multiple industries. Implementing
those technologies into both existing and new products and services not only
will increase consumer value but also improve the company’s image.
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However, it is crucial for companies to carefully manage the integration
of those technologies with existing solutions to provide a seamless consumer
experience. While chatbots are often used in customer service, they still have
limited capabilities in resolving complex consumer issues or queries. Algo-
rithms should be trained to recognize such cases and swiftly hand the conver-
sation over to a human agent (Hoyer et al., 2020).

In order to reduce consumers’ concerns companies should increase their
trust, both towards the emerging technology and the company. It can be
achieved by public transparency, data protection policy, gradual introduc-
tion of the technology, as well as proactive communication connected with
benefit-oriented information.
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4 E-commerce in light
of digital technology
development

A consumer perspective

Malgorzata Bartosik-Purgat and Barbara Jankowska

Introduction

The global development of information and communication technologies
continues to contribute to changes in the functioning of societies around
the world (Abumalloh et al., 2020; Zhu et al., 2020). The Internet offers
people more and more opportunities to refine and accelerate all kinds of
processes that take place in their daily lives. In the past, the commercial
sector was characterised by, among others, direct contact between the seller
and the buyer at the place where the transaction took place (e.g. in a store
or at a market) (Ignat & Chankov, 2020; Ramirez-Correa et al., 2019). In
the 1990s, entities from the commercial sector began to use the Internet for
their activities. At that time, the first online platforms emerged (e.g. Amazon
in the United States — 1994; e-bay in the United States — 1995; Rakuten in
Japan — 1997; Allegro in Poland — 1999; Mercado Libre in Argentina — 1999;
JD.com in China — 1998; Alibaba Group in China — 1999), which offered the
possibility of ordering and buying goods in the form of adding products of
various brands and categories to a virtual basket. This is how electronic com-
merce (e-commerce) was born. As a result of this situation, many individual
producers began offering their products for online sale. The development
of e-commerce became especially popular among individual Internet users
(on Business-to-Consumer — B2C and Consumer-to- Consumer — C2C markets),
but with time it also began to be used in Business-to-Business — B2B markets
(Abumalloh et al., 2020; Peltier et al., 2020). E-commerce platforms offer not
only selling possibilities, but also communication between companies and
consumers (Sullivan & Kim, 2018).

A permanent increase in e-commerce can now be observed (Nogueira
et al., 2021; Tokar et al., 2021), and since the COVID-19 pandemic broke out
and national lockdowns have become a reality, the number of e-consumers
shopping online has grown even faster than before (Tokar et al., 2021; Tran,
2021) and has become an integral part of lives of a majority of individual
consumers (Zhu et al., 2020), in both developed and emerging economies
(Akhlag & Ahmed, 2016). People started buying products online that they
would never have bought online before (Tran, 2021). In their newest report
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entitled 60 percent of the world population is now online, Kemp (2021) indicates that
92.2.% of Internet users aged 16—64 visited an online retail site or store, 78.6%
purchased products online, and 40.1% sold products online. High percent-
ages of consumers who had bought something online in the previous month
were to be found in Asia, e.g.: Indonesia (88.1%), the Philippines (86.2%),
Malaysia (85.7%), South Korea (84.1%), Singapore (82.5%), China (79%); Eu-
ropean countries, e.g. United Kingdom (86.9%), Ireland (84.9%), Germany
(84.9%), Italy (82.9%), Poland (82.9%), Austria (82.6%), Spain (81%), France
(79.4%), Switzerland (79.2%); and the United States (81.4%). Nogueira et al.
(2021) indicate that about 44.5% of the world’s population purchased goods in
e-commerce in 2020. The value of the e-commerce B2C market in 2020 has
been valued at about US$ 2.44 trillion (Nogueira et al., 2021).

These high of e-commerce all over the world are caused by a number of
factors, including increasing access to the Internet, the variety of offers avail-
able online (Abumalloh et al., 2020; Mangiaracina et al., 2015), the improve-
ment of IT tools that allow for the efficient execution of transactions, the
changing needs of buyers, a reduced amount of time buyers have for offline
shopping, and limitations and concerns related to the COVID-19 pandemic,
including lockdowns (Kissler et al., 2020; Tran, 2021). This, in turn, forced
the creation and development of more and more modern, convenient, and
safe forms of payment, fast methods of delivery, and the extension of con-
sumer rights (Ignat & Chankov, 2020; Kolotylo-Kulkarni et al., 2021; Sul-
livan & Kim, 2018; Tokar et al., 2021). Indeed, consumer protection is one
of the most important aspects of many online retailers nowadays (Bartosik-
Purgat & Jankowska, 2020), but many customers still have doubts concerning
information privacy and the use of their data shared during e-commerce
transactions (Belwal et al., 2021; Zhu et al., 2020). That is why many pro-
ducers explain fair practices and ensure confidentiality in the use of consumer
data on their e-commerce platforms (Belwal et al., 2021).

The wide range of aspects related to e-commerce, as well as observations
concerning the behaviour of both e-consumers and producers selling their
products online, has contributed to the emergence of many, important re-
search questions and we attempt to study the following in this chapter:

RQ1: Why do people decide to buy/sell online? Where do they look for
information about online offers?

RQ2: Who are online consumers in terms of age and gender?

RQ3: What kind of products do consumers buy online?

RQ4: What kind of devices do consumers use for online shopping?

RQ5: What kind of payment and delivery do consumers choose in online
shopping?

Based on the above RQs, the main objective of this chapter is to identify
e-consumer behaviour in light of the development of digital technologies and
solutions in e-commerce.
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To achieve the main goal, we applied the SALSA method (Search, Appraisal,
Synthesis, and Analysis) as the main research method (Grant & Booth, 2009).
To conduct a literature analysis of published sources, the Emerald and Else-
vier databases were used, and the time scope of the papers was 2015-2021, the
period during which the highest level of growth in e-commerce and digital
technologies has been observed (Nogueira et al., 2021; Tokar et al., 2021).
The keywords used in the searching phase included: “e-commerce”, “digital
technologies”, “consumer behaviour”, “gender”, and “age”. In the appraisal
phase, it became clear that the thematic scope presented in the selected papers
was not enough to answer all research questions. As a result, we applied a
snowball sampling method in the next step (Chromy, 2008), through which
we reached additional papers (both scientific and popular science) and reports
related to our research questions. These were evaluated based on inclusion
and exclusion criteria associated with our overall research aims in order to
obtain the final papers for analysis. In the two last stages of the SALSA proce-
dure (Synthesis and Analysis), we concentrated on analysing and synthesising
the chosen papers, concluding, and summing up the main findings (Grant &
Booth, 2009).

‘Whilst the scientific literature provides interesting research results concern-
ing e-commerce facilitators (e.g. Abumalloh et al., 2020; Bartosik-Purgat &
Jankowska, 2020), the main contribution of this current chapter remains the
complex description of trends related to digital technology development and
consumer behaviour in e-commerce, especially in light of the COVID-19
pandemic (Kissler et al., 2020; Nogueira et al., 2021). The conducted analysis
and its results have a number of business implications which can be used in
e-commerce strategy creation (the main practical implications are presented
at the end of this chapter). The chapter is structured as follows: First, the
results of the literature review related to specific RQs are presented, after
which conclusions are forwarded, including business implications and predic-
tions for the future of e-commerce.

Literature review

The models and determinants of online shopping

The most recognised and most frequently used models of e-commerce are
B2C and C2C. With the e-B2C model, a company decides to sell products
or services to final consumers via online platforms (Wang et al., 2020). This
is one of the most popular forms of e-commerce, and its advantages for com-
panies include, among others, low start-up costs, a much shorter decision-
making process on the part of the customer, and the ease of entering foreign
markets and thus searching for customers globally. However, from a consumer
perspective, the wide range of products, convenience, time for comparisons
of products and services, and usually lower prices are underlined (Abumalloh
et al., 2020; Akhlag & Ahmed, 2016; Mangiaracina et al., 2015; Nogueira
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et al., 2021). The disadvantages of this model for companies may include the
difficulty to acquire loyal customers, which translates into the need to in-
crease spending on online marketing. In addition, as it is the most popular
e-business model today, there is a problem of significant price competition,
which is often referred to as “price wars”, which only highlights the scale of
the problem. In the B2C model, the quality of customer service is also im-
portant due to the fact that e-commerce consumers are becoming ever more
demanding (Nogueira et al., 2021; Sullivan & Kim, 2018). Individual custom-
ers have high expectations regarding the quality of service, and each of them
should be approached in a personalised manner (Jain & Sundstrom, 2021).

Consumers decide to buy products online for many reasons. The most com-
monly chosen motives indicated by Wang et al. (2020) are convenience, qual-
ity concern, and price. These elements are also emphasised by Mangiaracina
et al. (2015), but these authors also add the possibility of the best delivery
and payment system choice and the high level of service that online retailers
provide. Based on the factors valued by online shoppers, Nguyen et al. (2019)
identified three groups of e-consumers. First, there are consumers oriented
towards price (e.g. price of products and delivery), second, there are those
oriented towards convenience (speed of delivery, flexibility), and third, those
oriented to value and money (both aspects associated with convenience and
price) (Nguyen et al., 2019). Tokar et al. (2021) state that by doing more of
their activities each day via online platforms (e.g. education, work, banking),
people have become accustomed to online shopping and have accepted online
realities. Nevertheless, the authors underline that probably the most influential
stimulus for buying goods online the convenience —1.e. products are delivered
directly to homes or other convenient pickup locations. Kemp (2021) pre-
sents the percentages of global Internet users (16—64 years old) who indicated
the determinants influencing an increase in their online shopping. 52.6% of
respondents answered that it would be free delivery, 40.3% coupons and dis-
counts, 33.8% reviews from other customers, 32.6% easy return policy, 29.6%
quick and easy online checkout processes, 28.2% next day delivery, 26.8%
loyalty points, 22% lots of “Likes” or good comments on social media, 20.2%
information that producer is eco-friendly, 18.9% ability to spread payments
over time without interest, 18.2% ability to pay cash on delivery, 15.3% exclu-
sive content or services, 14.9% “guest” check out, 14.5% live-chat to speak to
the company, and 12.4% a “buy” button on social media (Kemp, 2021).

The development of new online tools and applications, as well as the skills
of individual users, have led to rapid growth in the C2C market, in which
there is a direct relationship between consumers, including the sale, purchase,
and exchange of goods or services on auction portals or barter platforms, e.g.
on the Vinted app or social media services such as Facebook (Saarjjirvi et al.,
2018). The advantages of using the C2C model include the chance to reach a
huge group of recipients due to the high popularity of auction sites and social
platforms, as well as the relatively low cost of selling, compared to B2B or
B2C models (Saaryjarvi et al., 2018). The main disadvantage of this model
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is the lack of control over the sales process, as there are often problems with
non-receipt of payments or lost parcels.

The development of C2C platforms in recent years (Saarjirvi et al., 2018)
has in part been driven by environmental issues (Awwad et al., 2018; Guo
et al., 2019; Nogueira et al., 2021; Yrjoli et al., 2017). In contrast to consum-
ers who continue to buy new products, platforms such as Vinted — where
people sell products they no longer use (e.g. clothes, shoes, toys, accessories,
etc.) — allow consumers to give products “a second life” and contribute to
the protection of the environment (Yrjold et al., 2017). But, it should be also
underlined that the high growth of online retail of any sort contributes to
“packaging and waste, traffic and emissions, and energy and resource con-
sumption” (Tokar et al., 2021, p. 323).

There are many sources where people look for information about pro-
ducers, their offers, and services, and in the digital era people also now use
online tools to gather such information. There has been a growth observed
in the importance of informal channels and sources. Online shoppers try to
find out more about a particular offer not only directly from the producer’s
website, but also from other clients. That is why e-Word-of-Mouth (e-WoM)
and social commerce (SC) are becoming more and more important in gather-
ing information about sellers and products available online (Bartosik-Purgat,
2018b; Grange et al., 2020; Kim & Kim, 2018; Mou & Benyoucef, 2021;
Saarjjirvi et al., 2018). People ask other Internet users about their opinions
and experiences of particular brands or producers and use a diverse range
of Internet forums, blogs, or social media platforms. The findings of some
research showed that consumers trust more such opinions than producers
and marketers (Fu et al., 2018). Sullivan and Kim (2018) also indicate that
the trust and credibility of online sellers may guarantee repurchase. Social
platforms are used not only for searching and sharing information but also,
as mentioned above, as platforms for offering/selling goods (new or already
used) (Grange et al., 2020; Kim & Kim, 2018). Social media may also be em-
ployed by so-called influencers who sometimes work on behalf of particular
producers. Sometimes, influencers underline that the content they present is
not sponsored. Findings of the research conducted by Stubb and Colliander
(2019) indicate that such posts are perceived by consumers as more credible,
and generate higher source and message credibility. In related research, Abu-
malloh et al. (2020) underline the importance of recommender agents while
online shopping among female Arab consumers.

Personal characteristics of online consumers
in terms of age and gender

The personal characteristics of potential consumers may impact the adoption
of the products and services by companies. Indeed, personal characteristics
are perceived as the most significant determinants that help to understand the
needs, preferences, and behaviour of consumers (Akhlag & Ahmed, 2016;
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Panda & Swar, 2016; Ramirez-Correa et al., 2019). Nevertheless, Peral-Peral
et al. (2015) indicate that psychological aspects are also very important in
understanding consumers’ motivation towards the adoption and use of new
technologies.

The scientific literature in the analysed period time (2016—2021) does
not clearly indicate the differences between women and men towards on-
line shopping (Dewi et al., 2020), despite the fact that before this period,
researchers had underlined an important gender gap in consumer’s online
shopping (e.g. Akhlag & Ahmed, 2016). Nevertheless, there have been some
attempts to identify any differences. Bartosik-Purgat et al. (2017) distin-
guished gender as a significant variable in consumer activities via social
media in different countries. Gender influences the recommendation of
products to other social media users. In China, women recommend prod-
ucts via social media more than men, whilst in Germany and the United
States, such activities are mostly done by men. Dewi et al. (2020) underlined
that anxiety towards online purchase intentions is a more often recognisable
determinant among Indonesian women than it is men. Other interesting
and applicable results were presented by Akhlaqg and Ahmed (2016), who
researched Pakistani consumers. There was no significant difference noticed
between men and women concerning the numbers of online buyers and the
frequency. However, the authors identified differences in other elements
consumers take into account. For example, they indicated that women are
more sensitive towards the online environment for shopping, pay more
attention to security, and like shopping in a safe online environment. In
addition, women prefer online stores that emphasise the possibility of sub-
mitting claims (e.g. problems with bought products) and operating legally
(Akhlag & Ahmed, 2016).

The data presented by Kemp (2021) in their newest report 60 percent of
the world population is now online presents e-commerce adoption by age and
gender (percentage of global Internet users who bought something online
through any device in the previous month). It indicates a slight dominance of
women buying online over men in each age group. The highest percentage
of women who had bought something online in the previous month was
observed in the 25-34 age group, whilst the 55-64 group was the lowest.
The results of measurements conducted by Eurostat do not identify a differ-
ence between the number of women and men who are active online buyers
(Eurostat.eu, 2021).

Dhanapal et al. (2015) researched online shoppers in Malaysia based on
age. They concluded that representatives of generation X and Y are more ea-
ger to do online shopping and are more frequent online consumers than baby
boomers. Similar results have been found by Eurostat.eu (2021), which found
that about 80% of consumers aged 16-24 and 25-54 had bought online in
2020, in comparison to just 57% of 55—74-year-olds. It should also be noted
that there was a large real term increase in the number of young online buyers
between 2010 and 2020 (Eurostat.eu, 2021). Almost the same conclusions can
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be drawn from the database presented by Statista.com. (2021, August 23), i.e.:
Millennials (24-35) are the largest group of online and the smallest are baby
boomers (Statista.com, 2021, August 23).

Categories of products bought online

The number of product types purchased online has certainly increased since
the COVID-19 pandemic started and lockdowns in many countries influ-
enced an increase in online sales volumes. This was due to, first, the limited
movement of people, and second, their fear of being infected with the coro-
navirus (Kissler et al., 2020). However, our literature analysis has not indi-
cated the particular product categories purchased by online customers and
so much data needs to be gathered from international statistical sources like
Statista.com or Eurostat.eu.

Data presented by Statista.com (2021, August 20) indicates the e-commerce
share of total retail revenue in the United States as of May 2020, sorted by
product category. They indicate that books, music, and video accounted for
62.7% of retail revenues for that category. Next, there were computers and
consumer electronics (49.5%), toys and hobbies (47.8%), office equipment and
supplies (39.3%), apparel and accessories (36.7%), furniture and home furnish-
ings (29.9%), health, personal care and beauty (13%), auto and parts (5.2%),
food and beverage (3.7%), and other categories. Wang et al. (2020) indicate
that food also belongs to a list of product categories that are quite often sold
via online platforms, with consumers usually choosing packaged food, in
particular dairy products, snacks, and baby food (Wang et al., 2020).

The Eurostat.eu database (2021, June) shows the percentages of individuals
from European countries who bought or ordered goods or services over the
Internet for private use in the previous three months. The most frequently
purchased were clothes (including sports clothing) and shoes or accessories
(63% of a total number of purchases), the second category of products within
online purchases were furniture, home accessories, or gardening products
(29%). Next, probably because of lockdowns and the closure of restaurants
were deliveries from restaurants, fast-food chains, and catering services
(28%). This was followed by cosmetics, beauty or wellness products (27%),
printed books, magazines or newspapers at the same level (27%), and comput-
ers, tablets, mobile phones, or accessories (both 26%). European consumers
also bought medicine and dietary products (23%), food and beverages (19%),
consumer electronics (18%), children’s toys (17%), and other products. CDs,
DVDs, vinyl were bought less often than in the United States (Eurostat,
2021, June; Statista.com, 2021, August 20).

Devices used by consumers for online shopping

The development of digital technologies offers a broad range of devices that
can be used by buyers during online shopping (Wagner et al., 2020). Individual
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consumers have many possibilities to access online shops, e.g. computers,
smartphones, tablets, or even Internet-enabled TV (Wagner et al., 2020). All
these devices offer unique facets that should be analysed by retailers to be
able to adapt their offers and e-channels for the needs of particular groups of
consumers (McLean et al., 2018). In addition, the diversification of devices
used by customers may differentiate and adapt touchpoints on the journey
map of an e-consumer.

In the case of mobile devices such as smartphones and tablets, people not
only use the sellers’ websites but also specific applications that allow for con-
venient and quick online transactions (Omar et al., 2021). E-channel apps
for mobile devices are suitable touchpoints for customers, which allow them
to interact with firms (Lemon & Verhoef, 2016; Wagner et al., 2020). Some
companies meet the needs and preferences of consumers and try different
e-channel touchpoints, e.g. Amazon offers three different touchpoints for
tablets: a website adapted for tablets, a shopping app for tablets, and a “win-
dow” shopping app (Wagner et al., 2020).

Research conducted by Bartosik-Purgat (2018a) indicated the importance
of mobile devices (e.g. smartphones, tablets) in e-consumer behaviour with
regard to gathering and sharing information via social media platforms. The
conclusions of a project conducted by Wagner et al. (2020) among German on-
line shoppers show that the highest percentage of online shopping is handled
by laptops/notebooks (87.3%), followed by personal computers (PC) (75.3%),
smartphones (66.7%), tablets (30.7%), netbooks (18.9%), classic mobile phones
(14.1.%), and Internet-enabled TV (via game console) (8.8%). Likewise,
Kemp (2021) indicates that 63.8% of world e-commerce traffic originates
from mobile devices like smartphones, 33.4% from laptops and desktops, and
2.8% from tablet devices. The same research emphasises that e-consumers
in 2020 using mobiles most often bought luxury products, beauty products,
clothes, and consumer electronics. By contrast, computers were used for fi-
nancial services and energy payments (Kemp, 2021). The highest transaction
values of online purchases made via mobile devices (as a percentage of all
e-commerce transactions) were found in many Asian countries — South Ko-
rea (65%), China (63%), Indonesia (61%), Philippines (61%), Thailand (60%),
Vietnam (60%), Malaysia (59%), Hong Kong (57%), Singapore (55%); some
African countries — Nigeria (65%), South Africa (53%); and Middle Eastern
countries — Saudi Arabia (59%) and UAE (57%). Transaction values were
somewhat lower in Europe — Belgium (25%), Poland (26%), Canada (26%),
France (31%), and the Netherlands (32%) (Kemp, 2021).

Payment and delivery methods used by consumers in online shopping

Bartosik-Purgat and Jankowska (2020) introduce the 3P (Payment, Place,
Price) concept within consumer activities in e-commerce. On the one hand,
cybercrime and fraud mean that people are distrustful. But, on the other
hand, the enormous amount of information that reaches us from various
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websites and the ever-increasing number of our activities carried out on the
Internet means that our vigilance may have weakened. This is why cyber-
security plays a more significant role than ever (Haney & Lutters, 2021) and
the same security problems pertain to e-purchases. E-consumers are offered
a great range of payment methods to be used in e-commerce; not only credit
cards and bank transfers, but also payment systems as prepaid card payments,
e-wallets, mobile payments, cryptocurrencies, e-checks, and app-payment
(Griischow et al., 2016; Williams, 2021). In many countries (e.g. India) cash
is still the most useful payment method, with customers usually choosing a
cash-on-delivery option. Moreover, e-commerce shops usually offer more
than one payment method and this choice offers more comfortable conditions
for customers, which may, in turn, increase online purchases.

Kemp (2021) outlines the payment methods used in online global
shopping in 2020 (share of global e-commerce transactions by payment
methods): digital or mobile wallet (44.5%) was the most frequent option,
followed by credit or debit card (35.1%), bank transfer (7.7%), charge and
deferred debit card (3.3%), cash on delivery (3.3.%), buy now and pay later
(2.1.%), post-pay (0.8%), and other payment methods (3.1%). E-wallet was
the most popular in China (72%) with the worldwide average (45%), and
credit cards in Japan (58%), South Korea (57%), Canada (55%), and Turkey
(52%). Debit cards were used the most in Ireland (36%), Denmark (31%),
Belgium (30%), and the United Kingdom (29%). E-consumers from the
Netherlands (60%) and Poland (53%) mainly used bank transfers. Cash on
delivery as a method of payment in e-commerce was used the most in Vi-
etnam (28%), the Philippines (24%), Nigeria (23%), Thailand (22%), Indo-
nesia (15%), and Peru (14%).

The next issue in the 3P concept in e-commerce is placing, which means
the delivery methods of purchased products or services. Delivery possibilities
are very important issues in consumers’ decisions during online shopping and
attention is paid to this factor (Kemp, 2021) because it concerns at least two
key aspects: the time (speed) and place (way) of delivery (Nguyen et al., 2019).
That is why online retailers offer different “last-mile delivery” (movements
of goods from a transportation hub to the end-user) options to satisty their
customers (Ignat & Chankov, 2020).

The most frequent delivery solutions presented in the literature include
home delivery (AHD), collection & delivery points (CDPs), controlled access
systems, reception boxes, and parcel lockers (Kandula et al., 2021; Mangia-
racina et al., 2019). Generally, e-consumers prefer the fastest, cheapest, most
convenient, and flexible form of delivery. On the one hand, consumers pre-
fer free shipping the most, but on the other hand, they are often willing to
pay more for fast delivery (Mangiaracina et al., 2019). Kandula et al. (2021)
indicate that the most preferred option is home delivery, and the “offering
delivery time windows in advance is difficult”. However, proposing an esti-
mated delivery time during a purchase may improve e-customer satisfaction
(Kandula et al., 2021).
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Conclusions, implications, and directions of
future research

The significance of e-commerce continues to increase in the era of mass dig-
italisation of our lives. The determinants of this situation are multifaceted.
First, they are related to the macroeconomic conditions (e.g. IT infrastruc-
ture, access to the Internet, etc.); second, they concern companies’ profiles
and capacities (e.g. category of products offered online, the channel of dis-
tribution, IT capabilities, etc.); and third, they are connected with the needs,
features and behaviour of consumers (e.g. traits, I'T capabilities, lifestyle, etc.).
Moreover, the growth of online shopping has been greatly influenced by the
sudden and unexpected COVID-19 pandemic (Kissler et al., 2020), which
has almost forced consumers into online shopping and the online selling of
many groups of products.

The research method used in this paper allowed us to answer our initial re-
search questions and identify research gaps that should be developed in the fu-
ture. With regard to RQ1 (the determinants of online shopping) the findings
of the literature review indicated many stimuli influencing this consumer be-
haviour; convenience, a wide range of products, and competitive prices were
all underlined, but there were also many “new” stimuli identified associated
with the development of social platforms (Abumalloh et al., 2020; Kumar &
Ayodeji, 2021; Mangiaracina et al., 2015; Nguyen et al.,, 2019; Nogueira
et al., 2021). For example, the amount of “Likes” on social media platforms,
the opinions of other clients who bought the products, attractive website con-
tent, or the possibility to chat with producers while shopping. These results
have a very applicable character because they show the producers what kind of
elements should be taken into account when devising e-commerce platforms.
For example, the implementation of chatbots or virtual assistants could be a
good solution to increase sales (Adamopoulou & Moussiades, 2020; Hsieh &
Lee, 2021). Other matters of concern for online sellers include credibility and
building trust with clients (Sullivan & Kim, 2018).

In answering RQ2, it has been found that personal characteristics such as
age and gender help to describe differences in online consumer behaviour.
This can contribute directly to the adaptation of products and services, and
indirectly to the satisfaction of particular consumers. The findings of the
analyses conducted in the study show that generations X, Y, and Z are more
frequent online buyers than older generations. Taking into account the high
level of adoption of innovation by younger consumers (Calvo-Porral et al.,
2020), the use of the newest technologies could be fruitful when devising
offers for this group, e.g. technologically advanced payment methods, prod-
uct personalisation, augmented reality, chatbots, or virtual assistants (Adam-
opoulou & Moussiades, 2020; Hsieh & Lee, 2021), all of which are welcomed
by young consumers (McGinnis, 2019). By contrast, e-commerce retailers
offering products for older people should place attention on traditional online
customer services, whilst also emphasising purchase safety and credibility.
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When it comes to gender, the results of analyses have not shown a differ-
ence in the number of women and men buying online. However, there are
other differences between the two groups. For example, women pay more
attention to security when shopping online and seem to be more prudent
clients. Women also pay attention to the general online environment while
shopping (Akhlaq & Ahmed, 2016). Thus, online platforms dedicated to
women should not only be safe but also visually attractive. Gender issues
constitute a significant knowledge gap in the literature on the use of new
technologies in consumer behaviour, including online shopping and these
aspects should be developed in future research projects.

This notwithstanding, age and gender remain important determinants that
should be considered while preparing e-commerce offers and platforms. Dif-
ferent generations and genders have differentiated needs, preferences, and
behaviour patterns and so adapting e-commerce services to these needs may
increase the volume of sales among particular consumer segments.

Our research has also found a gap in the literature concerning the cate-
gories of products sold online (RQ3). Statistical data indicates that clothes,
shoes, accessories, furniture, home accessories, and gardening products
are among the most commonly bought (Eurostat.eu, 2021, June; Stati-
sta.com, 2021, August 20). The increase in online shopping for certain
product categories is related to the coronavirus pandemic and temporary
lockdowns in many countries. The online sales growth of furniture and
gardening products is strictly associated with people staying at home for
a large proportion of 2020 and 2021 and have not been able to partake
in their normal recreational activities, including holidays. Instead, many
have decided to renovate, redecorate or repair their immediate environ-
ment. Results of the analysis show that despite the pandemic, food was
bought much less online comparatively. This is due, first, to the specific-
ity of these products (e.g. short expiry date or special transport require-
ments), and second, because grocery stores and pharmacies remained open
throughout the pandemic.

The volumes of online sales of particular product categories will continue
to depend on the global situation and the changes in people’s lifestyles. On-
line retailers should use digital technologies to attract their offers and service.
For example, augmented reality may be used to a greater extent by online
sellers of furniture, clothes, accessories, or cosmetics as it allows consumers to
see how the products fit their requirements.

With regard to RQ4, the results of the literature review indicate the sig-
nificance of mobile devices (smartphones and tablets) for e-commerce activ-
ities. Nevertheless, laptops and PCs are also often used for these purposes.
Mobile devices “accompany” people in their daily life anytime and almost
everywhere (Omar et al., 2021; Wang et al., 2015). They are useful and con-
venient devices, satisfying many of their users’ needs. Mahapatra (2017) also
emphasised convenience as the main determinant influencing the growth
of mobiles for online shopping. Such findings may lead to the conclusion
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that the companies should develop adequate applications and mobile-friendly
websites that will be useful and comfortable for users. These technological
solutions will increase the availability of the shop and its offer and may in-
crease sales and subsequent visits (Tseng et al., 2021).

With reference to RQ5, the payment methods offered by e-commerce
platforms and used by consumers are varied. They usually depend on many
factors, concerning both e-sellers and e-buyers). On the one hand, the IT
capabilities of e-commerce shops are important in this case, but so too are
e-commerce consumers’ attitudes, individual possibilities, and trust, as well
as more macroeconomic factors such as infrastructure, Internet access, pay-
ment costs, general economic development, etc. (Grischow et al., 2016; Wil-
liams, 2021).

The literature analysis conducted for this study tallies with the above claims
about the economic and infrastructural development of particular countries.
E-consumers from developed countries use more advanced payment meth-
ods while people in less developed economies still prefer cash on delivery.
However, one important conclusion is that there is again a limited amount of
scientific research on consumer attitudes towards e-commerce purchases and
preferred payment methods.

Delivery options for e-commerce likewise depend on many factors, in-
cluding the logistics system the company offers (e.g. automatisation systems),
the distance between the e-store or warehouse and the final destination,
type of product, and consumer preferences (including demographic varia-
bles) (Mangiaracina et al., 2019). Online retailers should always ascertain the
payments and logistics preferences of their potential buyers and adapt their
systems accordingly.

This chapter has contributed to a better understanding of the existing
body of knowledge and data related to many aspects of the development of
e-commerce. The future of e-commerce will undoubtedly be linked to the
application of new technologies and instruments of Industry 4.0, such as aug-
mented reality, chatbots, virtual assistants, and the Internet of Things (IoT)
(Hsieh & Lee, 2021; Masood & Egger, 2020; Mozafari et al., 2021; Oke &
Arowoiya, 2021). These instruments may be also used in the internationalisa-
tion of e-commerce platforms to attract customers from all over the world. If
this is the case, then will be necessary to adjust both the offer and the service
to cultural, geographical, infrastructural, and temporal distances. If travel
restrictions are extended (or there are concerns about longer-distance travel),
people might also increasingly buy online products from many corners of
the world. On the other hand, environmental awareness and the increase of
environmental pollution caused by transport in connection with the increase
in e-commerce may contribute to the need for the invention of other, pro-
environmental forms of delivery, and indeed markets.

Next, the upward trend in the development of e-commerce will con-
tinue to be associated with the stable increase in the number of social
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media users (Kemp, 2021) and the development of new social instruments,
e.g. TikTok. There is likely to be stable growth in SC (online sales with
the usage of social media) during the coming months and years. On top of
this, Livestream shopping (live commerce) may become a significant form
of e-commerce in the future (In Livestream shopping online retailers or-
ganise short Internet sessions during which they present selected products
from their offer. Then, Internet users can interact with the presenters, ask
them questions and, of course, make purchases). Such a method will ensure
direct communication between retailer and customer, which is very im-
portant, especially for younger generations of buyers. Livestream sessions
also allow anyone to exhibit absolutely anything for selling and it offers
the additional advantage that there is no need for special premises, studios,
operators, photographers, or even in the case of C2C, your own e-shop,
and no sales commission needs to be paid to platforms. However, Face-
book and Instagram do charge “hidden” commissions from advertising
and promotions.

Mobile platforms and mobile payment systems will also continue to de-
velop and there will be an emphasis on increased concern for personal data
protection and securing e-commerce platforms against cybercrime. Different
payment methods, such as “buy now - pay later” options, may develop in the
future. This method allows postponement of the payment date by up to 45
days for free. Thanks to this, customers can order and test the products before
they decide to pay for them. Payment for products after receipt of the package
reduces the fear of buying some products remotely, and quite high deferred
payment limits enable consumers to make larger purchases.

The last, but by no means least important trend which will be developed
in the future concerns artificial intelligence (AI) which helps companies au-
tomate sentiment analysis and monitor social moods related to a particular
brand or a specific product or service on an ongoing basis (Park et al., 2021).
Sentiment analysis is likely to become key to understanding customer opin-
ions about many different aspects of a company’s operations, from product
functionality, through price, to after-sales service. It also allows companies
to quickly detect and react to changes in consumer behaviour caused by local
or international events (Karthik & Ganapathy, 2021). A detailed analysis of
thousands of customer statements posted online may, in the future lay, the
foundation for many businesses that will then use this data to create new
products.
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5 Digital consumers’ scenes
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Jaana Kivivuori and Monica Tamminen

Introduction

COVID-19 has radically changed the way we work, how we consume enter-
tainment, and where we take part in our hobbies. During the pandemic, the
ability to use digital services improved, and many things changed. Finland
has been a leading country in the use of mobile devices, thanks to the eco-
system of actors and the fact how the market has been shaped in cooperation
with various participants. Enthusiasm and a strong need for innovativeness
increased the monetary value of enterprises. At the beginning of building the
infrastructure, the focus was on data transfer. From that starting point, there
has been a big leap into a multichannel system.

Digital business, e-government, recreational, and cultural activities hap-
pen online, increasingly in a wireless environment with mobile devices
such as smartphones and tablets (Chopdar et al., 2018; Zhang et al., 2012).
M-commerce can provide enhanced and engaging user experience, person-
alisation, convenience, localisation, and ubiquity (anytime and anywhere);
ease of use and usefulness which appeal to consumers who are accustomed
to a society operating 24/7/365 (Ashraff et al., 2017; Chopdar et al., 2018).

Among under 25-year-old people, a major shift in technology has taken
place from e-commerce to m-commerce (see also Ashraft et al., 2017, p. 29).
Mobile devices enable ubiquitous consumption defined as the ability to access
the web and consume goods and services anytime and anyplace (Cox, 2004).
In this chapter, we concentrate mainly on the shopping of goods but also
discuss the use of services such as m-banking, e-government, and cultural
entertainment among different age groups to show how Finns have adopted
digital services and how habitual it has become. Consumers have become
even more demanding and impatient, because they have multiple channels at
their disposal, in addition to networks, friends, and influencers.

Generation Z (born 1998-2010) takes an indulgent view to spend money
as it wishes. It places a higher degree of importance on leisure time, contrary
to Generation X (born 1961-1980), which was still slightly characterised by
the large baby-boomer generation (born 1945-1960). Generation Z also in-
fluences the consumption of their parents. Although Generation Z is marked
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by social relationships, members of this generation tend to feel lonely. The
Finnish culture can be classified as normative and with reason. People can
also ask for advice from their Oura device (Asikainen, 2021; Oura, 2021).
Generation Z has grown up surrounded by technology and does not know
life without a smartphone or Internet. Generation Y (Millennials, born 1981—
1997), is accustomed to changes because it has experienced a time without
smartphones.

Technology acceptance, high-speed data networks, advanced devices, and
applications catering to ultimate, ubiquitous, and omnichannel digital eco-
systems form the backbone of a modern, digitally interconnected society.
The technology and the applications have developed rapidly, the service of-
tering has broadened, and the content services are more user-friendly. Due
to the lockdown, the digital competence of users has been enhanced, and the
reliable operation of online services has been improved. Information security
is especially topical because it is known that consumers are actively seeking
a suitable market. The learning curve in using various remote i.e., digital
services has been steep in all age groups, especially in the older age groups.

In this chapter, we discuss the technical abilities and user experience trends
in different age groups based on statistical data. We observe how the con-
sumer’s journey is shaped by the community and what is the brand awareness
among Finns, and what are the values the brands should stand for. Especially
the young generations demand responsibility from businesses. Lastly, we offer
business ideas which the entrepreneurs should seize in the following years.
Institutions become less important, as the individuals sell services or goods
peer to peer and second hand on various platforms. The fact how skillful the
consumer can use devices and applications determines how interesting the
product is global.

Technical connections and usage

With the change in digital consumer behaviour in Finland, the pandemic
year has had the following impacts: First of all, it has increased democracy,
because older generations have begun to use digital devices to compensate
for the lack of communication. To protect their own health, the elderly have
switched to online grocery shopping, a new favourite way to buy food, which
is probably here to stay. Finnish online shops have taken development steps.
Shopping events brought changes in physical shops because consumers want
to touch the products or hold them before making a decision, but they might
purchase them elsewhere. Especially for young people, sustainability and on-
line second-hand shops are important. Both for younger and elderly genera-
tions, culture and leisure-time activities were provided in digital format. As
82% of young people use a mobile phone, m-commerce has become to stay.
Finnish households have and use several broadband solutions simultane-
ously. Companies and the Finnish government are building and develop-
ing communication networks and services, adding features that are needed
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for secure and user-friendly e-commerce, m-commerce, e-banking, and
e-government services. Consumers relax by watching streaming movies or
series, and e-events (theatre, concerts, art exhibitions, museum tours) or by
engaging in e-exercise.

Sixty-percent of the world’s population, and 90% of Finns, use the Inter-
net (OSF, 2019). High-speed data networks, advanced devices, and applica-
tions catering to ultimate digital ecosystems form the backbone of a modern,
digitally interconnected society. The Finnish government has stipulated in
the Information Society Code that everyone must have the possibility to
access communication networks and use communication services that are
affordable, technologically reliable, of high quality, and secure (Information
Society Code 917/2014, Article 1). Finland can be seen as a welfare state,
a feminine culture, that values equality and solidarity (see Hofstede et al.,
2010, pp. 170-171). The focus is on working to make a living, and manag-
ers strive for consensus (Hofstede Insights, 2021). A small power distance is
connected to a higher education level that is available for every person who
is keen on getting oneself educated (see Hofstede et al., 2010, pp. 67-69).
The European Union has recognised Finland as the leading digital economy
in Europe in terms of connectivity, human capital, use of Internet services,
integration of digital technology, and public services (European Commis-
sion, 2020, p. 14).

People in more individualistic European countries, like in Finland, were
more likely to have access to the Internet and e-mail, and they used the com-
puter for shopping, banking, and providing information to public authorities
more often (Hofstede et al., 2010, p. 123). Consumers have several broadband
options from which to choose, and many people use different network con-
nections device-specifically. The 4G mobile broadband, and increasingly the
5G broadband, is available for every mobile phone and tablet, fixed networks
for TV and computers, and Wi-Fi. Even some smartwatches have a built-in
mobile connection (DNA, 2021). Moreover, employers offer an Internet con-
nection to telecommuters. Finland’s backbone network is built with optical
fibre. The last kilometre, i.e., connection to homes and businesses, has several
technical options. Cable TV operators also offer fast bandwidth with coaxial
cable connections. Fixed Wi-Fi broadband connections, popular in Europe,
are practically non-existent in Finland. Instead, the 4G and 5G mobile broad-
bands are extremely popular (BCO Finland, 2021). As of September 2021,
the 4G 30 Mbit/s mobile network covers 99.9% of Finnish households and
the 5G 300 Mbit/s 87.2%. The latest 5G mobile broadband covers 5% of Fin-
land’s territory and about 80% of the households (Traficom, 2021).

Smartphones are in practically every pocket. Mobile operator DNA re-
ported in May 2020 that 96% of Finns between 16 and 74 use smartphones
(DNA, 2020a). A total of 99% of the people aged 16—24, 59% aged 6574,
and 24% aged 75—89 have a smartphone. Mobile operator Telia reported in
September 2021 that 60% of the sales in new phones are 5G phones, meaning
5G subscriptions have gained momentum. Owners of 5G phones use data
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40% more than customers using 4G for streaming services. Social media use
is growing steadily, and data usage is estimated to grow even more (Telia,
2021).

Mobile broadband subscriptions are reasonably priced; 85.3% of mo-
bile phone owners have had an unlimited data transmission subscription in
2020/21 (FiCom, 2020). This affordability lowers the threshold to use Inter-
net services and access networks many times per day — usually, the Internet
connection is always on. For younger generations, it makes it possible to live
online, at home, and on the go. In June 2021, DNA reported that 81% of
7-year-olds and 99% of 8-year-olds have mobile phones. This helps them to
become digitally savvy at an early age (DNA, 2021).

Brand appreciation

The lockdown highlighted the importance of domestic food production: food
products were available, even despite the hoarding of some products, e.g. fat
products, eggs, and frozen goods. The increased demand for daily consumer
goods led to challenges, e.g. in the toilet paper and soap availability. Remote
working and layoffs freed more time for leisure, so people wanted to do
things on their own, renovate and do handicrafts. In a country at the fem-
inine pole, like Finland, home-related products were purchased (Hofstede
et al., 2010, p. 164). “Hiigge” activities are also characteristic of an individu-
alistic culture, including baking, gardening, and decorating. These activities
became so popular that the flour shelves were emptied and plants were sold
out in gardening stores. When all basic needs are fulfilled, the demand for
luxury services increases. People lived a simple life during the lockdown — it
was all about surviving the difficult times. They spent more time with their
family, doing their things together. In a way, this was like a return to the
agrarian society where everyone was occupied with their chores while sitting
together in the main room (Cf. Hofstede et al., 2010, pp. 86, 131).

Online grocery shopping increased the most during COVID-19. In 2019,
24% of Finns shopped for food and groceries online (Tikkanen et al., 2019).
Reportedly, one-fourth increased online grocery shopping (Borgstrém et al.,
2020; PostNord, 2020). The amount of Finns shopping for groceries on-
line increased by 50% due to COVID-19: it was particularly popular in the
Helsinki metropolitan area (Borgstrom et al., 2020). Also, PostNord (2020)
stated that groceries and pharmacy goods are two notable newcomers to the
online market. Finnish Commerce Federation reported that in 2021 gro-
ceries accounted for 2% of online shopping, compared to 0.6% in 2020. Ac-
cording to Statistics Finland (OSF 2020a), buying groceries online has finally
made a breakthrough.

Market Research Company surveys the brand attitudes among consumers
annually. Out of 559 brands, 79 were included in the 2021 survey. The re-
spondents were 15=79 years old. The most popular brands are characterised
by signs of their origin, production method, and nutritional quality, and daily
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products, such as porridge flakes, flours, cheeses, toilet and kitchen papers,
and napkins. Instead of using an international standard in their classification,
Market Research Company uses Finland-specific metrics based on experi-
ence: the critics percentage is subtracted from the promoter percentage, re-
sulting in the Net Promoter Score (NPS). The score of 40 stands for excellent
brand popularity. 20-39 is good, and 0-19 is low. A score below 0 stands for
low brand appreciation (Market Research Company, 2021).

Fazer, a Finnish sweets company, has been listening to its customers in
the past years and asking for consumer wishes on social media. However,
Fazer’s score was below 40 in this survey, even though the company has pre-
viously been one of the top 10 brands. The best price-to-value experience
was among the consumers using the S bonus card of the S Group retail and
service network and the users of Yle Areena (the streaming platform of the
Finnish Broadcasting Company). The insurance company customers feel that
they get no value for their money, and the discount stores have become more
popular. The following brands are seen as the most responsible ones: Valio
as the producer of milk and cheese (among the elderly), the textile com-
pany Marimekko and the sweets company Fazer (among women and under
25-year-olds), and the fuel company Neste (among men and people with
income over €80,000) (Market Research Company, 2021).

The Nordic Swan sustainability mark is one of the 10 most popular brands.
The Finnish streaming platform for radio and television content, Yle Areena,
was included in the survey for the first time, and it debuted as the second
most popular brand. The Finnish Broadcasting Company (Yle, the parent
company of Yle Areena) was in fifth place (Market Research Company,
2021). The popularity of Yle was probably affected by online trolling and the
spreading of disinformation. In a small-power-distance society, such as Fin-
land, people trust the authorities and follow the news a lot (Hofstede et al.,
2010, pp. 77, 79).

The most appreciated brand is Fiskars, known for its scissors and garden-
ing tools, now for the third time in a row. The appreciation of Google has
dropped: now, it is in the top 50. The consumer appreciates Finnishness and
responsibility. However, the brands that improved their rating the most show
how appreciation can vary: Samsung was the favourite of the young, and
Stockmann the favourite of the elderly. Women show more appreciation for
brands than men. The most appreciated brands among women were Fiskars,
the Nordic Swan, the domestic raw material mark “Hyviid Suomesta”, Yle,
and Fazer. Men’s top brands were Fiskars, S bonus card, the lock company
Abloy, ceramic ware company Arabia, and Yle Areena. The 15-24-year-olds
like to express their likes and dislikes strongly. The brand has to be mean-
ingful for their own lives. For the young, these brands are Fazer, the domes-
tic mark “Hyvidi Suomesta”, the Key Flag Symbol for products and services
produced in Finland, the Nordic Swan, and Fiskars. The elderly respond-
ents’ (60—79-year-olds) top brands were Fiskars, Yle, Yle Areena, Fazer, and
Abloy.
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According to the survey results, there is a potential target group that appre-
ciated a specific brand but does not use it: the group of highly educated men
with high income who are under 50 years old and live in a one-family house
in southern Finland or the metropolitan area, with children. If the brand
would engage especially this target group, the company would probably gain
more consumers. A non-committed brand target group is women over 60
years old, living in apartment flats in Southwestern Finland — they choose the
brand based on their habits but do not particularly appreciate the brand. Their
households consist of one person only.

Generally, status purchases are more frequent in masculine cultures. Peo-
ple in masculine cultures buy more expensive watches and more genuine
jewellery (Hofstede et al., 2010, pp. 163—164). According to the Market Re-
search Company’s survey (2021), Finns will consume less money in jewellery,
toys, sweets, and beverages during the following year. More money will be
spent on plant protein and plant milk products, and hotel and caring indus-
try services. However, there are significant differences between consumer
groups (Market Research Company, 2021). Jewellery is considered a foreign
good which might be seen as more attractive than local products, but the
tendency is for national products (Hofstede et al., 2010, p. 164). Then, the
Finnish company, named after the national epos, Kalevala, might rise on the
brand rating list. It depends on whether the Finns act as ethnic or cosmopol-
itan consumers in the future.

Topical social trends

It seems that the change in consumption affects the use of money. In the
following, we discuss the topical trends, Finnish online behaviour, and ex-
change of experiences. The pandemic has resulted in the biggest boom in
social media use since Facebook. The amount of social network service users
has risen by 8% and is now 69% (Ponkd, 2020). In general, consumption of
news and the use of different messaging applications have increased due to the
COVID-19 situation (DNA, 2020Db).

The young are ever more aware of the changes in the environment and
lifestyles. The question is whether we return to the previous way of life after
the crisis. Sitra, a fund subject to the Finnish Parliament, paves the way for
the following four trends (Dufva, 2020):

1 excessive consumption and variable availability of resources

e growing consumption means that many resources will become
more and more scarce or the cost of acquiring them will increase.
Challenges may arise with respect to the availability of critical ma-
terials for the industry. Construction sand is also at risk of running
out, as is fresh water in many regions. There is a growing need to
increase the use of alternative materials as well as the circulation of
materials;
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2 Al applications permeate society
* self-driving cars, voice-controlled machines, personalised recom-
mendations, and other AI applications are becoming increasingly
commonplace. More and more decision-making power is assigned to
algorithms, underscoring questions of transparency, liability, and dis-
tortions in the used data;
3 the next wave of digitisation
 digitisation, or the use of digital technology in services and human
interaction, is already part of daily life. In the short term, the inter-
esting future trends in this area include virtual reality, augmented
reality, voice control, gesture control, the Internet of Things or the
Internet of Everything, as well as an emphasis on energy efficiency.
Also, of interest in the longer term are blockchain-driven services and
the emergence of quantum computing;
4 the growth of health technology
* portable devices to monitor health have become increasingly com-
mon, and they are still being developed further. More data enables
more personalised and preventive care. At the same time, new treat-
ments are being developed based on genome editing and modifying
the microbiome, for example.

What is true regarding Finns, they might come across as emotionally ag-
gressive. Customers in higher uncertainty-avoidance cultures tended to be
hesitant towards information and new products. They were slower in intro-
ducing electronic communication tools (mobile phones, e-mail, the Internet)
(Hofstede et al., 2010, pp. 191-198). Despite this, the Finns believe that their
use of digital services will increase further in the future, which goes hand
in hand with a weak uncertainty-avoidance culture. For example, online
authentication is thought to become more common, as 75% predict that they
will use mobile ID as a substitute for online logins in the next two years.
Also, 65% predict that they will pay using online banking, such as Apple Pay
or MobilePay, in the next two years (DNA, 2020a).

People aged 15-34 years use an average of four social media services. The
youngest age group, 10—14, and those aged 35—54 years use an average of
three services. People aged 55—64 years use an average of two services, and
those who are aged 65—74 years use one social media service. Respondents
aged 75+ years reported they do not use social media services. As regards
gender differences, men reported using an average of two social media ser-
vices and women reported using three such services. In total, an average of
three social media services was used by the respondents (OSF, 2017).

In 2020, 92% of Finns between the ages of 16 and 89 years used the
Internet — 86% of them daily. Eighty-two percent accessed the Internet or
Internet services several times a day (OSF, 2020c¢). Most people accessed the
Internet for communication purposes (social network services 69%), news
and amusement (news 85%, Internet TV 74%, and video-on-demand 49%),
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e-services (88%), such as online shopping, online banking, and e-government
(88%, healthcare, taxation) (OSF, 2020c¢). DNA’s survey indicates that a stag-
gering 97% of the respondents use e-services (DNA, 2020b).

Facebook, WhatsApp, and Instagram, respectively, are the most popular
social network services and are used weekly. People aged 6—24 years use
Instagram and WhatsApp, while people aged 25-89 years use Facebook
and WhatsApp (OSF, 2020d). A large portion of Finn’s (77%) uses YouTube
weekly (Ponkd, 2020). YouTube has been the second most popular network
service, after Google, for ten years in a row. People use social media more on
mobile phones than on portable computers (Ponki, 2020).

Proportionally, the biggest increase in social network service use occurred
in the older age groups, i.e., those aged 65—74 and 75—89 years. It is nota-
ble that, due to COVID-19, communication between family members has
moved to the Internet. The older generations have become motivated to learn
and use advanced skills to communicate (OSF, 2020a).

During the last decade, banks and service providers have eagerly promoted
e-invoicing and m-banking. Finland, Sweden, and China lead the way in be-
coming a cashless society (Festipay, 2018). In Europe, the extensive “Study on
the payment attitudes of consumers in the euro area” (SPACE), commissioned
by central banks, found that Finland has the most comprehensive point-of-sales
network that accepts card payments. Of these payment terminals, 92% accepted
contactless payments (card payment, mobile phone, or QR code) (Takala, 2020).

According to the SPACE study, many consumers in the euro area have paid
regular and recurring payments through direct debiting (41%). In Finland,
consumers usually pay invoices using e-invoicing, where payments are sent
directly to an e-bank account or using bank transfers. Paying invoices in cash
has become a rarity in Finland: about 1% of the invoices were paid in cash in
2020 (Takala, 2020).

Online banking was one of the most popular e-services in 2020 (OSF,
2020a). Direct debit is extremely popular in Finland. The e-invoice is one
form of direct debiting where the service provider sends the invoice infor-
mation directly to the consumer’s bank account and on the due date, the
money is automatically transferred to the service provider’s bank account.
People who do not use online banking also have the opportunity to use di-
rect debiting (Takala, 2020). All banks, and the majority of service providers
operating in Finland, offer this type of service. Therefore, Finns do not have
to access their online banking accounts to pay recurring payments such as
mobile phone, gym, electricity, rent, or insurance payments. In the case of
occasional payments, e.g. when ordering from online shops, consumers only
need the recipient’s account number and amount of the purchase. Eighty-
seven percent of the respondents aged 16—89 years answered affirmatively to
the question: “Have you used online banking during the last three months”.
The most active users were respondents aged 25—44 years, of which 98% had
used online banking during the last month. A total of 45% of senior citizens
aged 75—89 years used e-banking. Due to COVID-19, the use of e-banking
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increased nine percentage points compared to 2019 (OSF, 2020a). In addi-
tion to online banking, controlling household appliances and equipment is
becoming increasingly popular. For example, in 2020, security systems (10%)
and heating systems (7%) were the most common types of household systems
that Finns aged 16—89-years controlled remotely (OSF, 2020a).

Mobile phone as an integral part of life

Social network services, online shopping, and digital services offered by
banks, insurance companies, and the government are increasingly accessed
through mobile phones or tablets. Already in 2016, mobile devices were used
more for bank services than desktop computers (Karjaluoto et al., 2019, 252).
In 2018 46%, in 2019 52%, and in 2020 53% embraced mobility (Borgstrom
et al., 2020). The most active m-consumers (70%) are people under 30, but
32% of people over 60 years also make purchases with their mobile phones.

In 2020, senior citizens markedly increased their daily use of different In-
ternet services, compared to 2019. Those aged 65—74 years increased their In-
ternet use by six percentage points, and those in the 75—-89 age group by seven
percentage points (OSF, 2020a). The reasons for the increase were shopping,
social distancing, social network services, communicating with friends and
family when the face-to-face meeting was not possible. Further, the pan-
demic was one reason for the growth in the use of online banking services.

Finnish online shopping has also seen changes in payment methods. Pay-
ment through online banking has been and still is the most common method
of payment, regardless of gender. A total of 72% of women and 65% of men
use online banking to pay for online shopping (Borgstrom et al., 2020). Mo-
bile payment is also becoming popular. In 2018, 46% of consumers shopped
with their mobile phone or tablet; in 2019, it increased to 52%. In 2019, 63%
of the people aged 25-34 years m-shopped, the proportion of women being
more than men. In 2019, 29% of consumers in the 66—74 age group paid pur-
chases with a mobile phone (Tikkanen et al., 2019). In 2020, 57% of women
and 49% of men paid with a mobile phone when shopping online. Women
shop for clothes online, and many online clothing stores offer mobile shop-
ping applications for easy shopping (Borgstrom et al., 2020).

Sixty-three percent of Finns buy online because it is handy (27%) (Tik-
kanen et al., 2019, p. 14). Online shopping is easy: it is convenient and saves
time; it is open 24/7 (20%), and it offers a wide range of goods (20%) (Post-
Nord, 2021; Tikkanen et al., 2019, p. 14). Also, the goods are often different
than the ones in the brick-and-mortar shops. Fifteen percent of consumers
want to save money (Tikkanen et al,, 2019, p. 14). Women shop in their
favourite online shop, and men seek bargains (Posti, 2021; Tikkanen et al.,
2019). Senior citizens appreciate security/health, and they want to avoid
crowds due to the pandemic (Borgstrom et al., 2020).

Young Finns, especially, stop using an online shop if they face technical
difficulties, the freight/delivery costs are too expensive, and if the shop does
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not have an easy payment method (Borgstrom et al., 2020). Customers want
to have several payment methods from which to choose (PostNord, 2020).
Quick delivery (24%) and the possibility to choose the place to pick up the
delivery (52%) are key features in online shopping (PostNord, 2020, p. 22),
i.e., customers want to decide how, when, and where their goods are deliv-
ered. They also want to have the option to change the delivery destination
after the delivery has been dispatched (PostNord, 2020).

The environment is one of the reasons why Finns purchase goods in Finn-
ish online shops (PostNord, 2020). Fifty percent of consumers under the age
of 30 choose eco-friendly delivery if it is available (Borgstrom et al., 2020),
and compensation on carbon emission is also important (PostNord, 2020).
Security and reliability are also important (von Zansen et al., 2017, 19, 49)
when they are deciding where to shop. Finnish online shops are now offering
better user experiences and a wider selection of products. The number of
Finnish online shops has increased. Still, when Finns shop online, they often
buy from international online shops. Finns make most cross-border online
purchases in Europe (PostNord, 2020). The trend to shop more in Finnish
online shops began in 2019 and has increased during the pandemic (Borg-
strom et al., 2020; PostNord, 2020).

Online shopping is an integral part of Finns’ daily life, as 73% of Finns
all together, and 84% of people under 50 years, reported in 2020 that they
shopped online during the past 28 days (Borgstrom et al., 2020). A quarter
of Finns has increased online shopping due to COVID-19 (PostNord, 2020).
Also, the older age groups have increased online shopping for security rea-
sons, 1.e., to avoid physical contact to decrease the contamination risks (Borg-
strom et al., 2020).

Online shopping behaviour can be examined through categorisation based
on user experiences: pioneers, i.e., active users (20%), basic users (38%) and
experimenters, or sceptics (41%). Consumers typically at the ages between 18
and 34 years are pioneers in online shopping, and they believe they will buy
only online by 2025. This group forms 20% of all consumers. The sceptical
experimenters, 41% of the consumers, are mostly over 50 years. Buying on-
line increased rapidly in the first three months of the pandemic, from March
2020 to June 2020. Recently, as much as 60% of the consumers have shopped
online during the last month, making half of the pioneers and a third of the
basic users. Thirty percent of the consumers felt the COVID-19 pandemic
prompted their intentions to purchase goods online. Half of the pioneer on-
line shoppers (50%) reported the same (Posti, 2021).

Borgstrom et al. (2020) divide online shopping into three main categories:
physical goods, services, and tourism/travel. For years, travel was, by far, the
most popular category, but due to COVID-19, it decreased to 16% of the
online shopping turnover in 2020. Travel tickets for destinations abroad and
within Finland, as well as for parking, were the most popular purchase items
(Borgstrom et al., 2020). Due to restrictions, sports events, gym, theatre, and
concert tickets were not sold, but items that could be consumed sitting on the
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couch at home became popular. As regards leisure-time services, subscrip-
tion and streaming services, such as Netflix, Spotify, HBO, BookBeat, and
Storytell, accounted for 34% of sales while digital media, news, and e-books
accounted for 11% of sales. The demand for physical goods exploded to a
staggering 58% of online shopping turnover (Borgstrom et al., 2020, p. 6).
The most popular items are still clothing, footwear, and accessories (54%),
home electronics (48%), books and audiobooks (34%), and cosmetics and
skincare (31%) (PostNord, 2020).

The most popular shopping items during the pandemic have been physical
goods and groceries (Borgstrom et al., 2020). People bought more interior
design items, household appliances, daily articles, cosmetics, and items for
pets. Some of these purchases were first-time online purchases. Because of
the increase in sales of these goods and online shopping becoming more
common, the media has created the impression that the total increase in on-
line shopping has skyrocketed. When considering the sales volume of online
shopping, the skyrocketing increase is, in fact, misinformation, as the volume
has actually declined by €2 billion (Borgstrom et al., 2020, pp. 3, 5).

Because no tickets could be sold, cultural service providers experienced a
sharp decline in sales during the pandemic. However, a repositioning of the
camera onto the virtual stage served as a theatre. There were weekly Face-
book broadcasts of play rehearsals and life behind the scenes — all taking place
in the comfort of one’s home on the laptop or mobile phone. Some museums
offered new services, such as 360-degree virtual tours with augmented reality
technologies and video tours, complete with a guide (Digital Museum, 2021).

Professional artists could take a breather and gather up vital energy, or
they could shoot a film (keeping in mind the use of masks and distance
between colleagues). The artists began to create a new culture and inter-
activity. Surprisingly, most of the companies that filed for bankruptcy in
2021 were not cultural service providers. Rather, they were restaurants, con-
struction engineering companies, I'T and logistics companies (PRH, 2021).
Theatres were able to survive due to the public financial support they were
granted. Cinemas and individual artists did not usually get any support. In
2020, Business Finland offered small and medium-sized companies (SMEs)
support, amounting to €1 billion in total. Half of the companies that received
the support planned to go digital. However, a year later almost half of the
companies had to give the support back because they did not carry out their
plans (Muilu, 2021). Once COVID-19 subsides, Business Finland (2021) will
give financial support to Finnish innovations in sustainability and resilience.

There are also success stories of how sales increased during the pandemic.
Real-estate agents offered virtual 3D viewings of the properties on sale;
potential buyers could visit the properties from the comfort of their living
room. Sales in summer cottages picked up again, as people got used to the
idea of working remotely. Indeed, summer cottages and boats were snapped
up quickly by buyers. Those who already owned summer cottages spent more
time there. After the first shock of being in a pandemic was over, people
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began to renovate their houses or flats or create outside green spaces (see Hof-
stede et al., 2010, p. 164). The construction industry heated up, and the prices
of Finnish gold, timber, and other materials also increased significantly.

Seamless user experience — purchase path

The purchasing experience has moved from the stores to the sofa with the friends
who are usually virtually present on Instagram, for example. The more consum-
ers shop online, the pickier they become. This is especially true for Generation
Z, 18—24-years-olds (born 1997-2015). However, this is also true for Generation
Y, or Millennials, who are aged 25—40 years (born 1981-1996). They choose the
online shop that offers the best consumer experience, catering to their individual
needs (PostNord, 2020). Before making a purchase decision, a consumer may
visit several online shops, physical shops, shopping centres, look up information
in social media, listen to what influencers have to say, and they may ask their
friends’ opinions. The touchpoints are, therefore, in both the physical and virtual
worlds. When making a purchase decision, according to Philip Kotler (2000),
customers proceed through the following steps: problem recognition; informa-
tion search; evaluation of alternatives; purchase; e-couponing; post-purchase.

In omnichannel shopping, early studies on m-commerce suggest that mo-
bile devices could be the starting point for a conversation with other chan-
nels (Chopdar et al., 2018). Companies need to plan a seamless omnichannel
customer experience. Flexible and operational supply chains are competitive
factors (von Zansen et al., 2017, p. 72).

Consumers find out about new products from friends, search engines,
online shops, brick-and-mortar shops, and brand webpages (Kurjenoja,
2020). Search engines have shifted from Google towards online market-
places and the products they offer. The brands have a story, and they are
either trusted or not. People tend to seek information directly from the
brand homepage and not via an intermediate platform, such as Google.
In the brand appreciation survey by Market Research Company (2021),
Google has dropped from the top 10 into the top 50 categories. The in-
creased amount of banking scams and information security threats might
have decreased Google’s brand rating.

Consumers follow companies and brands with Instagram (40%), Twitter
(35%), LinkedIn (29%), and Facebook (27%) (AudienceProject, 2019). Con-
sumers’ demands have become more fastidious while at the same time they
have become more impatient as they focus on multiple things at a time. Com-
panies use augmented reality to create unforgettable experiences: customers
can see on their mobile phone how a new piece of furniture, e.g. a sofa,
would look in their living room. This is a way to create an emotional connec-
tion between the brand and the customer (Dagmar, 2020, 2021).

Generation Z is fond of using Zalando and Amazon for their online
shopping (PostNord, 2021). Some big Finnish companies could answer this
demand. Finlayson is a 200-year-old company that improved its sales by
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discussing the values of the company. Home linen has to be beautiful, but
quality and responsibility for recycling are also important factors. The trends
of the 1970s have re-emerged and responded to the wishes of Generation Z
(Finlayson, 2021). The customers’ stories are important to the company: the,
what, how, and why people buy have changed. As noted by Simon Sinek, the
stories create meaning. Finlayson’s customer stories mention:

— social proof'is a common phenomenon in the generation;

— friend requests merit affiliation;

— scarcity of special bed linen, also Finlayson’s limited editions;
— fairness and safety as attributes in reciprocity.

Finlayson organises social shopping situations where consumers interact with
others during the shopping event. In these cases, the customers influence the
decisions of others.

Mobile shopping calls for diverse ways of mobile payment that the custom-
ers can easily pay using their mobile device. The willingness of people under
30 to pay by MobilePay partly explains the popularity of mobile payment.
Online retailers should ensure their online shop works well on mobile de-
vices. Companies in the B-to-C business market via Facebook, Instagram,
and Twitter, whereas B-to-B companies use LinkedIn, Facebook, and Insta-
gram. The primary aim of marketing is to increase awareness of the compa-
ny’s products and offerings by generating traffic on the webpage and binding
the customer to the brand (Meltwater, 2020). Will it be true in 2025 that
every fifth consumer will buy almost everything on the web, as the inquiry
of the Finnish mail and logistical company suggests (Posti, 2021)?

Earlier the brand told the story; now, it is the customer that tells the story
of the brand. Companies need their own channels to get into contact with the
consumers. The digital purchase path resembles a roller coaster (Seppinen,
2019). When customers search for a solution for their problem, they encoun-
ter an impulse in an advertisement or a social media feed. Generation Z is in-
terested in the opinions of influencers. They also expect easy-going payment.
A complaint is a chance for a company to end the selling process well, i.e., it
should be dealt with immediately and so well that the client is happy with the
service and/or product.

Summary

The global pandemic reflects a meta-crisis: when the structures change, com-
merce should also cast new light on the transtormation from squirrel skins
to money, from money to plastic cards, from plastic cards to cryptocurrency.
What we need it for is the welfare that is navigated by ecological sustaina-
bility, recycling, and equality. Because goods will not be needed as much as
before, we will shift to services. When working remotely, employees value
the independence and control they have of their work (see Dufva et al., 2020,



92 Jaana Kivivuori and Monica Tamminen

pp- 50, 55). Finns cannot always tolerate uncertainty. They work hard to find
the substance of their work, they have an emotional need for rules and expect
to get a consultation, at least by the role models.

If we take a closer look at the six dimensions of Hofstede’s insights, the
power distance in Finland is small, communication is direct and engaging,
which can be seen in how customers interact with companies. They collab-
orate with companies through their stories and by influencing the brand this
way. The companies compensate the customers’ encumbrances, for example,
by offering a discount, in exchange for loyalty. Although the Finnish culture
is more individualistic than collective, Generation Z wants to belong to a
group and shows it (Hofstede Insights, 2021).

In this chapter, we stated that competition has turned to the quality of life
with regard to Generation Z’s success. Generation Z admires group mem-
bership. When competitive success is defined by masculinity, group activities
turn the operation into femininity. Generation Z cherishes their free time
which 1s dominated by being connected to similar-minded people. Status is
not shown but can be seen as following the example of idols in social media
or as searching for help in making decisions. Their concern is the motivation
that promotes a sense of community. Moreover, they will form a society that
promotes acceptance of differences in attitudes and true nature.

Although online shopping doubled at the beginning of the year 2021, the
Finnish 150-year-old Lafayette-style department store, Stockmann, must
undergo an organisational reform by the end of the year. When shopping,
customers will be entertained and be inspired by the store’s products. Apple
has done this many years, i.e., customers can see the products and they order
them to their home. Online shops and products are compared. Telephone
subscriptions are made for a year or two, but why must a faithful consumer
pay more than double the price for a longer subscription period?

When we examine Hall’s high context and low context cultures, low
context cultures favour written communication. This skill shows to be very
valuable when communicating about the brands in social media. According
to Hofstede et al. (2010, p. 275), Finns exhibit respect for traditions and are
normative in their thinking. Especially Generation X values genuineness.
Generation Z is however seen as focusing on achieving quick results, and
being impatient, whereas Generation X values critical thinking (Hofstede
Insights, 2021). The need for wide personal space for young people can lead
to loneliness. The Millennials have not shown much interest in marriage, but
according to Statistics Finland’s data (OSF 2021) on population changes, the
number of new marriages was decreased by 214 in 2020, while the number
went down by 1,503 in the previous year.

The followers of Generation Z, the Alpha Generation, the eldest at the age
of 11, represent the future. They will be a wealthy and technologically ori-
ented generation. They do not know the world without smartphones, virtual
reality, or mobile pay. They have settled down in the middle of the digital
world and social media. That is why using technology, for them is the easiest
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and the most unaffected way to do things. Receiving purchase offers is not
important for the Alpha Generation. This generation is interested in the con-
tent, i.e., they want to get to know the brand and its values for themselves.

Business ideas

In this chapter, we discussed Finnish online behaviour. Even though Finns
have previously been cosmopolitan customers, they are moving over to Finn-
ish online shops, because the buying experience and the offering have im-
proved. Consumers feel that Finnish service providers are more reliable and
information security is dealt with professionalism. Information security de-
mands attention so that the perceived risk is minimised and the trust in digital
channels remains (Chopdar et al., 2018, p. 110). Finland is categorised as an
individualistic country. With weaker uncertainty avoidance, there is less of
a prevailing sense of urgency (Hofstede et al., 2010, p. 198). If the tolerance
for uncertainty is low, new things may be seen as risks and, therefore, they
will not be utilised. There are different stages of m-commerce readiness, like
searchability and immediacy, ubiquity and omnipresence (Ashraf et al., 2017,
pp- 26, 33). The decision-making does not question the use of the product,
but climate change might affect the choices. The temperature of the Baltic
Sea 1s estimated to rise, which will lead to a thinner ice cover. The toxic
blue-green algae inhibit the recreational use of the sea, as it makes the water
unsuitable for swimming. However, the most sensitive region is Lapland.

Peer-to-peer sales open up countless opportunities. As consumers be-
come more aware, the responsibility of companies for their actions grows.
Occupational wellbeing, taking care of the employees, and the environ-
mental aspects require a change in thinking all the way from driving profit
to profit distribution. Wellbeing can be improved with multisectorality
and, for example, the combination of various arts and work. Work has be-
come more complicated, and people are using a tendering-like process in
their job search. The new ecosystem calls for both broad and horizontal
understanding and deep vertical competence in the whole issue. There is
work, but not enough competent employees. As an employee, a Millen-
nial appreciates togetherness, which makes the building of trust challenging
during temporary jobs. Second, Millennials appreciate the balance between
work and free time. In the third place, there is the personal growth that the
job should offer (Mellanen & Mellanen, 2020, pp. 112, 119).

A well-functioning circular economy attracts customers from all over the
globe, but is it reasonable to ship raw materials for long distances? The de-
mands for sustainability will require new business models and processes for
clothing and other materials, an ecological packaging, and short shipping
routes. The suitability of recycled stone material has already been tested in
construction, and geopolymers are being developed as a replacement for con-
crete (University of Oulu, 2021). Smart houses include technology for the
control of lighting, heating, and ventilation.
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In Finland, 10% of all disposed textiles are utilised. The pilot project of
Waste Management of Southwestern Finland has kicked off with the recy-
cling of clean and dry ragged clothing. Also, many companies accept second-
hand clothing, such as Finlayson which makes rag rugs, towels, and new
bedsheets out of used sheets and jeans. This concept change has proved to be
profitable, as people are fond of memories: with the revival of the rag rugs
and the “hiigge” trend, people long after the tradition or security in the midst
of rapid changes.
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6 Digital consumers in
Germany

Michael B. Hinner

Introduction

German consumers have not used digital media to the same extent that other
European consumers have done (Deutschland fallt in Digital-Ranking, 2021; Eu-
ropiische Kommission Deutschland, 2021; McKinsey, 2021). However, the re-
cent COVID-19 pandemic, in part due to governmental measures and in part
due to fear of infection, did change consumer behaviour in Germany (Birkner,
2020; Bitkom, 2021, March 10; Rabe, 2021). The question, though, is whether
the changes will have a lasting impact on consumer behaviour or whether
consumers will return to their old habits. Time will tell. But why are German
consumers a bit more hesitant in using digital media than their EU neighbours?
It seems that the infrastructure is partially to blame, but German culture seems
to play a role as well. This chapter takes a closer look at consumer behaviour in
Germany to ascertain the causes and reasons for this reluctance.

In order to better understand what role digital media plays in the shop-
ping behaviour of German consumers, it is necessary to familiarise oneself
with some statistical data because these data will help explain the purchasing
behaviour. After all, the necessary infrastructure has to be available so that
consumers can use the digital channels. It also helps if the consumers prefer
cashless forms of payment for their purchases because cashless payment meth-
ods tend to make online purchases generally easier than trying to pay for the
purchases in cash prior to or upon delivery; although that option is actually
available in Germany. But generally speaking, the more cashless a society
15, the easier it probably is to shop online or via other digital media. In both
of these factors, Germany has not been among the frontrunners in Europe
as noted above. This, in turn, may explain why German consumers are not
among the top digital shoppers in Europe. It is also necessary to take a look
at the measures the German government undertook to curb the COVID-19
pandemic to understand some of the recent changes in the behaviour of Ger-
man consumers. These measures had a considerable impact on people’s buy-
ing behaviour in Germany. As it is not yet clear whether these measures will
have a lasting impact on consumer behaviour, it is also necessary to examine
German culture because cultural norms influence people’s behaviour.
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Consequently, this chapter examines those factors which provide an in-
sight into the current buying behaviour of German consumers and offers a
brief outlook as to how German consumer behaviour might evolve in the
future. The chapter is structured as follows: first, the relevant statistical data
on digital media use will be presented which examines both the Internet and
other digital media use in Germany and compares them with other European
countries so that these data are put into a European context. Next follows a
look at the use of cash and credit cards in the retail business. Here as well, the
statistical data will also include a comparison with other European countries
to put the data into perspective. A look is also taken at the governmental
measures undertaken by the federal and state governments in an effort to
curb the spread of COVID-19 in Germany. This information can be helpful
in better understanding some of the changes in German consumer behaviour
during the pandemic. Because it is not clear whether these perceived changes
will have a lasting impact on shopping behaviour in Germany, it is also nec-
essary to briefly examine some specific aspects of German culture to see
how these characteristics might explain consumer behaviour in the country.
This background information will help understand why it is not certain how
the pandemic will influence the future behaviour of German consumers —
whether the changes during the pandemic will have a lasting impact or only
represent a temporary shift in behaviour necessitated by the pandemic and the
resultant governmental countermeasures.

Statistical data

General facts and figures

Germany is an important market in Europe because it has the largest popu-
lation in the EU with 83.1 million inhabitants. This number can be broken
down as follows: 42.1 million are women and 41 million are men while 21.2
million people have a migration background and 11.4 million people do not
hold German citizenship. The breakdown of the age groups in Germany are
as follows: under 20 years, 18.4%; between 20 and 40 years, 24.5%; between
40 and 60 years, 28.1%; 60—80 years, 21.8%; 80 years and older, 7.1% (Statis-
tisches Bundesamt, 2021a). These demographic factors will be explained
further below. While age does play an important role, it is not discussed
separately because age has an impact on all the categories discussed below.

Gender differences

As a number of studies indicate, gender seems to have an impact on shop-
ping behaviour. Men tend to have a clear idea of what to buy without being
too much influenced by the general ambience of the shopping environment,
whereas women often desire a nice overall shopping environment (Erlebnis vs.
Aufgabe, 2018). While every second female shopper in Germany buys what
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appears to be pleasing, only 39% of all male shoppers do so. In fact, men
tend to buy new clothing typically when clothes no longer fit or are worn
out while women tend to buy new clothes on impulse or as a reward for
themselves (Weibliche Konsumlust, 2020). These gender differences are also
reflected in online shopping behaviour. While 74.1% of all women under age
56 purchase books and magazines online, it is only 55.8% of all men who do
so. The figures are similar when it comes to online purchases of toys. 75% of
all women aged 46 and younger buy toys online, but only 40.7% of men in
the same age category use the Internet to purchase toys (Unterschiede zwischen
Frauen und Minnern, n.d.). Women on average require more time to reach a
decision than men also when it comes to online purchases. It seems that men
and women follow a similar shopping behaviour online as they do offline.
For women, the purchasing decision is based on the general context and en-
vironment as well as recommendations while men tend to focus on facts and
figures as well as personal experiences (Henkel, 2016).

Ethnic background

As was noted above, 21.2 million people in Germany have diverse ethnic
backgrounds. Studies indicate, for example, that consumers with Turkish
roots are more brand conscious than the average German consumer, con-
sume more sweets, and buy more baby food than other consumer groups
in Germany (Druck, 2013). When it comes to Internet use, research indi-
cates that people with a migration background tend to use the Internet more
than ethnic Germans. Not surprisingly, younger people with a background
in migration tend to use the Internet more than older people. The study also
revealed that only a small minority (3%) of people of diverse ethnic back-
grounds living in Germany access solely websites that are exclusively in their
native language. In other words, the majority of Internet users who have a
background in migration also access German websites (Worbs, 2010).

Digital media access

When it comes to Internet use, 88% of the German population as a whole uses
the Internet whereas nearly 100% of those who are between 14 and 49 years
old use the Internet on a regular basis (Anteil der Internetnutzer in Deutschland,
2021). Not surprisingly, the percentage of Internet users decreases as the age
group gets older; for example, more than 42% of those who are 60 years old
and older never use the Internet (Anteil der Internetnutzer in Deutschland, 2021).
It seems the COVID-19 pandemic has boosted Internet use among Germans.
According to a study by Bitkom e.V. (2021, March 10), Germans have spent
more time in front of a computer during the pandemic than prior to it. For
example, 55% of all respondents said they used digital technologies for shop-
ping. In fact, 78% of all respondents said they used digital technologies more
often than prior to the pandemic. Here as well, age seems to be a factor
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because up to 88% of the respondents under 65 said they increased the use
of digital technologies while 52% of those aged 65 and older gave the same
response. These numbers might seem sizeable, but Germany actually assumes
the second to last place in Europe (Switzerland is in last place) when it comes
to the use of digital media among those who are between 18 and 85 years old
(McKinsey.de, 2021). 65% of that age group have used digital media in 2021
in Germany while 82% of the same group have used digital media in France
and 80% of that age group have done so in The Netherlands. According to a
McKinsey survey (2021), though, it seems while Internet use increased dur-
ing the pandemic in Germany, this trend might be reversed once we enter a
post-pandemic society. Apparently, many German consumers yearn for phys-
ical contact and wish to return to analog interaction with retailers. This could
explain the general reluctance to use digital media among German consum-
ers in a European comparison (Europiische Kommission Deutschland, 2021;
McKinsey.de, 2021).

Income

Income is another factor that ought to be considered because the more one
has to spend, the more one might be motivated to buy. In 2019, the adjusted
gross disposable income of households per capita in Germany was 30,142
euros while it was 23,003 euros in Italy, 15,904 euros in Greece, or 14,969
euros in Croatia, for example (Eurostat, 2021). Germany has, thus, as far as
the disposable income is concerned considerable potential within Europe.
These numbers clearly indicate that Germany could be an attractive market,
but there is room for development with regard to the use of digital media in
the consumer sector as pointed out above.

Preferred payment methods

Germans have traditionally a preference for cash (Deutsch Bundesbank,
2021). While cashless payment methods typically result in fewer obstacles
when it comes to online purchases, some retailers and service providers in
Germany have actually undertaken the effort to permit cash payments for
online purchases. Some vendors permit customers to pay in cash when the
product or service is delivered at the doorstep, e.g. Lieferando, an online
food delivery service (Lieferando, 2021). Others allow their customers to pay
in cash at traditional stationary retail businesses, e.g. Barzahlen, where the
online customer either prints out a barcode or gets an SMS text message on
their mobile phones which they then take to a local dm-drogerie markt, a
national drugstore chain, where they make the payment in cash in the shops
(Schneider, 2013). Studies have shown that German consumers consider cash
payments to be safer than online payment methods (Schneiders, 2015).
When it comes to credit card use, it is not surprising that German consum-
ers prefer cash payments over credit card payments (Deutsche Bundesbank,
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2021). In a European comparison of credit card use, Germany ranks near
the bottom of the list as data from 2019 indicates. While in Germany the
average consumer used a credit card 75.7 times in 2019, the average Danish
consumer used a credit card 386.2 times, or the average Polish consumer
149 times during the same period of time (Kartenzahlungen je Einwohner in
der EU, 2020).

So while in the past German consumers generally tended not to use digi-
tal media as a payment option in a European comparison, there is evidence
that the use of digital media and cashless payment options has increased in
Germany during the COVID-19 pandemic (Deutsche Bundesbank, 2021).
With the advent of the pandemic in early 2020, data indicate that contact-
less payments with credit and/or debit cards began to increase. In 2020,
30% of all payments in Germany were made with a card. While this may
not seem like a lot, three years earlier in 2017 only 9% of all payments
had been by card. Cash payments still accounted for 60% of all payments
in 2020. But in 2017, nearly three-quarters of all payments (74%) had
been in cash. The COVID-19 pandemic changed the payment behaviour
because 32% of all respondents said that they used a contactless payment
method for the first time during the pandemic. Among respondents under
55 years and among women, the proportion of those using contactless
payment methods was even higher (Bitkom, 2021, May 31; Bitkom, 2021,
September 6).

However, payment by smartphone remains an option only among a small
proportion of the population. Only 13% of the respondents said they had used
their smartphone to pay at the cash register. But here as well, younger peo-
ple tended to use their smartphones more often than older people (Deutsche
Bundesbank, 2021). In fact, 87% of those between 18 and 19 years would like
to see all retail shops and restaurants offer at least one digital payment option
to their customers. This number decreases as the respondents get older; while
75% of those between 30 and 49 years would prefer to have such a digital
payment option, 64% of seniors aged 65 years and older would prefer a digital
payment option in retail shops and restaurants. On average, 74% of all Ger-
man consumers prefer to have a digital payment option available at all points
of sale (Bitkom, 2021, May 31; Bitkom, 2021, September 6). This clearly
indicates that the pandemic seems to have changed the payment preferences
among German consumers because 32% of all respondents said they had used
contactless payment methods for the first time during the pandemic as noted
above. 55% of those respondents said that hygiene was the primary motivator
which is why 69% said they reduced cash payments for that reason during the
pandemic (Bitkom, 2021, May 31; Bitkom, 2021, September 6). On the other
hand, 59% of all Germans said that they prefer cash payments because this
allows them to ensure that they will actually be able to pay for their purchases
as they can see how much money they actually have left in their wallets. An-
other reason for using cash is a situation where a technical defect at the point
of sale might prevent cashless payments (Bahr, 2020).
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According to Bahr (2020), the main reasons for not using cash are as
follows:

46% listed security reasons because cash could be stolen;

46% said they can save time because they do not need to go to an ATM,;
41% said 1t is easier to keep track of payments;

39% listed health reasons because it reduces the risk of getting infected,;
19% wanted to benefit from bonus programmes often associated with
cashless

payment methods.

Nonetheless, researchers also point out that the transition from cash to cash-
less payment methods will probably take some time in Germany despite
COVID-19. Many retailers and restaurant operators do not wish to switch
to a cashless payment method because they are worried about the costs of in-
stalling such a system. They are also concerned that finding the right software
can take time, and they are apprehensive about possible technical problems
(Bahr, 2020).

The preference for cash over cashless payments can, in part, also be ex-
plained by the preference of savings accounts among Germans. While 47%
use their current account to save their money and 43% a classic savings ac-
count, only 17% invest their money in stocks. The reason for this is the fear
of losing the investment (Genutzte Geldanlagen, 2021). The financial crisis of
2008 reinforced the aversion of stocks among German consumers. Savings
accounts and the like are preferred because it is believed that money in a bank
is safer and more concrete than stocks because the stock market and stock
prices can be very volatile. So savings accounts remain popular even though
current interest rates are very low. This explains why some German politi-
cians have called for higher interest rates so that the money Germans have in
their bank accounts does not lose its value to inflation (Neue EZB-Stratgegie
gefordert, 2020).

Increased package deliveries

Another worthwhile statistic to consider is the number of packages delivered
from retailers to customers in Germany during the COVID-19 pandemic.
According to the Bundesverband Paket und Expresslogistiks e.V. (BIEK) [Federal
Association of Parcel and Express Logistics], about four billion parcels had
been delivered in 2020 which are 400 million more than the previous year.
This was an all-time high. As a result, the branch had to hire more staff to
handle the extra volume. The Association sees the pandemic as the cause for
this increase. This trend is expected to continue in the future as well which
means that the branch expects consumers to order more products online and
have them delivered to their homes (Paketsendungen, 2021). Deutsche Post also
recorded a substantial increase in the number of parcels shipped via DHL in
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2020 and also sees the pandemic as the primary cause for this upswing. The
trend 1s expected to continue in 2021 as well (Kerler, 2020). The increase in
parcels shipped and delivered to customers indicates that German consumers
had probably placed these orders with the help of digital media because most
of these parcels came from online vendors or mail order retailers who offered
online services. This inference is supported by the fact that online vendors
like Amazon, Zalando, DocMorris, and even eBay as well as the traditional
mail-order retailers like Otto all registered considerable growth during the
pandemic (Birkner, 2020; Umfrage zur Nutzung von Online-Anbietern, 2021;
Wer profitiert vom Omnline-Boom?, 2020). The question, of course, is whether
this trend will continue after the pandemic.

Governmental factors

It seems that measures are undertaken by the German government to curb
the COVID-19 pandemic also had an impact on the use of digital media
amongst German consumers. Germany is a federal state which means the
political power is split between the federal government and the individual
federal states. Certain rights are delegated to the individual states which can
interpret and implement these rights individually (Facts about Germany, 2018).
The states are, for example, responsible for implementing many health-related
issues. The Infektionsschutzgesetz (IfSG) [Infection Protection Act] assigns the
right to control pandemics and undertake effective countermeasures to the
federal states. That explains, in part, why different federal states undertook
different protective measures at different times during the COVID-19 pan-
demic (Saurer, 2020). As this created a very heterogeneous situation, the
tederal parliament amended the Infection Protection Act to give the federal
government some more influence. For example, the federal government can
now prohibit border crossings or track persons who have contracted the virus
(Geinitz, 2020).

German Chancellor Angela Merkel and the heads of the 16 German fed-
eral states met virtually at regular intervals to determine what measures to
undertake. In line with the German constitution, Chancellor Merkel could
only recommend measures which the individual states could then adopt, ad-
just, or ignore (Oltermann, 2020). As the number of COVID-19 patients
increased, the federal and state governments decided to impose a lockdown
on March 22, 2020. This included, amongst other measures, also the clo-
sure of many retail and service businesses in Germany. All federal states kept
only essential retailers open and closed all other businesses. Essential meant
above all food retailers like supermarkets, produce stores, bakeries, butcher
shops, etc.; it did not include restaurants or non-food retailers. This lockdown
lasted until May 6, 2020 (Covid-19-Pandemie, 2021). This unusual situation
initially led to panic purchases which resulted in a temporary shortage of
toilet paper, noodles, canned goods, and other necessities and brief rationing
of these items in many supermarkets. On November 2, 2020, a lockdown
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“light” became effective. It forced restaurants to close again along with a
number of other service industries. Wholesale and retail businesses, though,
were permitted to stay open (Covid-19-Pandemie, 2021). Because the number
of COVID-19 patients did not decrease, the federal and state governments
decided to tighten the restrictions which became effective on December 16,
2020, and closed again most retail businesses and service providers. These
restrictions stayed in force until March 3, 2021, when the federal and state
governments decided to ease the restrictions. Between April 23, 2021, and
June 30, 2021, further amendments to the Infection Protection Act permitted
individual states the right to impose curfews between 10:00 PM and 5:00 AM
in those counties which had an incidence rate of 100 or higher over seven
days (Covid-19-Pandemie, 2021).

These various restrictions which had been enacted by the federal and state
governments in Germany during the pandemic had a direct impact on con-
sumer behaviour as some of the above studies have shown. After all, when
consumers are not permitted to shop in certain retail businesses or avail them-
selves of specific services, this leads to changes as to where consumers turn to
in an effort to procure the goods or services they need or which they usually
purchase. And shortages of specific items in shops forced consumers to turn
to alternative venues as well. So it is not surprising that during these lock-
down phases, German consumers were essentially forced to use the Internet
to make their purchases. Not surprisingly, this is reflected in the online sales
and package deliveries in Germany during the pandemic. Even after the re-
strictions associated with the lockdowns imposed by the state governments in
2020 and 2021 had been removed, online sales of necessities remained high
(Bangemann, 2020; BEVH, 2021; Gassmann, 2020; Hahn, 2021; Online-
Handel wichst, 2020; Onlineshopping, 2020; Rainsberger, 2020).

But it has to be remembered that these sales figures were all reached during
the ongoing COVID-19 pandemic. Even though the lockdown restrictions
and shop closures had been lifted, many consumers were still fearful of get-
ting infected with the virus in face-to-face shopping or service venues (Bit-
kom, 2021, May 31; Gassmann, 2020; Onlineshopping, 2020). So it is not clear
whether this shopping behaviour will continue after the pandemic is over
because there are also signs that German consumers might return to their old
shopping behaviour (Kaufverhalten nach Corona, 2021; Kéhler, 2021). Interest-
ingly, there are also indications that local stores have received a boost due to
the pandemic (Deutsche kaufen im Laden, 2021) because German consumers
believe food is fresher and safer if it is sold in local stores than if it is purchased
online where it is not clear where the food comes from and who handled it
(Gassmann, 2020; Onlineshopping, 2020; Wulft, 2019).

Cultural factors

To understand why German consumers might revert to their old shopping
behaviour after the pandemic, it is necessary to briefly examine some aspects
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of German culture. After all, human behaviour, and thus also consumer be-
haviour, is influenced by the culture one grows up in. For many centuries,
Germany had been the site of many battles and wars and the accompanying
destruction of life and property which explains the yearning for safety, se-
curity, and stability. Economic hardships during the 20th century after both
world wars reinforced the need for safety, security, and stability; e.g. hyperin-
flation in the Weimar Republic, the 1948 currency and economic reform in
West Germany as well as the German monetary unification in 1990 (History
of Germany, 2021). These past turbulences often serve as an explanation as to
why German culture is considered to be high in uncertainty avoidance (Hof-
stede Insights, 2021). According to Hofstede Insights (2021), this means am-
biguous situations are generally avoided because people do not like situations
where they do not know what will happen. Instead, people prefer stability
and predictability. Germany is also classified as a Long Term Orientation
culture which means Germans tend to be thrifty and are more inclined to
save (Hofstede Insights, 2021). This would explain, in part, the German pret-
erence for cash and savings accounts over credit cards and risky investment
options as noted above.

This desire for stability and predictability is also reflected in German
politics. For example, the first Chancellor of West Germany, Konrad Ade-
nauer, was elected for four consecutive terms of office — albeit, he resigned
haltway through the fourth term of office. Adenauer was 73 years old when
he was elected and 87 years old when he resigned from office. Between 1917
and 1933, he had been the mayor of Cologne which made him a guaran-
tor of stability and continuity. Helmut Kohl served four terms of office as
Chancellor from 1982 to 1998. And Angela Merkel also served four terms in
office, starting in 2005 (Facts about Germany, 2018). This aversion of change
and instability is compounded by a general mistrust of technology (Theil,
2009) which is, not surprisingly, also reflected in the use of digital media.
As pointed out above, Germans are not in the top league when it comes to
digital use or cashless payment methods. Cultural values and norms can and
do change, but not necessarily quickly — unless there are factors which force
essentially a complete change in behaviour (Lustig & Koester, 2013; Oetzel,
2009; Samovar et al., 2017) such as the COVID-19 pandemic seems to have
triggered.

The impact of the pandemic on consumer behaviour

During the recent COVID-19 pandemic, the behaviour changed, in part,
due to the governmental measures as noted above. Online sales, for example,
increased by 16.5% and the sales figures for food sales nearly doubled dur-
ing the second quarter of 2020 when compared to the same period in 2019
(Online-Handel wdchst, 2020). An increase in online purchases was registered
in convenience goods, household appliances, and fashion; e.g. online sales
for convenience goods increased by 51.2%. Those retailers who were only
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active online increased on average their sales by 20%. Amazon, for exam-
ple, increased its sales by 37% in the third quarter of 2020. During the same
period, the traditional stationary trade with its local stores exhibited only an
increase of 4.7% (BEVH, 2021; Online-Handel widchst, 2020). This trend con-
tinued also in the fourth quarter of 2020. The Bundesverband E-Commerce und
Versandhandel (BEVH) [German E-Commerce and Distance Selling Trade
Association] announced that online sales for food increased substantially by
83% during the fourth quarter of 2020 when compared to the same period
0t 2019. The supermarket chains Edeka and Rewe seem to have profited the
most from this development because they had also offered food delivery ser-
vices to their customers (the so-called click and collect service) (Wer profitiert
vom Online-Boom?, 2021).

The forced closure of many retail businesses and service providers during
the lockdowns compelled a number of these enterprises and proprietors to
use the Internet to generate at least some turnover. This led to the intro-
duction of the so-called click and collect service in the retail and service
sectors as noted above. “Click and collect” allowed retailers and service
providers to present their products or service on the Internet or social me-
dia. Customers would then access these digital media, make their selection,
place an order, and pick it up at a predetermined time and location (Brent-
nall, 2021; Edwards, 2021; Einkaufen in Corona-Zeiten, 2021). This service,
though, has been reduced as the restrictions were lifted and people could
once again go directly to the retail business or service provider. Research
shows that while 23.4% of Germans used click and collect in 2020, this
figure will increase only to 27.7% in 2024. The pandemic did not seem
to increase the use of click and collect in Germany because in November
2020. only 7% of adults in Germany stated they have used click and collect
more since the advent of the pandemic. In France, it had been 14% and in
the UK 11%. Another explanation for this relatively low rate in Germany
is the availability of this service. Most retailers only introduced the click
and collect service during the pandemic (Brentnall, 2021; Edwards, 2021).
It seems that age is once again a determining factor. The older the con-
sumer, the less likely it is for that consumer to use this service in Germany.
It seems that older consumers only used such digital options because other
alternatives were not available (Kistner, 2021; KPMG, 2021). It is, thus,
very likely that they will return to their old habits when that opportunity
arises again in the post-pandemic era.

‘Who then seems to have profited from the lockdowns? Online drugstores
increased their sales by about 47% and online pharmacies exhibited a growth
0f'53.5%. The online sales of clothing increased by 26%, and Otto [originally
a mail-order retailer| saw its online sales increase by almost 60%. It was in
particular the online sale of mobile phones, TVs, sofas, notebooks, and shoes
that had been responsible for most of the sales at Otto. Online food delivery
services like, for example, HelloFresh tripled its sales while Delivery Hero
increased its sales by 99% during the third quarter of 2020. All told, the trade
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association BEVH notes that online sales increased by nearly 24% when com-
pared to the previous year (Wer profitiert vom Omnline-Boom?, 2021). It should
be noted, though, that overall consumer spending decreased by 4.6% in Ger-
many in 2020. This was actually the largest decrease since 1970. However,
German consumers had spent 6.3% more on food and beverages in 2020 than
the previous year. This was due to the fact that restaurants were closed for a
long time during the pandemic which explains why the restaurant and hotel
industry in Germany had exhibited a drop of 33.2% in turnover in 2020
compared to 2019 (Statisches Bundesamt, 2021b).

A KMPG study shows that more than two-thirds of German consum-
ers changed at least in part their shopping behaviour from stationary sales
points to online services. The survey also revealed that almost every second,
German had changed their shopping behaviour in favour of online sales dur-
ing the pandemic. Many consumers purchased food for the first time online
during the pandemic (KPMG, 2021). 85% of the surveyed online consumers
reported that they buy clothing on a regular basis or occasionally online and
about two-thirds buy furniture occasionally online (Kistner, 2021). A closer
look at the online consumers revealed that it is primarily younger consumers
who prefer to have the goods delivered to them instead of them going to the
point of sales. And the younger the consumers, the more likely they are to use
apps for their online purchases. 48% of German millennials said that they had
used the “click and collect” service of food retailers (Kistner, 2021; KPMG,
2021). At the same time, another study shows that 19% of retailers reduced
their online product range due to the pandemic while 11% of online retail-
ers had experienced no change in their sales during the pandemic in 2020
(Veranderungen im Online-Handel, 2021).

While many studies indicate a change in consumer behaviour during the
pandemic (Anteil der Internetnutzer in Deutschland, 2021; Bitkom, 2021, March
10; Gassmann, 2020; Rainsberger, 2020), some other studies seem to indi-
cate a different trend (Kaufverhalten nach Corona, 2021; Kohler, 2021; Umfrage
zur Anderung des Einkaufsverhalten, 2021). A study conducted during the pan-
demic in 2020 indicated that 30% of the respondents said they would most
likely change their behaviour in favour of online purchases and 54% said it
is probably likely that they would change their behaviour. Only 13% of the
respondents said they probably would not change their behaviour in favour
of online purchases (Mdgliche Verinderungen im Online-Einkaufsverhalte, 2020).
In July 2021, this seemed to have changed because during that month only
33% of respondents said they were purchasing products online which they
had previously bought in traditional stationary stores. This represents a de-
crease of 10% when compared to mid-March, 2021 (Umfrage zur Anderung
des Einkaufsverhalten, 2021). It seems hygiene had been a motivator as to why
German consumers switched, even for the first time, to online purchases
(Bangemann, 2020). This would explain why a number of German consum-
ers no longer saw a need to continue their online purchases as the number of
COVID-19 cases decreased in the country.
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Discussion

So what do the above data and information tell us about German consumers
and their use of digital media? It was seen that German consumers are, not
surprisingly, influenced by their native culture which explains why they had
been and to some extent continue to rely on cash as their preferred method
of payment. It should, though, also be noted that for a long time, German re-
tailers and service providers like restaurants refused and continue to refuse to
accept credit cards because they do not like the high service fees typically as-
sociated with credit cards use (Bahr, 2020; Kartenzahlung: Kosten fiir Hindler,
2021). That is why it would be interesting to discover if the cashless payment
measures, which had to be implemented in most federal states during the
lockdown by retailers and service providers, resulted in using debit or giro
cards or whether it also meant more retailers and service providers began to
accept credit cards. Here, the yearning for stability and predictability, which
are characteristic features of German culture as noted above, seem to be the
primary reason why Germans prefer cash. It has been proposed that German
consumers prefer cash because they want to know how much money they
have left in their pockets so as to avoid spending more than they actually
have. Consumers had also stated they wanted to ensure they could still pay
the bill if the business establishment has a technical defect that prevents the
use of cashless payment methods (Bahr, 2020), i.e. predictability and Long
Term Orientation. It would be interesting to discover if ethnicity plays a role
in the preference for the method of payment in Germany, i.e. do inhabitants
with a background in migration exhibit the same preference for cash ethnic
Germans do?

Another major issue is privacy which plays a major role in why some Ger-
man consumers are reluctant to use the Internet because the Internet permits
the tracing of one’s visits and habits. Here, though, there seems to be a differ-
ence due to age. Older people are more hesitant and concerned than younger
people (Bitkom, 2011, 2021; Jugendliche im Internet, n.d.; Zu sorgloser Umgang
mit personlichen Daten, 2020). In fact, a number of studies have shown that
younger people are more willing to share personal data. For example, 78% of
young people between the age of 14 and 29 post personal data online while
only 23% of those who are 65 and older do so (Bitkom, 2011).

Inner cities might suffer as a result of the pandemic as some studies indicate
(Kaufverhalten in der Krise, 2021). However, other studies show that German
consumers prefer to use local shops to online food vendors because it is as-
sumed local shops are more likely to sell fresher products. It is also assumed,
local shops are more likely to sell products from local producers than online
vendors (Deutsche kaufen im Laden, 2021; McKinsey, 2021). And German con-
sumers like the personal contact that is possible in local shops, but missing
with online vendors (Wulff, 2019).

So it seems that the pandemic did have at least a momentary impact on the
use of digital media. Health concerns and governmental measures essentially
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torced consumers to change their behaviour. And most consumers did change
their behaviour as the above figures indicate. The big question, though, is
whether this temporary change will turn into a permanent behavioural
change. Most likely, older people will revert back to their old habits be-
cause people generally do not change their habits once they have become
established unless they are forced to do so (Harris et al., 2016; Keltikangas-
Jarvinen, 1990; Terracciano et al., 2008). This is different with younger con-
sumers who grew up with digital media, and as digital natives, they have
different attitudes and are less concerned about possible security issues than
their elders as noted above. But this should not come as a surprise because
cultures can and do change. Technological advances and natural catastrophes
are often a driving force in this change (Lustig & Koester, 2013; Oetzel,
2009; Samovar et al., 2017).

Implications

It seems retailers and service providers in Germany can expect younger
consumers to use digital media also in the future. As these digital natives
have more disposable income, they will be spending that income on prod-
ucts and services with the help of digital media. In order to address their
needs, it is necessary to use various social media, making the ordering of
goods or services via these media easy and convenient. This includes cash-
less payment methods and a delivery service because younger consumers
want the product to come to them and not the other way around. They also
prefer cashless payment methods (Kistner, 2021). With older consumers, it
seems that options for cash payments ought to be available for online pur-
chases because older German consumers prefer cash over card payments.
And when it comes to food, it seems German consumers prefer to buy
local — whether it is the origin of the food or the retail business where it
is sold (Edwards, 2021). But here as well, it is mostly younger people who
purchase food online.
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7 Inside the mind of Italian
digital consumers

Alberto Frigerio and Margarita Galagan

Introduction

Compared to other European countries, Italy embraced the practice of
e-commerce with a certain delay and the Italian consumers still spend less
than half of the European average on online shopping (Morgan, 2019b).
Nonetheless, the situation 1s progressively changing and the common belief
is that Italy will align itself with other European countries in the next fu-
ture. Assessing the Italian case through the lenses of Habermas’ system and
lifeworld — here, simplified and revisited for explaining the patterns of Italian
soclety — is an innovative approach to clarify what happened and what is hap-
pening in this country in the sphere of digital consumption.

According to Habermas, society is characterised by two interactive, but
distinct spheres: the system, which is the space of instrumental actions di-
rected toward the realisation of the desired end; and the lifeworld, which
is the informal space of those social interactions that contribute to define
the knowledge and establish shared meanings (Finlayson, 2005). The system
has an impact on the lifeworld by providing new tools for the realisation of
diverse goals. Among them, new means for the purchase of products and ser-
vices. At the same time, the lifeworld has an impact on the system by shaping
and spreading new customs and behaviours among the public. Hence, the
simultaneous and reciprocal impact between system and lifeworld determines
the outcome that, in this case, is the rate of digital consumption in a country
(Figure 7.1).

Historically, three different phases of development can be observed by as-
sessing the Italian digital consumers’ behaviour through the lenses of Haber-
mas’ system and lifeworld model.

Phase 1, a reticent reaction. When the market proposed the novelty of
e-commerce, at first and for a certain period of time (arguably, from 1994
to 2008), only a highly-restricted segment of the lifeworld positively re-
sponded to it. This result can be explained by taking into account some
long-established cultural features of Italian society. First, Italy has a high
score on Hofstede’s “uncertain avoidance” dimension, which means that, on
the whole, Italians are not prone to risk or ambiguity (Hofstede et al., 2010).

DOI: 10.4324/9781003263685-10


https://doi.org/10.4324/9781003263685-10

116 Alberto Frigerio and Margarita Galagan

SYSTEM:
THE DIGITAL MARKET

&%
S
%

DIGITAL CONSUMPTION IN A COUNTRY

0,
O/ 5
LIFEWORLD:
DIGITAL CONSUMER BEHAVIOUR

Figure 7.1 The impact of system and lifeworld on the digital consumption
of a country

As a result, being unaware about how to proceed with purchase online and/
or being scared that something could get wrong (widespread concerns such
as, for example, “what if [ won’t receive my product” or “what if my credit
card will get cloned”) were factors that significantly constrained the spread
of digital consumption among the Italian population. Second, Italy is consid-
ered part of Hall’s high-context communication countries (Onkvisit & Shaw,
2004). Such countries are characterised by a strong bond between people
and a common emphasis toward the context (both physical and cultural) as
a key to understanding verbal and non-verbal communication (Hall, 1976).
Accordingly, the Italian consumers tend to reveal a certain loyalty toward
those trustworthy sellers from whom they regularly buy those commodities
or services that are considered of high importance (e.g. medicines, beauty
products, or elegant clothes). Likewise, they tend to prefer in-person pur-
chases for those innovative commodities that may demand the consultation
of an expert (e.g. computers or other technological devices). Therefore, the
impossibility to verbally deal with a physical person while making a purchase
online de facto slowed down the spread of a digital consumer mentality in the
Italian lifeworld.

Additional factors that further contributed to the registered delay in the
online purchase in Italy were: an initial diffidence toward novelties, partially
dictated by the high average age of the Italian population compared to most
of the other European countries — the median age in Italy is 46.7 years, while
the median age of the EU-27’s population is 43.7 years (Eurostat, 2020); a
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cultural appreciation of customary routines, which includes, for instance, the
practice of personally purchasing food in the supermarket during the week-
ends; and a relatively limited number of Internet users in the country — in
2009, only 44.4% of the Italian population used the Internet compared to the
70.9% of 2019 (Statista.com, 2021b).

Phase 2, a gradual embracement of the new platforms (approximately
from 2009 to 2015). Notwithstanding the cultural barriers mentioned
above, the purchase of services and products on the web slowly, but in-
creasingly became more appealing in specific categories of the lifeworld:
mainly young adults (ranging from the 20s to 40s) from the North and
Central regions more than the South and the islands (Angelini et al., 2018).
These people saw in making a purchase online either an opportunity (e.g. in
terms of costs, access to otherwise unavailable commodities, or time-saving
practice) or a curiosity (e.g. the willingness to try something new). Some
of the most important factors that favoured such process of transformation
were: an increased popularisation of historical e-commerce websites like,
for instance, Amazon and eBay; the rise of the phenomenon of couponing
(e.g. Groupon); the development of more user-friendly online interfaces;
the practice of sharing experiences through social media platforms (such as
Facebook and YouTube); and the securing of online economic transactions
through a system like PayPal. These changes favoured the first spreading of
digital consumer culture in Italy. Even so, the majority of the Italian popu-
lation ignored or showed a reluctance to shop online. To a large extent, such
a result was dictated by a still restricted number of Internet users and credit
cards owners in the country.

Phase 3, a new pathway in the Italian digital consumption (from 2016 to
date). The development of mobile commerce represented an important turn-
ing point in Italy because customers got the opportunity to shop online by
downloading and using simple apps with their smartphones. As a result, an
important increase in e-commerce transactions was recorded in such years. In
2016, Italy faced an 18% growth in e-commerce, which produced a turnover
of nearly €20 billion (Osservatori.net, 2016). Similar results were recorded in
the following years (2016—2019) and, according to Morgan (2019a), the total
e-commerce transactions realised through a mobile device in Italy reached a
quota of 33%. Likewise, the number of social media users in the country re-
corded a progressive increase over the years, and, in 2019, Facebook reported
35.7 million active users, followed by YouTube and Instagram, respectively
with around 24 and 22.3 million users (Statista.com, 2021a). There is, how-
ever, no clear evidence about the impact (if any) played by social media on the
development of online shopping in Italy.

The global spread of Covid-19 introduced some additional structural
changes. According to Osservatori.net (2020), in 2020 the online purchases
in Italy reached a quota of 30.6 billion euro, thus registering a decline of
3% compared to 2019. Nevertheless, the same source reveals that while the
number of services purchased online almost halved compared to the former
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year, the number of products sold online registered a noteworthy growth
of 31%. Likewise, in 2020, the number of people in Italy who made a pur-
chase online increased by 13% compared to 2019, thus reaching a quota of
26.9 million (Pontiggia, 2020). Today 65% of the Italian adult population
(over 15 years old) claims to make online purchases and/or to pay bills
online (Kemp, 2020) and Amazon is the 5th most visited website in Italy
(SimilarWeb.com, 2021). So, Italians did not stop purchasing online dur-
ing quarantine. They just shifted their attention from services to products
plausibly due to the restriction imposed by the governments worldwide on
the tourism and entertainment industry. There are, therefore, valid reasons
to believe that the e-commerce growth will return to (or even exceed) the
2016-2019 rates once the Covid-19 pandemic will progressively get under
control.

Since all models are approximations, the systematisation provided here
is also an over-simplistic assessment because it does not fully consider the
multidimensional aspects of national culture as well as the incongruent be-
haviour that may occur within similar categories of the population. More-
over, it is an incomplete explanation because it omits a holistic analysis of
the problem (e.g. it does not consider the impact of political or economic
uncertainty on the behaviour of the Italian consumers). Nevertheless, this
schema provides a simple, but cohesive and reasonable overview of the
motives behind the moderate spreading of digital consumption in Italy for
SO many years.

The following sessions try to examine deeper the matter, by offering a
critical assessment of the Italian digital consumers’ culture. The objective
is to address the cultural dynamics that induced some Italians to culturally
embrace the idea of shopping online as well as to uncover emerging trends
for e-business in Italy. Methodologically, such a study is grounded on the
qualitative content analysis of a series of semi-structured interviews, which
have been conducted online by the authors between April and June 2021.
Each interview consisted of 15 basic questions plus an undetermined series
of additional questions that were used to clarify blurred statements and/or
to gain some detailed explanations. The respondents were 16 Italian digital
consumers, 10 males, and 6 females, living in the northern regions of Italy
and aged between 35 and 43 years. What they have in common is the belief
that they are Italian digital consumers. The next section reports the main
findings from the semi-structured interviews conducted in the course of
this study. During the analysis, the collected textual material has been cohe-
sively organised and coded in an attempt to identify relevant patterns. Such
information has successively been logically arranged to construct a model
where the observed behaviours are related to the underlying attitudes and
values of Italian society. Such a model is presented in the third section of
this chapter. The conclusive sections sum up the core results of this study
and briefly show how they might affect the Italian e-commerce business in
the next years.
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The Italian digital consumers’ behaviour:
a qualitative analysis

The literature on the Italian digital consumers’ behaviour is largely under-
developed. Only a few exploratory studies (e.g. Angelini et al., 2018; Kemp,
2020) and online platforms (e.g. Osservatori.net; Casaleggio.it) offer some
updated information and in-depth analysis on the emerging customs. At the
same time, no comprehensive studies are trying to specifically examine the
digital consumer culture in Italy and its system of values. To fill in such a gap
of knowledge, the authors of this chapter conducted a series of in-depth in-
terviews with people who identified themselves with the definition of “Ital-
ian digital consumers” — here interpreted as a person who claims to regularly
purchase a diversified set of assets and services through online platforms. The
following analysis will define what Italian digital consumers primarily buy
online, how do they proceed before completing a purchase, what factors they
value the most, which platforms they tend to use for online shopping, and
what kind of actions could further foster the spreading of digital consumer
culture in Italy.

Although all respondents defined themselves as digital consumers, the de-
clared number of purchases, as well as the total monetary value of the per-
formed acquisitions, changed drastically from individual to individual. For
example, the number of products/services bought online in the last year by a
single respondent ranged from 10 to 400, with an arithmetic average of 121
purchases, but a median of only 55 items. Likewise, the amount of money
invested on average in a single month for online purchases ranged from 150
to 1,500 euro, with a mean of 587 euro and a median of 325 euro. Therefore,
the element of inclusiveness in the “club of digital consumers” is not deter-
mined by the number of transitions or the purchasing ability of the buyer,
but rather by the confidence and regularity with which online purchases are
made. In other terms, the psychological, cultural, and know-how parameters
seem to be more relevant than the economic factor.

All respondents identified in hotels and airline tickets the main services
commonly purchased online. Several participants made also reference to the
purchase of tickets for attending entertaining events of diverse nature (e.g.
music concerts, sports competitions, theatres). Therefore, tourism and lei-
sure seem to monopolise the services commonly purchased online. Differ-
ently, a more diversified set of products was mentioned by the interviewees.
It included: health products (e.g. vitamins and herbal tonics), technologi-
cal objects (e.g. televisions, computers, and mobile phones), casual clothing,
collectibles (e.g. vintage toys and vinyl records), household goods, domestic
appliances, sportive items, books, and other articles of “interest, but low eco-
nomic value”.

Notwithstanding such diverse interest in the selections of the products
that are commonly purchased online, all respondents claimed that they still
prefer to buy food and beverages oftline. Such behaviour is, at first glance,
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justified by the desire “to see and touch the product”. However, two factors
come to light trying to examine more in-depth the matter: an issue of health-
care security that demands control of the purchased culinary product (e.g.
freshness, quality, origin, etc.) and a matter of social custom, as purchasing
grocery products in person is still viewed as a heartfelt tradition, which must
be shared by the whole family.

Around a third of the respondents added clothing among the items they
still prefer to purchase offline. The main explanation was the wish to try
them (for instance, to check the size and the appearance once worn) before
making the purchase. Most of the respondents claimed that such a practice
is unfeasible online. Moreover, some interviewees asserted that they do not
make online purchases for products over a certain budget (variable from per-
son to person) due to the possible risk of fraud or dissatisfaction with the final
product. Actually, the same respondents claimed to trust the system of pur-
chases online, but presumably, there is a boundary after which the perceived
risk outweighs the expected benefits.

During the interviews, Amazon and Booking.com resulted from the most
popular platforms of e-commerce. Users appreciated their simplicity (“easy to
conclude a purchase”), reliability (in terms of money-transfer security as well
as final delivery), and competitiveness in prices. Other online platforms men-
tioned by interviewees were TripAdvisor, Zalando, Subito.it, Ebay — which
was, however, highly criticised as the most cumbersome platform — Asos.
com, Yoox.com, and Ali Express. Being simplicity still a key condition for
online shopping, most of the respondents were relatively unaware of more
advanced tools of digital consumption. Only two of them, for example, tried
an augmented reality application before making a purchase. In both cases,
such experience did not affect their final decision and it was primarily made
to satisty their sense of “curiosity”. These results seem to suggest that the
Italian way to shop in the digital world is, to a large extent, still limited to
online shopping platforms.

All respondents claimed to make preliminary research, mainly on Google
and Amazon, before purchasing a product. The objective is to find and buy
the searched service or commodity at the lowest possible price. Several re-
spondents stated that searching for the most advantageous price is a sort of
“game quest” whose successful completion generates personal satisfaction.
Around one-third of the respondents claimed to keep a similar approach for
oftline purchases too, while the others sustained that such a practice offline
would be excessively time-consuming.

So, the consumer decision model for both oftline and online purchases
seems to be based on the same core structure: problem recognition, search
for a solution, evaluation, and comparison of alternatives, decision (Smith,
2020). Online shopping, however, removes the spatial dimension — no need
to visit the shop in person anymore — and it exponentially reduces the time to
compare prices or products — in a few minutes it is possible to critically assess
the features and costs of multiple goods by getting access to a huge quantity
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of official and unofficial information. As a result, companies now deal with
well-informed consumers whose loyalty can only be retained through a fo-
cused client-oriented approach (Racolta-Paina & Luca, 2010).

All but one interviewee claimed that their attitudes toward online pur-
chases changed during the Covid-19 pandemic. Specifically, the number of
products purchased online significantly increased primarily due to the im-
possibility to physically access the shops, but also as an effect of the boredom
caused by the quarantine restrictions that pushed them to make “tempting,
but unneeded purchases”. Still, the majority of Italian consumers continued
to buy food in person. Differently, the number of services bought online sig-
nificantly declined due to travel restrictions. Moreover, while the majority of
respondents sustained that the average amount of money invested in online
purchases did not change in the last year, two interviewees claimed that they
had to reduce their investments for online purchases due to the redundancy
fund scheme introduced at their workplace during the period of quarantine.

When asked why they make a purchase online and what are the most rel-
evant benefits of shopping online, the following advantages were identified:

*  comfort: anyone can purchase whatever he/she wants from his/her home
or office just in a few minutes;

* timing: the purchase can be done rapidly, thus saving time for other
activities, and most of the products are nowadays delivered home in 48
hours;

* saving: most of the respondents claimed that, after proper research, it is
possible to purchase a product online for a price much lower than it is
sold offline;

*  opportunities: through online platforms, clients can get access to a huge
variety of products, including some goods that, otherwise, will be una-
vailable in their countries.

Although most of the respondents affirmed that social media — mainly Face-
book, YouTube, and Instagram — incentivise people to buy online by show-
ing the features of new products, they also showed a low trust toward online
reviews. The dominant perception is that most of the comments on social
media platforms are biased or made by fake profiles. Therefore, at present,
social media are used as platforms to discover new products and services,
but they are not used as a direct channel of online purchases and neither as a
reliable source of information. Moreover, none of the interviewees claimed
to regularly post photos or comments of his/her online purchases on social
media platforms. This behaviour, principally justified by a lack of interest and
a scarcity of time, is in contrast with the participatory behaviour identified in
some studies as a primary factor in the online consumers’ decision-making
approach (Ashman et al., 2015). Future academic research should investigate
deeper this aspect to understand if the Italian digital consumer culture is ef-
fectively an exception in this regard.
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Proceeding, interviewees commonly agreed that the confidence to shop
online has drastically increased in comparison to their first experience. Spe-
cifically, the payment system is more secure and the logistics have also been
significantly improved. As a result, their number of purchases online has
grown over time. Although the current system is viewed as stable and relia-
ble, respondents affirmed that the following actions could be taken to further
foster a digital consumption culture in Italy: give customers the possibility
to pay in cash upon delivery; enhance the promotion of e-commerce in the
traditional channels of communication, and create more platforms that would
allow comparing the costs of diverse goods and services.

Moreover, according to respondents, the main factors still constraining
the spread of digital consumption in Italy are limited use of the credit card
in certain segments of society; a lack of confidence toward the quality of the
final product, and/or the safety of operations online due to inexperience or
former unsatisfactory events; a still excessively long delivery times for certain
zones of Italy (e.g. in the largest cities products are often delivered within 48
hours, while in peripherical areas it might need a whole week or more); a
know-how gap and a prevailing scepticism within the eldest population; and
the persistence of certain socio-cultural traditions that can hardly be broken
(e.g. purchasing of grocery offline).

High perception of risk, fear of financial loss, delivery delays in periph-
erical areas, rooted cultural traditions, and lack of confidence-knowledge
toward e-commerce platforms seem, therefore, the main factors still con-
straining online shopping in Italy. These considerations are following some
of the conclusions already reached by academic literature upon the issue of
online shoppers and non-shoppers (Allred et al., 20006).

The underlying attitudes and values of digital
Italian consumers

A discrepancy of attitudes comes to light by comparing the cultural fea-
tures of Italian society that have been identified in the first section and the
behavioural approach of the Italian digital consumers as emerging from the
interviews examined in the second section. Such difference is, however, ex-
plainable considering the ongoing transformations taking place both in the
e-commerce system and within Italian society. For instance, Italians are cul-
turally not prone to risk or ambiguity. But the raising confidence in the
use of credit cards and the achieved improvements in the system of secu-
rity for online transactions have progressively fostered digital purchases in
the country. Likewise, for Italians in-person communication is an important
factor before making a choice. This is still a key issue and, in fact, during
interviews respondents show low confidence toward online reviews. How-
ever, the combined strategy to recognise the customer’s buying behaviour
as well as to increase the availability of information online about a product/
service (Casaleggio.it, 2021) has partially met the Italian customer’s demand


http://Casaleggio.it

Inside the mind of Italian digital consumers 123

for clarity and awareness. Moreover, according to Lewis (1996), Italians show
a multi-active behaviour which, inter alia, entails the intent of doing several
things at once. In this regard, online shopping is a tool that perfectly fits with
such a profile in view of its simplicity, immediacy, and versatility.

Still, what needs to be clarified is the system of values supporting the
Italian digital consumers’ attitude and behaviour. Critical discourse analysis
has been conducted on the material collected through in-depth interviews.
Figure 7.2 sums up the results of this analysis by connecting behaviours, at-
titudes, and values.

Looking for comfort is one of the main factors inducing people to make a
purchase online. On one side, when describing their experience, the inter-
viewees emphasised the possibility to exploit waiting periods to shop online,
thus using such intervals for productive activity. In this regard, the value of
convenience, as the capacity to ease the process of purchasing products and
services by breaking the barriers of time and space, emerges as one of the
core advantages of digital consumption. On the other side, shopping online
is defined by respondents as a form of leisure where people can easily com-
pare prices and look for diverse commodities and services. In other terms,
e-commerce platforms open a new opportunity for useful entertainment that
is appreciated by digital consumers.

A second important — and related — factor in digital consumption is tim-
ing consciousness. Digital consumers recognise the values of foresight and
resourcefulness in making a purchase online, underlying their ability to
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Figure 7.2 Italian digital consumers’ behaviours, attitudes, and values
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efficiently use their spare time in an optimal way. The emphasis on such val-
ues 1s so stressed by the majority of interviewees to create a binary division
between “we”, digital consumers, ‘who do not have time, but have the digital
skills to maximise the outcome by making a purchase online’ (reporting the
exact words given by an interviewee), and “them”, non-digital consumers,
‘who have plenty of time, but not the capacity to efficiently operate online
and, therefore, prefer to visit several shops in person’.

Likewise, saving consciousness is a third key factor, which drives the re-
spondents to make an online purchase of products and services. Several in-
terviewees underlined the feeling of satisfaction and achievement they get by
buying products at a lower price than the one offered in the stores. In this re-
gard, the sense of self-reliance — the capacity to autonomously solve the chal-
lenge of looking for the best price — is an added value that provides personal
satisfaction and further stimulates the process of preventive research online.

Finally, interviewees claimed to make a purchase online in an attempt to
look for opportunities. A sense of adventure and curiosity guide them in the
exploration of diverse online platforms. Moreover, most of them claim to
have fun in the process due to the “unexpected treasures” they can find on
the web. As one of the respondents said,

sometimes it happens that, while looking for a specific product, you find
something else that maybe you do not need, but it is so captivating and
tempting that, for a reasonable price, you will be ready to invest a few
euro even just for a temporary sense of satisfaction.

The results of this analysis reflect some of the main conclusions already
reached in academic literature. First, there is both a hedonic (fun) and util-
itarian (goal-oriented) interest behind the individual choice to shop online
(Babin et al., 1994). Second, the goal-oriented approach is primarily driven
by factors such as convenience, informativeness, selection, and self-control of
the process (Sorce et al., 2005; Wolfinbarger & Gilly, 2001). Third, personal
values such as self~direction, enjoyment, and self-achievement are directly
associated with a positive attitude toward e-shopping (Jayawardhena, 2004).
The data extracted from the collected interviews have, nonetheless, shown
how such factors must not be viewed as independent elements, but rather as
cohesive principles supporting a multi-vectoral consumer approach where
fun and utility are interlinked attitudes of the Italian digital consumers. Such
a conclusion, which needs anyway to be confirmed by further studies, could
represent a distinctive feature of the Italian digital consumption culture.

Conclusions

The status of the Italian digital consumer culture can be briefly but
analytically summed up by referring to Sohail Inayatullah’s Fu-
tures Triangle model (2008). Such a foresight model is based on three
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parameters: the weight of the past (e.g. resistance to change, traditions,
etc.), the push of the present (e.g. trends and driving forces), and the pulls of
the future.

Some peculiar socio-cultural features of the Italian society — such as, for
example, a low propension to risk and ambiguity, a strong bond between
people, the importance of context during the communication process, a dif-
fidence toward novelties, a cultural appreciation of customary routines, and
a still relatively constrained number of Internet users — have slowed down
for several years the spreading of digital consumer culture in the country.
These features represent a legacy of the past that is still rooted in a large
segment of the Italian population. However, recent innovations — like, for
example, the popularisation of historical e-commerce websites, the spread-
ing of couponing, the creation of user-friendly interfaces, and the develop-
ment of secure systems of economic transactions online — and unexpected
circumstances — as the social restrictions imposed due to Covid-19 — are
pushing specific segments of the Italian population (young adults, ranging
from the 20s to 40s, mainly — but not exclusively — from the North and
Central regions) to explore new opportunities online. At the same time,
there are some emerging pull factors — as a wish of comfort, increased at-
tention to price comparison, a better consciousness of time management,
and the desire to explore new opportunities — that are progressively ex-
tending the range of online shoppers. Hence, the digital consumer scenario
in Italy is in an evolving phase, and considering the data reported above,
it seems reasonable to conclude that the number of digital consumers, as
well as the monetary value of the online purchases, will grow again in the
next years.

Moreover, three important features of the forthcoming Italian scenario
might be deduced from a cohesive assessment of the statements released
during the interviews. First, the Italian e-commerce business has — and it
will have — to deal with more demanding and informed customers who
are looking for comfort, efficiency, and advantageous deals. The provision
of simple, but appealing and efficacious systems to purchase online will,
therefore, become an essential condition to get and retain clients. Consid-
ering the Italians’ “uncertain avoidance” and “customer loyalty” features,
few online platforms will get most of the attention, while the others will
have to operate in niche businesses to gain consumers. Second, the Italian
digital consumers seem to combine utility and pleasure during their re-
search of products/services online and, in addition, they highly value the
personal achievements reached during the purchasing process (e.g. saving
of time and/or money, capacity to come across unexpected opportunities).
As a result, personalised marketing approaches and gamification strategies
are likely to become popular and effective tools to catch the attention
of experienced digital consumers. Third, a large part of the population
who currently do not buy products and/or services online could turn
into online shoppers through dedicated interventions aimed at reducing
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risks and uncertainties, extending the awareness toward the functions of
e-commerce platforms, and/or improving technical aspects by, for ex-
ample, reducing the terms of delivery and realising more user-friendly
interfaces. Therefore, from a business perspective, there is still great scope
for development.

Altogether, these conditions entail, on one side, the need for more ad-
vanced research aimed to address the specific features of those market seg-
ments within the Italian population that are not engaged with online shopping
yet, and, on the other, upgrading of current online platforms in order to
best meet the requests and desires of knowledgeable users. In other terms,
the Italian digital consumers’ framework will be soon characterised by two
different typologies of consumers: a large group of “digital neophytes”, who
will demand mainly for security and simplicity; and a relatively smaller, but
numerically growing group of “experienced users”, who will look for both
efficiency and enjoyment. Being such consumers driven by diverse goals,
business companies will have to expand and differentiate their marketing
and selling approaches toward the Italian consumers in order to deepen their
customer relationships via digital platforms.

From a technological perspective, search engines and retail websites will
keep playing a central role in e-commerce due to their simplicity and capac-
ity to meet customers’ needs. Still, experienced users might also get more
interested to experience supportive tools like, for example, voice assistant
technologies (e.g. Amazon’s Alexa) or automated services for regular pur-
chases. Dedicated mobile apps will also further increase their popularity be-
cause, arguably, a growing number of online transactions will be completed
in the spare time. More exploratory studies are, on the contrary, needed to
examine how in-app purchases on social media and augmented/virtual real-
ity tools might introduce innovative shopping experiences in Italy. Although,
up to now, Italians have shown a certain scepticism toward these tools, their
global popularisation might affect the Italian market too. Likewise, more
attention needs to be placed on the rise of diversified online payment systems
for e-commerce as well as on the development of personalised advertising and
product customisation for regular users.
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8 Social media and mobile
tools in consumers’
decisions of Polish
consumers

Maltgorzata Bartosik-Purgat and Ewa Minska-Struzik

Introduction

The first decades of the 21st century have witnessed sea changes in both
technological developments and the needs and behaviour of consumers
(Cheng & Guo, 2021; McLean et al., 2020; Wang et al., 2021). Information
and communication technologies (ICT) have opened up new opportunities
for consumers concerning new types of gathering information and making
purchases (Wang et al.,, 2021). A combination of the expansion of Social
Media (SM), the evolution of social commerce (s-commerce), the omni-
presence of mobiles phones, and improved artificial intelligence instruments
(e.g. augmented reality, virtual assistants, etc.) have all led to new consumer
behaviour, ways of purchasing, and communication methods (Marinkovic &
Kalinic, 2017; Wang et al., 2021; Woodside & Bernal Mir, 2019). These
changes are related not only to the development of technology and industry
but also to the level of acceptance and use by consumers. Whilst the latter 1s
generally connected with the cultural backgrounds of societies (Wang et al.,
2021; Ziemba et al., 2020), generational changes are also important, as they
allow for even greater development of information technologies. In gen-
eral, younger generations (Y and Z) are more willing to use digital tools to
search for information and products and make purchasing decisions (Calvo-
Porral & Pesqueira-Sanchez, 2020; Lissitsa & Laor, 2021). However, older
consumers likewise seem to want to keep up to date with new products and
try to use them (Kesler, 2020).

Poland is one of the most innovative and technologically advanced societies
globally. The Bloomberg Innovation Index places Poland 23rd out of the 60
most innovative economies (Chatham, 2021) and the Polish economy ranks
38th among the 131 economies featured in the Global Innovation Index 2020
(Dutta et al., 2020). Thus, the Polish population tries to keep up to date with
various innovations and willingly use them both at work and in their private
lives, accepting innovative solutions in many fields of their lives, e.g. bank-
ing, shopping, education, work, etc. This notwithstanding, data presented in
The Global Competitiveness Report published by the World Economic Forum
in 2019 shows that the process of adopting ICT in Poland is still progressing.
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Poland was ranked 51st out of 141 countries surveyed in terms of the level of
ICT adoption (Schwab, 2019). The highest level of adoption is associated with
Internet use. The newest Digital Global Statshot Report for July 2021 indicates
that 85% of the Polish population use the Internet (world average is 60.9%)
(Kemp, 2021a), and 94.1% of Poles are mobile Internet users (percentage of
total Internet users in Poland) (Kemp, 2021b). Other research has found that
Poles are innovative and flexible, able to find new ideas and better ways of
doing new things, which leads to increased productivity, and thus to a higher
standard of living (Bartosik-Purgat et al., 2017). However, this does not mean
that all Poles can be described as creative, merely that an essential core within
society has emerged which includes, among others, employees from the fields
of science, education, computer programming, and also R&D staff, as well as
people associated with art, design and the media (Florida, 2002).

It should, though, be noted that behaviour is determined by not only cul-
tural factors. For example, the coronavirus pandemic has contributed to the
need to implement new solutions in many areas of life, i.e. work, study, shop-
ping, handling administrative matters, etc. With regard to shopping, people
started to buy more products online, even those which they had never bought
in such a way previously (e.g. food, medicines, furniture, etc.) (Kissler et al.,
2020). The data presented in the report of ExpertSender Institute titled On-
line shopping in Poland 2020 indicates that approx. 80% of Poles with Internet
access shop online (ExpertSender, 2020). In a study conducted by Price-
waterhouseCoopers (PwC), 19% of Poles indicated that they started using
online stores more often during the Covid-19 pandemic (PwC, 2020). There
is a wide range of digital instruments that may help consumers to make on-
line purchasing decisions, including artificial intelligence such as augmented
reality, virtual assistants, and chatbots, cybersecurity devices, and advanced
payment methods, as well as SM, and mobile devices (McLean et al., 2020;
Rauschnabel et al., 2019; Syrkiewicz—Swita%a et al., 2021; Wang et al., 2021).
The main focus of this chapter will be on the significance of SM and mobile
phones in Polish consumer behaviour. This impact has come about thanks
to, first, the development of different SM platforms and the growth of users
(Kemp, 2021a); second, the fact that SM is used in s-commerce, which is
becoming a fruitful e-commerce channel for many brands, and, third, many
Polish consumers use their mobiles while purchasing (Syrkiewicz-Switata
et al., 2021).

This context gives rise to the following two questions:

RQ1: What are the features of Polish society atfecting the acceptance of ICT
(SM and mobiles) in purchasing behaviour?

RQ2: What is the level of acceptance and usage of SM and mobile devices
among Polish consumers?

The main purpose of this chapter is thus two-fold: first, to indicate the char-
acteristics of Polish consumers (divided into generational segments) related to
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the acceptance and use of SM and mobile devices in their purchasing decisions,
and second, to identify the level of usage of these tools in decision-making
processes. The main research method used in the chapter is a literature study
based on secondary sources. The databases used in the research procedure
were Emerald, Elsevier, and Taylor and Francis. Results of research related to
the described topics (such as consumer behaviour, SM, mobile devices, etc.)
are published in the journals included in these databases. However, the issue
of Polish consumers and the Polish market is rarely present in the literature,
and so additional journals and online materials relevant to the research prob-
lem were also explored. Nevertheless, the main purpose of the chapter also
requires statistical data, and to this end, the Statista.com and Eurostat.eu sta-
tistical databases were used as well. The following keywords were employed
to search for relevant scientific papers and statistical studies: “social media”,
“mobile devices”, “social commerce”, “consumer behaviour”, “Poland”, and
“generations”.

The chapter first presents the results of the literature review and then
moves to an analysis of the level of SM (including s-commerce) and mobile
devices usage in consumer decisions. Finally, conclusions are forwarded in-
cluding business implications and predictions for the future.

Literature review

Polish society in light of cultural, generational, and digital changes

Poland has the fifth largest population in the EU (Europa.eu, 2021). Difter-
ent generations co-exist and cooperate in Polish society, and all but one have
high consumer power (Badowska et al., 2015; Kacprzak & Dziewanowska,
2021) — Baby Boomers and generations X, Y, and Z. The exception is the
so-called silent generation, people born before 1946. Baby Boomers born
between 1946 and 1964 (Polish Central Statistical Office — PCSO, 2021)
and are gradually withdrawing from the labour market, but nonetheless
continue to be active consumers. They most often use traditional forms
of shopping, i.e. bricks-and-mortar shops, and favour face-to-face contact
with salespersons. Outside of the silent generation, this is the least active
generation group on the Internet (Badowska et al., 2015), with only every
6th Polish person in this age group using online shopping regularly (Kesler,
2020). Polish Baby Boomers also use Internet banking services less fre-
quently (22%), which results in lower confidence in online purchases (Kes-
ler, 2020). If Baby Boomers do choose online shopping, then they tend to
use desktop computers more often than mobile devices (Kesler, 2020). Like-
wise, Baby Boomers sometimes use Facebook, e-mail, and news portals, but
in general, this age group prefers traditional media — the press, television,
and radio (Kesler, 2020).

Generation X consists of people born between 1965 and 1976 (PCSO,
2021). Their main generational experience is the systemic transformation in
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Poland post-1989. They are also attached to traditional interpersonal con-
tacts and face-to-face communication (Bartosik-Purgat, 2016). As young
adults, this generation experienced major economic and political changes on
the Polish market (Kacprzak & Dziewanowska, 2021) and for Generation
X, having money is a value in itself, and are therefore reluctant to spend it.
Generation X constantly have to learn to use new technological solutions,
because in their youth there were no advanced technologies, and access to the
Internet was limited (Bartosik-Purgat, 2016). They are usually traditionalists,
but still try to keep up to date with tech innovations, attempting to use digital
tools both at work and in private life, as well as in their consumer behaviours.
The most popular communication channel for this group is e-mail, and they
also actively search for information on the Internet. Representatives of the
Polish Gen X are also gradually entering the world of SM, but more often
they are only passive observers rather than active participants (Kesler, 2020).
Polish Gen X-ers buy online more often than Baby Boomers (every 1 in 2).
They value reliable opinions and product quality guarantees, which is why
they compare products offered in different stores more often. In addition,
Generation X is the group that shares opinions most often on Internet forums
(Kesler, 2020). Generation X is currently the third most numerous group of
consumers on the Polish market (Kacprzak & Dziewanowska, 2021; PCSO,
2021).

Generation Y (also known as Millennials) are those born between 1977
and 1997 (PCSO, 2021), and who was brought up in the belief that they
are the forge of their own destiny (individual and independent). Their gen-
erational experience is related to Poland’s accession to the EU, as well as
the opening up of the Polish market to the West (Bartosik-Purgat, 2016).
Polish Millennials have become eyewitnesses but also participants in the dig-
ital and mobile revolution (Kesler, 2020). They were shaped, inter alia, via
google and video games. Representatives of Generation Y are eager to buy
in online stores, using new solutions regarding, for example, the method of
ordering, payment, or delivery methods. As consumers, they are willing to
use all-new digital solutions offered by retailers and learn to use new digital
tools very quickly (Aikat, 2019; Lipowski & Bondos, 2018). 75% of them
regularly shop online, most often using a smartphone (Kesler, 2020), and like
to use the latest and newest models of equipment available. Gen Y-ers treat
capital very practically and willingly spend their earned money on whatever
enables them to achieve their goals. Polish Millennials are also one of the
first users of SM — the first portals emerged in their teenage years and have
been popular with them from the very beginning (Kesler, 2020). Most have
profiles on multiple SM platforms, through which they communicate with
both other people and companies (brands). They constitute an important and
the most numerous group of consumers on the Polish market (Kacprzak &
Dziewanowska, 2021; PCSO, 2021).

Generation Z is those born after 1997 (PCSO, 2021). This social group is
sometimes called Generation C from the English words connect, communicate,
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and change. These are people born in the era of advanced Internet use and
mobile telephony, among whom direct contact is being displaced by Internet
communication (Krol & Zdonek, 2021). Representants of Generation Z are
open to new technologies and feel natural in the virtual space, which they
treat as a convenient place to search for information, express views, or con-
tact brands (Kacprzak & Dziewanowska, 2021). Generation Z uses mobile
devices when making purchasing decisions refer to opinions and comments
posted on the Internet, exchanging observations and experiences, and com-
paring prices and features of goods (Krél & Zdonek, 2021). Mobile devices
and SM are an essential element of this generation’s lifestyle, influencing the
way they spend time, the model of maintaining relationships, and the process
of making purchasing decisions (Kesler, 2020). Generation Z is very eager
to buy online, regardless of the type of product. These are also consumers
who are the fastest in incorporating new ICT (Kacprzak & Dziewanowska,
2021). Technological novelties are very quickly, almost naturally assimilated
by Generation Z (Kesler, 2020). For Polish Gen Z, money is only another
way to fulfil themselves, so they make purchasing decisions efficiently, being
aware that in the event of dissatisfaction, they can recover their capital. They
are very active online shoppers and mobile users. SM is used very often but
they are turning away from the “old” Facebook and prefer SM that more
easily transmit visual content — YouTube, Instagram, Snapchat, and TikTok.
Generation Z will constitute the largest group of digital consumers in Poland
in the next ten years (PCSO, 2021). However, they will be a quite difficult
group for the Polish market because their characteristic feature is resistance to
traditional advertising messages, instead preferring to rely upon SM and pay
attention to the values that a given brand represents.

Social media, social commerce, and mobile in the behaviour
of Polish consumers

Social media

The technological development explored many efficient solutions that may be
used almost in each part of both companies and consumers’ activities. Many
digital tools have permanently entered the life of individuals (consumers)
and make both professional work and everyday activities, more manageable,
and more attractive. One of the most popular digital tools introduced from
consumers’ perspectives is SM portals (Aikat, 2019; Bartosik-Purgat, 2016).
SM enable the rapid exchange of information and gather users with simi-
lar interests and needs. Users of these media can create their profiles, friends
lists, and groups and publish posts (entries), music, short videos, or photos
(Bartosik-Purgat, 2019). Different types of SM can be used for various pur-
poses and by different segments (types) of users. One classification divides SM
into social networks (e.g. Facebook, Twitter, and LinkedIn); media sharing
networks (e.g. YouTube, Instagram, TikTok, and Snapchat); consumer review
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networks (e.g. TripAdvisor, Zomato, and Yelp); discussion forums (e.g. Digg,
Reddit, and Quora), bookmarking & content curation networks (Pinterest,
Flipboard), and instant messengers (e.g. WhatsApp, Messenger, WeChat).

The Digital 2021. Poland report (Kemp, 2021b) indicates that 25.9 million
Poles use SM, which is more than half (68.5%) of the country’s population
(37.82 million people), a year-on-year increase of as much as 2.5 million
(10.5%). The most frequently used website in Poland is Google.com, followed
by Facebook.com, YouTube.com, Allegro.com, Onet.pl, Interia.pl, Google.
pl, Wikipedia.org, Librus.pl, and Olx.pl. Among SM in Poland, YouTube is
the leader, used by 92.8% of users, followed by Facebook (89.2%), Facebook
Messenger (76.5%), Instagram (60.6%), and WhatsApp (48 2%). Sixth place is
taken by Twitter (37.5%), 7th place by Skype (35.2%), then Snapchat (28.9%),
Tik-Tok (28.6%), Pinterest (26.4%), LinkedIn (24.6%) , Twitch (18.4%),
Wykop.pl (17.9%), Badoo (13.8%), and Reddit.pl (13.7%) (Kemp, 2021b).

The detailed analysis of the data on SM usage presented in Kemp’s (2021b)
report indicates that YouTube is by far the most popular among Poles, used
by 25.9 million users. Advertising on this site reaches 72.9% of the popu-
lation; there is no gender dominance here. Facebook is used by 18 million
Poles, most often people aged 35 and older 96.6% of Facebook users use it
on their mobile devices. No more than 3.4% use Facebook only on a desk-
top computer, and 51.1% only on smartphone applications. Interestingly, ads
placed on Facebook are more often clicked on by women — about 23 times a
month and about 15 by men. Instagram is used in Poland by nearly 9.2 mil-
lion people (60.6% of SM users), of which 59.1% are women and 40.9% are
men. Every fifth Instagram user in Poland is a woman aged 18-24 (Kemp,
2021b). Snapchat is used by 4.9 million Polish consumers, of which 58.5% are
women, and 40.9% are men. Young Polish women also predominate among
Pinterest users (80.5% are women, 15.7% men) (Kemp, 2021b).

SM is used for many activities, including, among others: communicating
with friends, sharing private photos or videos, seeking advice on thematic
groups, seeking information about products, placing advertisements, work
purposes, and many others. Bartosik-Purgat et al. (2017) indicated a num-
ber of possible SM activities that pertain to consumer behaviour including
searching for information about products and services, following the advice
of friends on buying a product or using a service, recommending various
products (which according to a particular person are worth it) to other us-
ers or informing other potential buyers if the purchased product has turned
out to be of deficient quality, placing buy/sell offers, watching advertise-
ments placed on SM, and participating in contests organised by companies/
brands a particular person is a fan of (Bartosik-Purgat et al., 2017, pp. 88-89).
Data presented in Kemp’s (2021b) report underlines that 45.3% of Polish SM
users employ SM as the main source when researching brands and 30.4%
for work purposes. Balakrishnan et al. (2014) indicated that SM influences
the consumers’ purchase intention and their loyalty according to firms and
brands. Similar conclusions were formulated by Nadeem et al. (2015), who
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emphasised that trust is built between consumer and a brand when there is a
possibility to use SM during online shopping. The possibility to gather peer
recommendations from other SM users is also very important and impacts
purchase attitudes (with a greater impact on women than men). The authors
also indicated the importance of online services (ibid.). In previous research,
Ruane and Wallace (2013) also showed that SM influence has a greater im-
pact on women’s consumer activities than men’s.

A report published in 2018 by PwC highlights that Polish consumers trust
the reviews and recommendations presented on the Web (PwC, 2018). They
often have a more significant impact on their purchasing decisions than direct
recommendations of sellers in offline stores, as well as advertising messages.
58% of Polish consumers surveyed indicated that they look for shopping in-
spiration on SM, and 42% use price comparison websites available on the
Internet (PwC, 2018). The conclusions from the report of the ExpertSender
Institute entitled Online shopping in Poland 2020 indicate that advertising on
SM is the preferred channel of communication of an offer for almost 44% of
Polish online shoppers (ExpertSender, 2020). Elsewhere, research conducted
in 2020 by Accenture and Fashionbiznes.pl on a sample of 585 Poles aged 16+
using the CAWI method shows that the coronavirus pandemic, on the one
hand, forced new behaviour patterns, and on the other hand, significantly
accelerated certain trends in trade, which have already developed in previ-
ous years on the Polish market (Accenture. Fashionbiznes.pl, 2020). Con-
sumption of content presented on SM and the Internet increased during the
pandemic. Forty-six per cent of respondents emphasised that they are most
interested in information about promotions and discounts made available on
SM. Forty-one per cent of Poles indicated looking for ideas about spending
time at home on SM, 32% for information about new products, and 15% for
information about a specific brand, its history, employees, and/or current
offer. The report also shows that young consumers (Gen Z, 16—24 years)
searched for engaging content published by brands on the Internet or SM to a
much greater extent than other generation groups (Accenture. Fashionbiznes.
pl, 2020).

Social-commerce

The increasing number of SM users and the number of time people spend on
the platforms affects the creation of new functions and possibilities. Kemp’s
report indicates that the average amount of time per day spent using SM in
Poland is almost 2h (Kemp, 2021b), and the observations of the market situa-
tion caused by the Covid-19 pandemic lead to the conclusion that the number
of hours spent with SM each day is unlikely to decrease soon. Indeed, pre-
dictions indicate that the amount of time spent on SM will only continue to
grow (PwC, 2020).

The above circumstances affect the development of a new understanding
of e-commerce via SM, i.e., s-commerce. There is no single understanding or


http://Fashionbiznes.pl
http://Fashionbiznes.pl
http://Fashionbiznes.pl
http://Fashionbiznes.pl

136 Matgorzata Bartosik-Purgat and Ewa Minska-Struzik

definition of s-commerce. Many researchers state that it is a general impact of
social networks on increasing profits in online sales (e.g. Hu et al., 2021; Jami
Pour et al., 2021). S-commerce concerns the building of a positive image of
the company based on opinions and comments on their profiles on YouTube,
Facebook, TikTok, or Instagram; creating a relationship with SM users; SM
groups (e.g. Facebook groups; live-commerce; sales modules built into social
platforms like a Facebook shop); and its ability to integrate with e-commerce.
Given the purpose of this chapter, this sub-section focuses on the last two
elements listed above, namely live-commerce and sales modules incorporated
in particular SM.

A live-commerce session is conducted via social platforms by an entrepre-
neur, celebrity, influencer, or private person (Hu et al., 2021). While stream-
ing, the host offers various items for sale, interacts with potential buyers, and
communicates with them in real-time. Live-commerce is used by both pro-
fessional online stores like Amazon, e-Bay, or Alibaba, and for spontaneous
online auctions organised on less adequate apps or live on Facebook.

The concept of live commerce originated in China in 2014, where it is
nowadays trendy (Hu et al., 2021; O’Connell, 2020). However, in Poland,
live-commerce has become popular only since 2020 (Gtadkowski, 2020).
The most popular live-streaming platform in Poland is Facebook, where the
development and increase in the number of online boutiques can be ob-
served. Many online retailers provide virtual assistants, chatbots, or other
online client services, mobile apps, etc. to help clients and increase sales.
However, the live-commerce concept combines all of these and also intro-
duces a live broadcast. By getting closer to customers and adding an element
of direct experience without leaving home, businesses and customers can ac-
cess a new, thriving retail environment, even during a lockdown. This form
of sale on the Polish market is mainly used by sellers of clothing, textiles,
and electronics. On the Polish market, live-commerce helped move popular
shops to the Internet during the coronavirus pandemic, and at the same time,
has saved many small companies from bankruptcy. However, live-commerce
is also used by big, well-known brands, such as Ralph Lauren, Burberry, and
Levi’s (O’Connell, 2020).

Research conducted in 2021 among Polish e-consumers by the Mobile
Institute and the Polish Chamber of Electronic Economy confirms that the
importance of shopping on SM is increasing. Two out of ten Polish con-
sumers admit to making such purchases, and 46% of respondents are inter-
ested in live-commerce (Mobile Institute, 2020). In 2021, the E-Business
Women Foundation (E-BWF) conducted a survey concerning social and
live-commerce on a representative sample of Polish consumers (1675 years).
The main conclusions of the study show an upward trend in this matter,
with 27% of Poles surveyed having purchased via SM. In turn, 25% of Poles
purchased via live streaming on SM, including 10% of respondents who very
often make purchases in such a way. Eighteen per cent of respondents in-
dicated that they sell through SM. The main consumer profile on SM is a
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young woman (<34) from a small town or village. They mainly buy clothes
and shoes via Facebook. However, older customers are also familiar with
this form of s-shopping, with the survey showing that 24% of people over 50
also had experience with shopping via SM (E-BWF, 2021). Research con-
ducted by Mobile Institute (2021) also has shown that older Polish consumers
(the so-called silver consumers) have started buying on SM and are inter-
ested in social selling. The most popular social platform through which Poles
make purchases is Facebook (82% of people who buy via s-commerce). Apart
from Facebook, Poles also use s-commerce on Instagram (19%) and YouTube
(16%), TikTok, Snapchat, and Pinterest (7% each) (E-BWF, 2021). The re-
spondents who participated in that research emphasised that shopping with
the use of SM is simple, fast, and convenient, as well as personalised and at
a reasonable price. Shopping via live-commerce is seen to be attractive due
to its form and cost, but most of all, because it emotionally engages with the
customer (E-BWF, 2021).

S-commerce in the form of sales modules incorporated in particular SM
also refers to the activity of buying and selling on social networking sites and
applications. It should be noted that it is not the SM-owning companies that
are selling but online retailers (Jami Pour et al., 2021). The s-commerce plat-
form is an SM platform through which online stores (or any business users)
can sell their products. Some of the first SM services that offered s-commerce
functionality include Facebook, Pinterest, and Instagram. On Pinterest you
can use “Shop the Look” pins, on Facebook you can use “Shop/Buy now”,
and on Instagram, you can use stickers of products (on Instagram, this feature
has not yet been introduced around the world, but it is now available in al-
most all European countries, including Poland). Purchases on Facebook can
be made in Facebook stores. These stores function as separate tabs created as
part of a company’s fan pages. Such SM functions are still in the infancy of
their development and as a result, it is challenging to present representative
and credible statistics on consumer usage.

The rapid development and increase in popularity of s-commerce have un-
surprisingly been led by young consumers. This is due, first, to their higher
use of SM platforms in general (especially during the coronavirus pandemic).
Second, s-commerce platforms enable the personalisation of customer expe-
riences, such as retargeting, which is attractive and desired by the youngest
segment of Polish consumers.

Mobile-commerce

The increase of SM users in Poland and their engagement in online shopping
is clearly connected with Internet access, but also with the great number of
mobile users (Kemp, 2021b). The research conducted by Mobile Institute
(under the patronage of the Chamber of Electronic Economy) on the Polish
market in 2016 shows the high dynamism of the growth of mobile com-
merce (m-commerce). M-commerce concerns, e.g. the buying and selling of
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products and services via wireless mobile devices such as smartphones, lap-
tops, or tablets. It also applies to both e-shops and subscriptions to various ser-
vices, mobile banking, and bill payments. With appropriate applications and
technical infrastructure, customers can make various types of transactions on
the Internet using mobile devices. At the beginning of 2015, 33% of Internet
shoppers and 24% of Internet users made mobile purchases. In February 2016,
53% of e-shoppers and 37% of all Internet users were shopping using mobile
technology. Forty-three per cent of buyers on the Internet shopped using a
smartphone, and 29% used a tablet (Mobile Institute, 2016). However, studies
conducted in Poland in 2018 by PwC show a slightly smaller scale of use of
mobile technologies by consumers. According to the Poles shopping report, in
this period, 17% of respondents made purchases via smartphones at least once
a week, including 7% every day. In addition, 39% of Polish respondents indi-
cated that they were willing to pay for everyday purchases using mobile pay-
ments (PwC, 2018). The newest Kemp’s (2021b) report indicates that there
were 52.76 million mobile purchases in 2020 (January 2020 — January 2021)
in Poland, it is 1.4% more in comparison to the previous year. The percent-
age of Internet users aged 16—64 that uses a particular mobile app per month
shows that the greatest number of people use social networking apps, then
communicating apps (e.g. WhatsApp or Messenger), and third place goes to
shopping apps (e.g. Allegro, InPost) (Kemp, 2021b). It underlines that mobile
device usage affects online shopping behaviour in Poland. 82.5% of the popu-
lation aged 16—64 had made online purchases (any devices) in the last month,
80.2% used a shopping app on a mobile or a tablet, and 42.9% had purchased
a product online in the last month via mobile phone (Kemp, 2021b). What is
interesting is that there is no big difference in online shopping among Polish
consumers between 16 and 54 years old (an average of around 84%), whilst
74.3% of older consumers purchased products online last month (Kemp,
2021b). Polish customers appreciate shopping via smartphone because of],
among others: simple payment processes and/or convenient and easy-to-use
shopping applications. In addition, online stores encourage the use of their
applications through, e.g. additional discounts and promotions for new users.
Data presented by PwC in 2020 showed an increase in m-shopping during
the pandemic by 23% for mobile phones and 8% for tablets (PwC, 2020). A
study concerning m-commerce indicated that Poles most often make such
purchases using a smartphone (60%), 36% of respondents use desktop or lap-
top, and 4% tablet (E-BWF, 2021).

Data obtained for the last five years shows the development and increase
of mobile technology usage in the purchasing decisions of Polish consum-
ers. This situation is related to the dynamics of the modern market in terms
of consumer interest in online shopping, but also restrictions and regional
lockdowns introduced during the coronavirus pandemic. Nevertheless, the
data presented above indicate that Poles can adapt very quickly and can look
for smart solutions. Poles want to buy more conveniently, when and how
they want — and this is ensured by mobile devices that perfectly combine the
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offline and online worlds. These devices also allow consumers to dictate the
terms and conditions of their purchases — to buy consciously, but also to take
advantage of possible shopping opportunities. To this end, convenience is the
most frequently indicated advantage of m-commerce (PwC, 2020).

Conclusions, business implications, and
directions of future research

The results of the literature review conducted for this study present the
situation related to SM and mobile device usage by Polish consumers. In
general, Polish consumers constitute a relatively homogeneous group, con-
stituted by the process of virtualisation of consumption. The intensity of
this process is influenced by the adoption of digital technologies, not just
by one generation but by the whole society. However, there is no doubt
that the youngest generation is the fastest and most willing group of con-
sumers to adopt new solutions. However, one should not forget about older
Polish consumers who become active buyers in both e- and s-commerce
(Mobile Institute, 2021).

The first general conclusion from the study concerns the increase in the
number of Polish online shoppers and the transactions they conduct in
e-commerce (Kemp, 2021b). This is partly due to the coronavirus pandemic
and local lockdowns, during which bricks-and-mortar shops were closed,
and people started to buy more products via the Internet. The second issue
concerns the popularity of different SM platforms used by different groups
of consumers. The situation caused by the coronavirus pandemic was a
kind of stimulus for Polish businesses to develop s-commerce in general and
live-commerce in particular, saving many small sellers from bankruptcy. The
second finding is that the quick development and popularity s-commerce
has been supported by mobile devices, which greatly facilitate searching for
information about products and making online purchases. It should also be
emphasised that a high advancement of mobile technologies and their use by
consumers is observed in Poland. Considering the dynamically developing
mobile market, it should be stated that the interactive and multimedia nature
of consumption appears to be one of the most important directions of its
future development. Permanent recognition of this trend is a challenge for
companies, who need to react both to the changing mobile technological en-
vironment and to consumers who are increasingly using mobile technologies.

With regard to the practical implications of the conducted analysis, it
should be indicated that there are slight differences related to the level of
participation in the above digital activities among different generations of
Polish consumers. The differences mainly relate to the types of SM used by
consumers, the level of advancement of the mobile technologies used, and
the service needs. Older Polish consumers use Facebook much more than
other SM services like Snapchat, TikTok, or Instagram. Younger consumers
are more advanced in their mobile technology usage when it comes to online
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shopping. Retailers offering their products online, especially to younger gen-
erations, should consider implementing mobile apps for their stores, which
would likely increase availability and online sales.

Polish society is, like much of Europe, ageing on. The segment of the
oldest e-consumers is now significant in terms of size, and it will continue to
grow in the coming years. Nevertheless, many older customers try to adapt
to the digitalisation of various areas of life, including shopping. However, re-
tailers should prepare detailed product information, as well as instructions or
guides for offers specifically dedicated to this segment of buyers. They should
also properly prepare the store interface, as well as the shopping path. Above
all, purchase options must be simple and easy to use, and messages should be
clear and specific. Moreover, it is important to ensure the security of trans-
actions (Kesler, 2020). Baby Boomers are the most vulnerable generation
in this regard, whereas young people are the least sensitive to cybersecurity
activities, not paying much attention to password creation and usually using
one or two passwords for all their accounts (Leadem, 2017). By contrast,
older generations are afraid that personal information that is provided on the
Internet will be misused.

Similarly, the representatives of the Polish Gen X prefer more information
about the company and product, therefore such data should be presented
in detail in online stores (in particular about the offer addressed to Gen-
eration X). Therefore, it is also worth posting extensive and more detailed
descriptions, which can sometimes affect the purchase decision. Besides, con-
sumers from Generation X like to compare offers and therefore often use
comparison websites concerning competing products (Kesler, 2020). They
are still learning about the implementation of new ICT. They were not born
in the era of advanced digitisation technologies, but they try to catch up with
younger generations. That is why mobile technologies are acceptable during
shopping. There is no need to prepare less advanced solutions.

Polish Millennials are active Internet and SM users. Many of them have
profiles on different platforms, so the content of the advertising message has
to be attractive and delivered through new media. The more the newest solu-
tions are used by online retailers, the better for Generation Y as they are eager
to learn and use technological innovations. As such, e-shops should offer
different methods of payments, delivery, and others. Millennials care about
their relationships and belonging to different communities, which is why
producers should communicate with them about trust, loyalty, and other im-
portant values. Gen Y consumers like to feel appreciated and valued by sell-
ers, so those that can provide real-time contact with salespersons will have an
advantage. This is certainly why live-commerce is developing the fastest on
the Polish market in this group of consumers and thus should be considered
by retailers offering their products especially to that segment of consumers.

Gen Z consumers are the most technologically advanced e-consumers in
Polish e-commerce (mobile apps, payments methods, customisation, etc.).
The newer a solution used by an online retailer, the better. E-shops dedi-
cated to the youngest segment of Polish consumers should care about their
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“technological image”. This cohort appreciates interesting and funny content
but they also prefer short advertising messages that do require the high in-
volvement of the recipient. Moreover, Generation Z appreciates a simple, but
original and credible message and the lack of authenticity of some content
negatively affects their confidence. As a result, high-quality communication
based on credibility and genuine commitment is growing in importance.
Lastly, the youngest Polish consumers like to “stand out from the crowd”.
Freedom and a wide choice (including shopping) are important to them,
which is why the key to success in this segment is the personalisation of prod-
ucts, advertisements and services offered, as well as building comprehensive
customer experiences.

It should also be remembered that when communicating with Gen Z con-
sumers, the presence of a firm or brand is also necessary on SM other than
Facebook. The analysis of the literature showed that the youngest generation
uses YouTube, TikTok, Snapchat, and Instagram more often than Facebook.
These are SM that focus on visual content (photos, videos). Thus, firms that
want to reach the Polish Gen Z consumers should have a presence on the
above SM platforms and prepare appropriate content. Gen Z are also the most
active consumers in s-commerce with regard to selling products via SM plat-
forms, e.g. Instagram or Pinterest. Firms should also take into account this
possibility to reach this group. In addition, it is worth using virtual assistants
or chatbots in online stores (as well as SM shops) because young Poles do not
like waiting long for an answer to their questions. Moreover, the use of influ-
encers capable of gaining the trust of young consumers is appropriate, as they
like to be appreciated (Kesler, 2020).

There is no doubt that the increase in SM media usage has impacted
the development of new ways of their application. One of such method is
s-commerce. The study presented in the chapter shows that s-commerce op-
erates in Poland at a fairly advanced and satistactory level and will continue
to grow, with many Polish consumers planning to shop using SM in the near
future (E-BWF, 2021; Mobile Institute, 2021). SM platforms should keep this
trend in mind and adapt their platforms to s-commerce services. It should
also be remembered that different generations use different SM platforms.
Therefore, an offer addressed to a particular segment should be presented
through those SM which are used by the relevant consumers.

Future research should concern the monitoring of changes in consumer
needs and behaviours regarding the use of SM. Retailers may consider (if
they have not already done so) including particular SM platforms in their
communication channel with consumers. Nevertheless, they should develop
the possibilities of buying via SM which are adapted to their potential con-
sumers. Mobile apps should be implemented by e-retailers as well (especially
when they offer their products for younger or middle age Polish consumers).
In general, online retailers should follow the newest solutions related to ICT
and consumer needs. Above all, they should not forget that Polish consumers
are among those in Europe who most quickly accept new technological solu-
tions and want to implement them.
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9 Understanding consumers’
information power in the
digital marketplace

The case of Russia

Ksenia Golovacheva, Maria Smirnova, Olga Alkanova,
and Karina Bogatyreva

Introduction

The exchange between consumers and producers depends on the balance of
power. In the era of digital transformation, this balance is constantly shift-
ing. In early business history, producers dominated the markets with their
supply power; later, the power readjusted between retailers and producers;
today, the power balance is shifting again — this time in favour of consumers
(Kucuk & Krishnamurthy, 2007). One of the major drivers of power shifts is
information. Information empowers consumers in a number of ways. First, it
increases the volume and availability of information, thus, helping consumers
make more informed decisions. Second, in the era of digital transforma-
tion, consumers are endowed with an opportunity to produce content such
as product reviews. They may become influencers and set the trends. Finally,
consumers have got a variety of opportunities to control the information
flows between their devices and business (such as ad-blocking apps, cookie
control systems, antiviruses, and personal data management assistants).

To what extent do consumers take advantage of the available opportu-
nities? Have consumers developed the required competencies to effectively
manage information and reap the benetfits of consumer power in the digital
marketplace? These questions are of paramount importance for every market
that undergoes a digital transformation. In the context of Russia, they be-
come especially relevant due to the heterogeneous level of market sophisti-
cation across regions, social stratification, transitional nature of the Russian
economy, and underdeveloped legislation in the area of privacy regulation.

This chapter aims to assess Russian consumers’ digital competencies in
relation to information consumption, creation, and control and identify po-
tential areas for development. First, we provide an overview of the Russian
economy in the era of digital transformation. Second, we outline the stance of
consumer information power in Russia. Then, the chapter reports the results
of the empirical study of Russian consumers aimed to delineate and measure
various information competencies. Finally, we discuss study insights that are
of relevance for firms, public policymaking, and consumers themselves.
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Socio-economic context of digital
transformation in Russia

Russia is one of the major emerging economies in the world ranked 11th by
the nominal GDP and 6th by the PPP in 2020 based on the World Bank data.
According to the Federal State Statistics Service, the country’s population ac-
counted for 146.2 million at the beginning of 2021. The GDP per capita was
around 10,126 USD in 2020 (World Bank, 2021). The state of the Russian
Federation came into being in 1991 after the Soviet Union collapsed, taking
the role of its main successor. Concurrently, the country started a transition
from a centrally planned to a market economy. Being the largest country in the
world in terms of territory, Russia is richly endowed with natural resources,
including natural gas, crude oil, coal, and timber. This leaves a serious imprint
on the country’s economic structure, making the energy sector one of its main
pillars (Sanghi et al., 2021). Apart from being one of the world’s largest natural
resources producers and exporters, Russia significantly contributes to the global
metallurgy industry, as well as chemical and agricultural production, machinery,
equipment, and transportation sectors (Federal State Statistics Service, 2020).

Economic diversification has long been a cornerstone of the country’s de-
velopment policy with a view to sustaining a broader range of growth sources
(Lyubimov, 2019). In today’s reality, this outcome cannot be achieved without
the implementation and continuous support of digitalisation processes in each
area of social and economic activity. Consequently, the Executive Order on the
National Development Goals of the Russian Federation through 2030 declared
digital transformation to be a crucial part of Russia’s developmental agenda. Such
transformation presumes digital maturity of the essential economic sectors as
well as a social sphere, including health care, education, and governmental ser-
vices. It also ensures an increase of the share of households with broadband Inter-
net access up to 97% and a significant intensification of investments into Russian
IT solutions. These measures are designed to stimulate digital interaction at all
levels, including the relationship between businesses and their clients. The lat-
ter is currently being facilitated by the ongoing COVID-19 pandemic that has
caused the massive and rapid transfer into online all over the world. It can be
therefore inferred that the other side of the digital transformation coin, i.e., the
readiness of the country population to rely on digital processes and develop rel-
evant competencies, is to be explored, assessed, and nurtured (Yoo et al., 2018).

In Russia, the phenomenon of digital readiness and competencies develop-
ment manifests itself through several aspects. The basic one is infrastructural;
it covers access to information and communication technologies (ICT) — one
of the global competitiveness pillars according to the World Economic Fo-
rum. In 2019, Russia ranked 22 of 141 countries of the Global Competitive-
ness Index on the parameter related to ICT Adoption (Schwab, 2019). In
2018, the overall Internet usage in Russia reached 75.4% of the adult popula-
tion and continued growing (GFK, 2018).

At the same time, ICT infrastructure development has to be coupled with
the digital literacy of the country’s population. The notion of digital literacy
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is broad and comprises such components as information and communication
competence, digital content creation, digital security, and skills of problem-
solving in the digital environment (Clifford et al., 2020). Despite the emphasis
on digital literacy importance within Russia’s national developmental projects,
evidence suggests that during recent years no significant growth in these re-
gards has been observed. Extant research revealed that in 20182019, 26% of
the Russian adult population had a high level of digital literacy, while in 2019—
2020 this share accounted for 27%, showing only a sluggish growth (NAFI,
2020). Predictably, a notable gap is observed when comparing different age
groups: the highest level of relevant competence is attained by those younger
than 44 years, while the lowest indication appears within the group of people
older than 55. Similar dynamics permeate concerning education, with bet-
ter digital proficiency among holders of higher education degrees (Dmitrieva
et al., 2021). In general, Russian citizens admit the importance of digital skills
development in contemporary reality. At the same time, additional training
in this field is more often demanded by those who already have the relevant
competence at a sufficiently high level (NAFI, 2020).

The development of digital competencies is coupled with the notion of trust.
According to the extant research results, in Russia, the level of trust in the dig-
ital environment varies from low to moderate (Dmitrieva et al., 2021; Veselov,
2020). At the same time, with regard to the commercial sector, including on-
line shops and services, the level of trust is notoriously high. By some estimates,
over 90% of the Russian users generally trust online goods and services provid-
ers (Veselov, 2020), which makes the online marketplace a solid foundation for
digital competencies development among Russian consumers.

Defining consumer information power

Labrecque et al. (2013) define power in the digital context as the asymmetric
ability to exert control over people or valued resources in online social rela-
tions and enumerate a number of sources that give consumer power in the
digital era, namely demand, information, crowd, and network. Information
power is grounded in the ability to consume, produce, and control content
(Bandara et al., 2020; Kucuk & Krishnamurthy, 2007; Labrecque et al., 2013).
In the current chapter, we suggest considering consumer information power
through a set of consumer competencies. As White (1959) defines, competence
is a motivational concept, and thus behaviour that leads to the building up of
control over objects is not random behaviour produced by a general overflow
of energy. Moving from information consumption to creation and then to in-
formation control, consumers become empowered through the gradual evolu-
tion of their attitudes to information, their knowledge base, and relevant skills.

Consumer power through information consumption

Information search is one of the core stages of the classic consumer decision-
making cycle. Consumers are supposed to collect, analyse, and compare
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information, realising the needs or wants they have (Arora, 1985; Rohm &
Swaminathan, 2004). The classic funnel model assumes that consumers nar-
row down their search, following the collected information available on the
market options. The alternative model (Edelman, 2010), on the contrary, as-
sumes that consumers constantly collect information and search out even more
options when moving to the next stages in the consumer decision journey.

Increased information availability can lead to the assumption that it be-
comes easier for the consumer to collect required product information, thus
providing the foundation for consumer empowerment. Indeed, as Labrecque
et al. (2013) highlight, digitalisation of the economy contributes to consumer
power through information consumption which relates to the ease of access
to product or service information, which reduces information asymmetry.

At the same time, there might be barriers to the way consumers gain more
power through information consumption. The first one relates to limita-
tions of consumers’ cognitive ability to process information, leading to po-
tential cognitive bias (e.g. Singh & Giacosa, 2018). Indeed, the most recent
approaches (e.g. Keiles & Lieberman, 2019) agree on the frequently chaotic
nature of consumer decision-making when facing tremendous amounts of
information. The term “information hygiene” is applied to the way consum-
ers deal with available information sources during the information-seeking
phase (Edelman Trust Barometer, 2021).

The second barrier stems from consumer sentiments towards the market-
place defined as the general feeling that consumers have for marketing, mar-
keters, and their stance in the marketplace (Mady, 2011). Extant research
identified a plethora of marketplace sentiments held by consumers including
consumer scepticism, cynicism, trust, self-confidence, marketplace alienation
(Helm et al., 2015; Mady, 2011; Pervan & Martin, 2012). These sentiments
make consumers develop and adopt particular shopping styles (Sproles &
Sproles, 1990), coping strategies (Dommeyer & Gross, 2003), habitual
decision-making journeys (Edelman, 2010), and motivation to be engaged
in various spectrum of digital activities (Fleming et al., 2017, Mady, 2011).
Thus, these sentiments serve as dispositions to act in certain ways and define
a consumer’s approach to information consumption. For instance, sceptical
consumers tend to distrust brand-initiated communications, but pay attention
to the information in other sources (Obermiller et al., 2005); alienated con-
sumers tend to consume less information in general (Stewart & Yap, 2020).

Finally, the recent COVID-19 outbreak added to the information balance
shift in the market. As one of the pandemic outcomes, consumers moved
their purchases online, thus relying more on online information search.
These trends affected product categories where consumers preferred offline
shopping before — e.g. groceries, fashion items, medical services. Supporting
consumers during the information search phase and providing them with
decision-making base leads to direct implications for businesses to consider
product information seeking as a crucial direction of investments.

Consumers globally are rather pessimistic about the economic recovery, be-
ing unsure about the economic prospects (McKinsey, 2020). The uncertainty
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due to the uniqueness of a situation and lack of precedents, contradicting
communication flows from multiple stakeholders contributed to historic
drops in the levels of public trust to traditional information sources, including
media, government, etc. (Edelman Trust Barometer, 2021). Due to pandem-
ics, consumers face higher uncertainty. This can have additional implications
for product information search, raising consumer scepticism even further. On
the other hand, there is evidence that consumers realise they need to increase
the level of market literacy (Edelman Trust Barometer, 2021), which might
shift their attitude and behaviour in terms of product information seeking in
the future.

In the case of the Russian economy, there are even further economic sources
of uncertainty, affecting consumers and focusing their product information-
seeking behaviour on more rational aspects and price. As the trend towards fall-
ing real consumer incomes started as early as during politically caused economic
downturn in 20142015, this tendency continued during the pandemic. As an
outcome, consumers face increased pressure to choose smart and rationally. For
the first time since Russia turned into a market economy, consumer behaviour
was rationalised to such a great extent. In fact, the first decade (1990s) could be
called market romanticism, whereas consumers welcomed opportunities, but
lacked sophistication. During the 2000s increasing national welfare boosted
consumer spending and credits, followed by a slowdown after the world eco-
nomic crisis in 2008—2009, and ultimately, the hit on consumer incomes during
plummeting exchange rates and continued drop in real income after 2014. Ac-
cording to PwC report (2020), consumers in Russia tend to be facing increasing
uncertainty in their expectations, which affects their behaviour.

Consumer power through information creation

Consumer power through information creation relates to the ability to produce
user-generated content for self-expression, extending individual reach, and el-
evating the potential for individual opinion to influence markets (Labrecque
et al., 2013). With the rise of ICT, consumers steadily increased their role in
shaping the information landscape. Consumers express their opinions through
complaints, generate e-WOM, advocate for brands (Labrecque et al., 2013).
Nowadays, the role of the content generated by consumers represents a solid
share of all information available globally. This is the “earner” media that
brands are fighting for. As consumers’ trust globally has reached historic mini-
mums (e.g. trust to all forms of media) (Edelman Trust Barometer, 2021), there
is increased attention to user-generated forms of review and personal WOM —
recommendations, and who recommends matters.

Russia has among the lowest positions in the world in terms of trust in the
media (Edelman Trust Barometer, 2021). And yet, the strong shift towards
digital consumption and digital communications channels leads to increase in
variability of information sources and content, available to consumers (PwC,
2020). Moreover, consumers can be motivated to create their content as op-
posite to already available information sources. The shifts we observe take
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now less time to change consumer behaviour, e.g. rationalising it and increas-
ing the focus on the role of information (Mérineau, 2019).

At the same time, existing research suggests that there might be differ-
ences in consumers’ activity in content creation. According to Li and Bernoft
(2010), individuals could be clustered as creators, conversationalists, crit-
ics, collectors, joiners, spectators, or inactive. For example, the creators are
the most active participants on the Internet. They are constantly creating a
blog(post)s, websites, videos, audios, and/or other content. The critics are
the opposite of the conversationalists. This group responds to status updates,
blogs, websites, news, forums, products, and services. For creators and con-
versationalists, this group is an essential one to maintain online interaction.
However, there is a significant overlap in these three segments (creators, crit-
ics, and conversationalists). At the same time, those at the end of the ladder
of activity (L1 & Bernoft, 2010) — the inactive consumers — are not present on
social media. Or they may be present but aren’t doing anything at all.

Consumer power through information control

The issue of information in consumer behaviour theory has been largely dis-
cussed from the perspectives of them having access to information about
companies and their products (e.g. Nelson, 1970; Rezabakhsh et al., 2006)
and, with the development of the Internet, from the standpoint of informa-
tion creation (e.g. Labresque et al., 2013; Rezabakhsh et al., 2006). The third
(and relatively newer) aspect of consumer power in the digital environment is
power through information control, which relates to personal data provision
and consumers’ privacy concerns (Bandara et al., 2020) as well as to practices
in managing communications with organisations (which information to re-
ceive, when and how). As communication practices of companies evolve to
allow consumer data collection and increased personalisation, information
control by consumers shifts more to personal data protection and permission,
with related competencies development.

Personal information is one of the most valuable resources that compa-
nies may possess. Consequently, this dimension appears in almost all digi-
tal competence models and frameworks (e.g. digital safety in the DigComp
framework; Carretero et al., 2017) and includes the ability to personal protec-
tion, data protection, digital identity protection, security measures, safe and
sustainable use. According to National Agency of Financial Studies (NAFI)
(2020), Russian citizens demonstrate a good level of understanding of cyber
security, including issues related to personal data protection. At the same
time, research by Russian Venture Company (RVK) and Institute for Na-
tional Projects (INP) (2020) showed that Russian consumers consider keep-
ing control of their personal data important and distinctively differentiate
government and commercial institutions when it comes to guarantees of per-
sonal data security. It is worth mentioning that 59% of respondents admitted
trust to large online platforms against only 49% that declared trust in the
government in issues related to personal data protection.
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With the increase of consumers’ information competence, their conscious-
ness regarding third-party access to personal information as well as infor-
mation control practices evolve. They become selective on how and with
whom they would share their personal data. With the wide use of portable
and wearable devices that keep track of location, health, and behavioural
evidence, consumers may manage this information and decide on providing
access to it (Labresque et al., 2013). Lwin et al. (2016) found that consumers
who worry about their privacy and sensitive information sharing may take
deflective and defensive behaviours. However, according to recent studies
(e.g. Anant et al., 2020), few consumers consciously apply sophisticated meas-
ures to control the information they provide to companies, often preferring
only to manage the browser history and cookies.

Companies need to understand what consumers are ready to do in terms
of providing personal information or protecting it. As stated by Mérineau
(2019), more than 50% of consumers would be willing to share personal data
in exchange for offers or discounts, product recommendations, and personal-
ised shopping experiences. According to Trend Vision by Ipsos (2021), Rus-
stan consumers as well realise the positive correlation between the amount
of personal data transmitted to companies and the quality of their experi-
ence with these companies. Around 50% of consumers demonstrate readiness
to share individual information for money or impersonally, and every third
would be willing to do that for personalised experience.

Methodology

Sample

To evaluate consumer information competencies, a sample of 561 Russian con-
sumers was surveyed online. Respondents were recruited from an online panel
administered by a research company. The respondents live in the two largest
metropolitan cities of Russia (Moscow and St. Petersburg) and have made at least
one online purchase during the last year. Quota sampling was used to ensure
that the sample structure by age and gender complied with the economically
active general population between 18 and 55 years old. The sample includes men
and women in equal proportions. Forty-four per cent of respondents are be-
tween 18 and 34 years old, 56% of respondents are between 35 and 55 years old.
The respondents completed an online questionnaire about their information
behaviours in the digital marketplace and socio-demographic characteristics.

Operationalisation of variables

To measure consumer information competencies, the research team has gen-
erated 22 statements that describe different aspects of behaviour related to
information consumption, creation, and control (see Table 9.1). The state-
ments are derived from existing academic literature and empirical reports.
Each statement is measured on a frequency scale with five answer options
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(Never, Rarely, Sometimes, Often, Almost always). For statements 822, the
answer option “Regularly” is used instead of “Almost always”. The answer
options were further converted to a 5-point numerical scale, where 1 repre-
sents the rarest category and 5 — the most frequent category.

Analytical approach

To simplify the analysis of 22 statements describing consumer information
behaviours, exploratory factor analysis was employed. Twenty-two state-
ments were compressed into five meaningful factors that represent different
information competencies. All statements showed high factor loadings on a
principal factor, while cross-loadings on other factors were below 0.5 (see
Table 9.2). Cronbach’s alphas were above 0.7 for three out of five factors,
which signifies their high internal consistency (Peterson, 1994). Two factors
showed Cronbach’s alphas between 0.6 and 0.7. The level is borderline, but
still acceptable, although it signifies that information behaviours representing
the factors are less correlated (Peterson, 1994). Nevertheless, it is admissible
considering that the study was not aimed to develop or validate a new scale,
but rather reduce the dimensionality of data representing different informa-
tion practices to simplify further analysis.

Then, the statements representing each factor were aggregated into five
summated variables. To calculate a summated variable, the values of respec-
tive answers were averaged for each respondent. The five summated variables
associated with each factor were used as clustering criteria. Four consumer
clusters with distinct information competencies were identified using Ward
hierarchical cluster analysis. The clusters were further profiled on a num-
ber of additional variables such as social-demographic parameters and online
shopping sentiments.

Findings

Structure and levels of information competences

Exploratory factor analysis delineated five competencies related to informa-
tion consumption, creation, and control (see Figure 9.1). Information consump-
tion practices are divided into two factors: information seeking competence
and comparison shopping competence (see Table 9.2). The former includes
information practices related to protective behaviours aimed to assure prod-
uct quality through checking the brand reputation and product reviews on
the Internet. The latter is more active with a focus on price comparisons and
deal hunting. Information creation practices form part of the single competence
named accordingly (see Table 9.2). Information control practices are divided into
two factors: information protection competence and information permission
competence (see Table 9.2). The former comprises information practices that
help consumers filter and avoid inbound marketing communications and
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Figure 9.1 Sources of consumer information power

defend their privacy. The latter implies that consumers consciously select the
types of inbound communications that they are willing to receive and pro-
vide their personal data in exchange for more personalised treatment and
other benefits.

The results show that information seeking competence is the most devel-
oped one, followed by comparison shopping, information protection, infor-
mation permission, and information creation competencies respectively (see
sample means for all competencies in Table 9.2 or 9.3). However, the devel-
opment of information competencies is not universal among the population.
Rather, there are four distinct clusters with different information compe-
tence profiles (see Table 9.3).

Description of clusters

Passive avoiders

Passive avoiders demonstrate the lowest level of information competence de-
velopment. They are relatively uninvolved in the digital marketplace and do
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not use all the opportunities provided by the technological transformation of
shopping. The only way they use consumer power in the digital marketplace
1s through moderate information seeking which is still below the extent of
information seeking demonstrated by other clusters.

Passive avoiders constitute the largest share of the sample (36%). The ma-
jority of passive avoiders are women (57%). This cluster is less educated as
compared to other clusters (44% do not have a university degree). Their shop-
ping experience is the least satisfactory as compared to the most advanced
cluster (M pugive avoiders = 3-9 versus M proactive mavens = 4.1, Dunnett’s test
p <0.05).

Their behaviour exhibits a number of contradictions. For instance, passive
avoiders have the lowest income in the sample; however, they do not do
comparison shopping that can help find better-priced products and lucrative
deals. Additionally, they report a relatively low level of trust in online retail-
ers and are irritated by online advertising; however, they do not take any pro-
tective actions to establish their consumer power in the digital marketplace.
The reason might be the absence of required knowledge that prohibits them
from utilising consumer power.

Careless searchers

Careless searchers demonstrate high levels of information seeking and com-
parison shopping competence. They constitute 22% of the sample. The gen-
der structure is the same as in the previous cluster (57% women); the income
distribution is also very similar. However, in contrast to passive avoiders,
careless searchers are older (63% are above 35 years old) and more educated
(70% have a university degree).

Careless searchers actively consume information both to find better quality
products and save on prices. They are equally satisfied with their consump-
tion experience as the most advanced cluster of proactive mavens (M creless
scarchers = 4.1 versus M proactive mavens = 4.1, Dunnett’s test p >0.05). Anal-
ogously to passive avoiders, they have low trust in online retailers and are
irritated by online advertising; but they do not take any precautions measures
to mitigate their negative sentiments towards business practices.

Protective searchers

Similar to careless searchers, protective searchers demonstrate high levels of
information seeking and comparison shopping competence. The distinctive
teature of protective searchers is their strong emphasis on information pro-
tection competence. The cluster constitutes 22% of the sample. Protective
searchers are predominantly men (64%). The income level is higher than in
other clusters. The education level and age structure are similar to the first
cluster of passive avoiders.
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Protective searchers report that their online shopping experience meets
their expectations, but they show the lowest value on the parameter of close-
ness to ideal (M Protective searchers — 3.5 versus M Proactive mavens 3'9’ Dun-
nett’s test p <0.05). It signifies that protective searchers have high demands
in relation to shopping experience (probably because of their larger financial
resources) which are not fully met. Additionally, this cluster demonstrates the
lowest trust to online retailers and the highest level of irritation by online
advertising, which is logically reflected in their active use of ad-blocking apps
and other protective behaviours such as cookie control.

Proactive mavens

The cluster consists of consumers who are advanced on all five information
competencies. Proactive mavens demonstrate the highest level of online shop-
ping satistaction, highest trust to online retailers, and the lowest level of irrita-
tion by online advertising. In contrast to protective searches, their protective
behaviours are balanced by selective permission behaviours: instead of blocking
all types of marketing communications, they filter some of them but engage
in closer relationships with trusted online retailers. Additionally, proactive ma-
vens exert their consumer power through information creation behaviours.

The cluster accounts for 23% of the sample. Proactive mavens are younger
consumers who are active in the digital marketplace. They are more edu-
cated than passive avoiders and protective searchers but are behind the edu-
cational level of careless searchers (66% have a university degree). The cluster
is slightly dominated by male consumers (56%). The income level is higher
than in other clusters.

Discussion

This chapter aimed to explore Russian consumers’ digital competencies in
relation to information consumption, creation, and control and identify po-
tential areas for development. The empirical study of Russian online shoppers
produced several insights that are of relevance for firms, public policymak-
ing, and consumers themselves.

First, some competencies are easier adopted by consumers, while oth-
ers require more effort. In particular, the study delineated five information
competencies and showed that information seeking competence is the most
advanced one among Russian consumers. The result can be explained by
the paramount importance of information-seeking activities in the decision-
making processes. The second place is occupied by comparison shopping and
information protection competencies. These competencies require greater
consumer knowledge and involvement. At the same time, their development
can benefit consumers both financially and experientially. Ultimately, infor-
mation creation and information permission competencies are at the lowest
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level of development. These competencies are the most sophisticated and im-
ply the mix of consumption and production practices adopted by consumers.
Thus, permission and creation competencies establish a completely distinct
balance of power in the digital marketplace with the consumer occupying the
central position.

Second, information competencies are not universally developed among
consumers. There are four distinct clusters with different information com-
petence profiles. We suggest a number of ways each cluster can improve their
online shopping experience through competence development.

The cluster of passive avoiders needs advancement of information seek-
ing competence in the first place, as it is the fundamental competence re-
quired to effectively manage consumer activities in the digital marketplace.
Considering the large share of this cluster and their specific socio-economic
stance (lower level of education and lower-income), the government and not-
for-profit organisations can pay special attention to passive avoiders through
targeted educational programs aimed to improve their basic information
competencies.

The careless searcher should pay more attention to protective behaviours.
Even though they have a satisfactory online shopping experience, there are
risks that they may encounter malignant retailers who are capable of spoiling
experience with unfair marketing practices.

Protective searchers have high demands in relation to the online shopping
experience. They can take advantage of permission behaviours (such as the
provision of personal information to trusted retailers) to allow more person-
alised treatment and, hence, better customer experience. Moreover, they are
lucrative for online retailers due to their higher income and, thus, spending
potential. Nevertheless, this cluster is hard to reach for retailers because they
actively protect their privacy and resist inbound marketing communications.
A managerial application for working with such types of customers is to build
trust through demonstrating the transparency of data management practices
and respect concerning their privacy. As some authors suggest, consumers
who are distrustful of and disillusioned about marketing practices can be
more enthusiastic and committed to some brands (Helm et al., 2015; Pervan &
Martin, 2012). Hence, protective searchers represent an opportunity to those
companies that are able to convince them of their trustworthiness.

Proactive mavens are not only active consumers of information but also
content creators who can influence other consumers. Hence, they may in-
spire the interest of the business as potential influencers and opinion lead-
ers playing with firms at the same battleground. When working with such
consumers, businesses should ensure that influencers comply with business
values and standards, as these consumers become the voice of the business and
represent it in the marketplace.

Third, the study showed that the increase in consumer power does not
proportionally improve the consumer experience in the digital marketplace
(see Figure 9.2). For instance, protective searchers report less favourable
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Figure 9.2 Consumer clusters on the power-experience map

online shopping sentiments on some parameters than even the least advanced
cluster of passive avoiders (higher irritation with advertising, lower trust to
business, and high standards for ideal shopping that are not fully met). These
negative sentiments may adversely affect consumer psychological wellbeing
and, hence, require some corrective actions. This example makes us assume
that the development of information competencies should be balanced: to en-
sure a better customer experience, advancement of any defensive competence
(such as information protection) should be completed with the development
of active competence (such as information permission).

The current study offers several managerial implications. It becomes obvi-
ous that further transformation of the global marketplace will coincide with
the development of consumer power. Among its other sources, information
is related to core stages in consumer decision-making and strongly influences
the interaction between firms and consumers, as well as between consumers
and their peers. Instead of linear, manageable interaction along the funnel
stages, both firms and consumers are embedded into a series of “cyclones”
(Keiles & Lieberman, 2019), whereas brands and information sources may be
added to consideration.

There is no uniform development though. As existing research indicates,
being confronted with increasing uncertainty consumers develop various
market sentiments — e.g. scepticism and lack of trust, on one side; and tend to
overcome uncertainty by increasing their own literacy, on the other side. As
suggested in Edelman Trust Barometer (2021), there is a rise in motivation
by consumers to be more literate. What kind of strategies can be offered in
order to handle diversity in consumers’ attitudes and competencies related
to information consumption, creation, and control? Adding these criteria to
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the segmentation process can probably help develop persuasion and educa-
tion strategies that might help to attract informed consumers, be willing to
become loyal customers, and actively participate in positive WOM, as well
as other forms of information co-creation. Finally, these new strategies will
be relevant for consumers to lift their caution and share user data with busi-
nesses. Consumers will decide which businesses they want to share data with,
offering them a more competitive angle.

Future research might take this discussion even further. For example, as
reported by Labrecque et al. (2013), the next levels of consumer power re-
late to network interaction and crowd power. Beyond individual proneness,
these aspects of consumer behaviour are related to the speed and scale of
sharing and exchanging information, goods, and other resources, as well as
mobilising for a cause. The latter case might be of particular relevance for
such emerging markets as Russia, where consumers have yet to develop their
strong voice when indicating priorities to businesses — e.g. ecological initia-
tives, social and other cause-related steps.
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10 Digital consumption in
Spain and the Internet
of Things

Nela Filimon and Francesc Fusté-Forné

Introduction

In recent years, intelligent voice devices and assistants have increased their
usage by consumers and businesses. This trend is in line with the increas-
ing presence of information and communication technologies (ICTs) and the
Internet of Things (IoT), in basically all aspects of people’s professional and
personal lives. Thus, according to data released by the Digital 2020 reports
(Kemp, 2020), 59% of the world population is connected to the Internet, the
world user (16—64 years of age) spending online, on average, about six hours
and forty-three minutes per day. The same report indicates a daily average
of five hours and forty-one minutes spent online, in the case of Spanish In-
ternet users. In the same fashion, the worldwide average time spent on social
media, on any device, is of two hours and twenty-four minutes (one hour
and fifty-one minutes for Spain), with Facebook, YouTube, and WhatsApp
being the top three most used social platforms. Among the devices most used
to access the Internet in 2019, mobile phones accounted already for a share of
50.1% of the daily time of the world Internet user (Kemp, 2020).

The data on the usage of intelligent voice assistants shows that 43% of the
worldwide Internet users are using voice interfaces monthly, whatever
the device, for voice searches and voice commands. In the case of Spain,
the proportion stands to 35% of Internet users (Kemp, 2020). As a matter of
fact, in countries like the US, existing evidence points to a rather high degree
of awareness of “voice technology” among consumers (PwC, 2018). A survey
performed by PwC in 2018, found that 90% of the elicited US respondents
were familiar with virtual voice assistants (VVA) and devices, of which, 72%
used a VVA; among the most used devices, the respondents indicated the
smartphone (57%), followed by tablets, laptops, and desktops (29%, for each
of them); as for the mobile voice assistants, they were used mainly at home, by
74% of the respondents. Overall, the study highlights the need for the users
to acquire more advanced skills to perform also more complex usages of the
VVA, as most of the activities done with VVA were about searching, mete-
orological consulting, news and music listening, and in a smaller proportion,
about controlling other home devices or online purchasing (PwC, 2018).
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The evidence on the market distribution among the main VVA, shows that in
2020, Apple’s Siri and Google Assistant were leading the market, with a 36%
share each, followed by Amazon’s Alexa (25%) and Microsoft’s Cortana, with
19%. Moreover, 58% of the VVA users were employing them for searches on
local businesses (Andrienko, 2020). All in all, existing evidence on the usage
of the VVA and the profile of the VVA users is rather scarce.

This research aims to contribute to filling in this gap by identifying pat-
terns of consumption emerging from the usage of the 10T, with a special focus
on VVA in Spain. The representative data, collected by the Asociacién para
la Investigacidon de los Medios de Comunicacion (AIMC, 2019) in period
October—December 2019, from respondents of 14 years of age or above, are
analysed with a latent class approach. Findings show that Spanish VVA users
can be structured in four probabilistic segments or clusters, as follows: inac-
tive or non-users of VVA (55% of the sample), occasional VVA users (23%),
frequent VVA users (8%), and intensive VVA users, respectively (14%). The
data also exhibit a variety of VVAs uses, going from information search,
meteorological and traffic checking, to listening to music and radio, alerts/
agenda/calendar, or phone calls. The chapter is organized as follows: after a
review of the literature on the [oT, we present the methodology and data used
in the analysis, followed by findings and discussion, and conclude with some
implications for marketers and business managers.

The Internet of Things

The IoT is defined as “an ecosystem that consists of devices equipped with
sensors, computing, and networking technologies collaborating to create an
autonomous environment in which smart services are delivered” (Bello &
Zeadally, 2019, p. 663). Also, the IoT is understood as “a well-defined scheme
of interconnected computing tactics, digital, and mechanical devices possess-
ing the capability of transmission of data over the defined network without
having any human involvement at any level” (Singh et al., 2020, p. 521).
However, previous research also acknowledged the long-term environmen-
tal and social impacts of the development of IoT technologies. According
to Nizeti€ et al. (2020), these are the utilization of limited resources, the
growing electronic waste because of large volumes of production, and the
potential limitation of direct social contacts derived from the overuse of IoT
technologies.

The main objective of IoT technologies is not only to improve the effi-
ciency of systems and to simplify processes but also to provide high-quality
smart services (Bello & Zeadally, 2019) and to improve the quality of life of
humans (Nizeti¢ et al., 2020). Since 0T technologies have an ever-growing
impact on humans’ daily lives, previous research has investigated the factors
that determine the consumers’ acceptance of IoT technology (Aldossari &
Sidorova, 2020; Gao & Bai, 2014). On one side, Aldossari and Sidorova
(2020) argued the customer acceptance is based on factors like effort and
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performance expectancy, hedonic motivation, and price value. On the other,
Gao and Bai (2014) showed the relevance of technology factors (i.e. perceived
ease of use), social factors (i.e. social influence), and individual user charac-
teristics (i.e. perceived enjoyment).

Authors such as Bello and Zeadally (2019) reported that smart services
are, for example, applied to smart cities (i.e. street lighting), smart homes
(1.e. home automation), or smart commerces (i.e. e-payment). In this sense,
smart technology based on IoT “has changed human life by providing con-
nectivity to everyone regardless of time and place” (Alaa et al., 2017, p. 48).
From a consumer perspective, the IoT is exemplified through a wide range of
applications such as personal health, home automation, and wearable devices
(Aldossari & Sidorova, 2020). It is obvious that [oT technologies may also lead
to digital inequalities among people. As argued by van Deursen et al. (2021),

those with higher education and those with higher incomes have more
positive attitudes and are the first to actually buy IoT. This also means
that they are the first to develop the required skills and to engage in a
diverse IoT use.

(p. 258)

Among the typologies of smart logistics, previous research has analysed the
customer-oriented intelligent logistics whose goal is to provide closeness,
flexibility, and accessibility to the customers (Ding et al., 2021; Giannikas
et al., 2019). In particular, the quality of service is a relevant attribute of IoT
communication networks, which should exhibit reliability (quality of data),
availability (data synchronization), scalability (support users, devices, and ser-
vices), and security (protection and privacy) (Bello & Zeadally, 2019).

The IoT technologies provide a path to the creation of new technolog-
ical dimensions (Hassan et al., 2020; Nauman et al., 2020). For example,
smartphones are service providers where “technologies such as Siri for 10S
or Sherpa for Android have endowed smartphones with a kind of persona”
(Miranda et al., 2015, p. 46). Consumers can interact with these smart objects
(Hoffman & Novak, 2018). This interaction, in the retail industry, results in
value co-creation (Wortmann & Fliichter, 2015) because it offers bidirec-
tional and real-time interaction with customers that improve their experi-
ences (Balaji & Roy, 2017).

The design of IoT products is therefore crucial to anticipate consumer mo-
tivation and behaviours during the interactions with businesses to stimulate
their decision-making (Chang et al., 2014). In addition,

the impact which IoT technologies can have is however not limited to
the value created by individual connected products. Instead, the func-
tions of one product may be further enhanced if it is connected to related
products and thus becomes part of a product system.

(Wortmann & Fliichter, 2015, p. 222)
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This system can be accessed both at local and global levels and “almost every
object surrounding us can be transformed into smart entities by equipping
objects with sensors, actors, and connectivity technologies” (Aldossari &
Sidorova, 2020, p. 507).

Methodology

Data and variables

The representative dataset comes from the AIMC (2019) survey which in-
cludes 19,973 individuals, all Spanish residents at the moment of the inter-
view, of both genders and age 14 years and older. The information is stratified
according to regions and place of birth. For this chapter, we base our analysis
only on the subsample of all Spanish natives (85.3% of the total, thatis, 17,032
individuals). The other variables characterizing this dataset are presented in
the sections below.

Socioeconomic variables

The survey elicited information on several representative indicators for the
individuals’ socioeconomic and demographic profile. Occupational sta-
tus was registered with six levels: (1) employed (59.1%); (2) self-employed
(10.9%); (3) student (9.2%); (4) housework (2.2%); (5) retired (11.8%), (6) un-
employed (6.9%). Education level elicited information on the highest level
of completed degrees: (1) primary studies or less (6.3%); (2) second degree
(secondary school, bachelor’s degree, vocational training) (42.4%); and (3)
university (51.2%). The demographic profile is completed with information
on gender (men — 69.8%; women — 30.2%); age, structured here in four lev-
els: 14-29 years (16.4%); 30—44 years (34.4%; 4559 years (36.2%); 60 years
or above (12.9%); personal status: single (32.8%); married (47.2%); widowed
(1.3%); divorced/separated (6.6%); unmarried couples (12.2%). The type of
habitat unfolds in four levels, as follows: below 10,000 inhabitants (14.1%);
from 10,000 to 50,000 inhabitants (24.1%); from 50,000 to 200,000 inhab-
itants (26.0%), and areas with more than 200,000 inhabitants (35.7%). In-
tormation about the size of the households is offered through the number of
children, as follows: none (70.5%); one (16.6%); two (11.1%); three (1.6%); and
four or more (0.2%), respectively.

Equipment and devices used to access Internet

The information on the equipment and devices used by Spaniards to access
Internet has been collected with two types of questions: (a) dichotomous type
questions (yes/no answers), allowing respondents to select several options,
which have revealed the following preferences (yes answers): personal com-
puter (57.6% of the respondents), laptop (72.4%); tablet (51.0%), TV (32.1%),
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mobile phone (92.7%), video console (11.3%), portable video console (4.7%),
smartwatch (10.6%), home assistant (7.7%), and connected car (5.0%); (b) a
question that elicited the respondents to indicate only the main device or
equipment used to access Internet: mobile phone (44.2%), personal computer
(26.2%), laptop (23.1%), tablet (6.0%), and others (TV, smartwatch, con-
nected car, etc.) (0.5%). Overall, the data show that the mobile phone is the
most preferred device, followed by personal computers, laptops, and tablets,
although smartwatches and virtual home assistants are gradually gaining ter-
rain too.

Internet consumption behaviour

The information collected shows that the greatest part of the Internet users,
access it with a high frequency, that is, almost constantly (45.5%) or sev-
eral times a day (46.3%), while only a small proportion indicated a lower
frequency — every day or almost every day (7.1%), several times a week (0.8%)
or several times a month or less (0.3%). The daily time allocated to the In-
ternet goes as follows: most of the users spent between two and four hours
a day (27.6%), a similar proportion (26.1%) spent between four and eight
hours a day, while 13.6% are heavy users, spending more than eight hours
per day; other users (18.6%) dedicate only one or two hours at most, 10.1%
(from thirty to sixty minutes), while a very small proportion (4% of the users)
stay below thirty minutes per day. Overall, the data show a high degree of
penetration of the Internet in Spaniards’ daily life. Concerning some of the
devices used for Internet access, 23.4% of the respondents indicated, for ex-
ample, that they dedicate one or two hours a day to scroll Internet through
the mobile phone, while 22.2% of the respondents use the tablet, between
thirty and sixty minutes per day, and 23.6% dedicate only between fifteen
and thirty minutes, respectively.

Internet of Things: Virtual voice assistants (VVA)

A special block of the questionnaire was dedicated to collecting information
about the most known VVA in Spain, such as Google Assistant, Amazon’s
Alexa, Apple’s Siri, among others. For this purpose, dichotomous type ques-
tions (yes/no answers) were used, for example, to know which VVA were
used by the respondent during the month before the interview, with the
following results: Google Assistant goes first, being selected by 51.8% of the
respondents (yes answer), followed by Apple’s Siri, 38.5% and Amazon’s Al-
exa, with 24.5%. Other VVA, such as Microsoft’s Cortana (10.4%), Samsung’s
Bixby (5.7%), and Movistar’s Aura (3.0%) all have much lower usage rates
among the Spaniards.

Concerning the VVA’s users behaviour, this information was captured
with a question on the frequency of their usage, which returned interest-
ing results: basically, more than half of the respondents (55.3%), stated that
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they never or almost never used VVA while the remaining half, indicated
the following usage frequencies: 9.6% uses VVA almost constantly or several
times a day, 4.7% every day or almost every day, 7.8% only several times per
week, and 22.5% uses VVA only occasionally, several times a month or less.
Among the most used devices to employ VVA, the mobile phone goes first,
with 77.9% (yes answer reported, for the dichotomous question), followed by
the intelligent speaker (31.5%), personal computer (16.7%), laptop (15.5%),
the car (11.2%), TV (8.0%), and smartwatch (7.9%). A Likert-type question
(1-completely unsatisfied and 5-very satistied) measured the degree of sat-
isfaction among the VVA users (mean 3.6 and median 4.0): the big bulk of
the VVA users (90.2%) indicated an above the average level of satisfaction, of
which, 15.1% were very satisfied.

A special block of dichotomous questions (yes/no, multiple choices al-
lowed) focused on the main activities performed with the VVA, during the
month before the interview, with the following feedback: 61.0% (yes an-
swer) of the VVA users indicated the usage of VVA for general searches on
the Internet, 50.0% pointed to meteorological and traffic consulting, 47.6%
preferred to listen to music or the radio, 46.4% used VVA mainly for alerts,
calendar planning and lists making, while 38.6% made phone calls, listen
to the news (25.6%), or send messages (24.3%). A smaller proportion of the
respondents indicated that the VVA was related to home automation control
(19.5%) or online purchases/food delivery at home (7.2%).

Research design and data analysis

In this chapter, we set to identify latent profiles of IoT’s users, with a special
focus on the use of VVA. For this purpose, we apply latent class analysis (LCA;
Lazarsfeld & Henry, 1968), an exploratory approach that can also be applied
to categorical variables (see e.g. Cuadrado-Garcia et al., 2018; Daenekindt &
Roose, 2014). LCA is structuring the sample in clusters or segments and esti-
mates, for each observation, the likelihood of belonging to only one cluster,
conditioned on the set of variables used in the analysis (Magidson & Vermunt,
2001). The frequency of using VVA (codified in three levels), a proxy for the
V VA users’ behaviour, was employed here to segment the sample: (1) constant
or almost daily users (14%); (2) several times per week (8%); (3) several times
per month or less (22%); and (4) never or almost never (55%).

Intuitively, LCA procedure starts by estimating the so-called null model
(1-class LCA) and, if this model is not a good fit for the data, the number of
latent classes is gradually increased on a one-by-one basis each time, until
it fails to reject the null model. LCA was performed with Latent Gold 4.5
(Vermunt & Magidson, 2008). Table 10.1, shows the goodness of fit statis-
tics usually employed to select the LCA model for the analysis: the Bayes-
ian Information Criterion (BIC), the Akaike Information Criterion (AIK),
the Consistent Akaike Information Criterion (CAIC), and the chi-squared
likelihood-ratio statistic (L2), this last statistic accounting for the unexplained
association among the variables analysed (see Dayton, 1998; Raftery, 1986).
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Table 10.1 The goodness of fit statistics for the LCA model

LCA r BIC(LL) AIC(LL) CAIC(LL) No. df p-value Class.
model par Error

1-class  26,045.855  64,911.4718 64,880.5033 64,915.4718 4 11 1.0e-5639 0
2-class  11,6954.957  50,609.8233 50,540.144 50,618.8233 9 6 3.9e-2533 0
3-class  48,918.873  43,854.9256 43,746.5356 43,868.9256 14 1 6.3e-1065 0
4-class 2.9944  39,014.7434 38,867.6427 39,033.7434 19 —4 . 0
5-class 2.7501 39,063.2099 38,877.3984 39,087.2099 24 -9 . 0.2767

Source: Own estimation based on data from AIMC (2019).
Note: The model with 4 latent classes is the best choice as it has the lowest values for the BIC, AIC, and
CAIC statistics.

The model selected is the one with four latent classes as it shows the lowest
values for these criteria.

The parameters of the selected model

In Table 10.2, the first row stands for the relative size of each segment or clus-
ter, thus indicating the proportion of individuals belonging to each cluster:
cluster 1 (55% of the sample), cluster 2 (23%), cluster 3 (14%), and cluster 4
(8%), respectively. Furthermore, we present the row profiles of the LCA esti-
mates due to their intuitive interpretation. In this fashion, the values in Table
10.2 indicate, for example, whether the individuals classified in a cluster are
over- or under-represented among the individuals with similar behaviour
(see bold values). Thus, VVA user in cluster 3 (14% of the sample) are over-
represented among the VVA user who answer Yes to using VVA on a constant
or almost daily manner, and No to the remaining alternatives (several times
a week, several times a month, or less, and those who never use VVA). The
estimates in Table 10.2 indicate the following probabilistic patterns of be-
haviour for the Spanish VVA users: more than half of the sample (cluster 1,
55%) never uses VVA (inactive VVA users); 23% of the sample (cluster 2), are
occasional users of VVA devices, as they use them several times a month or
less; cluster 3 (14%) represents the constant or daily users of VVA (intensive
users), while in cluster 4 (8%) are overrepresented the individuals who use
VVA devices several times a week (frequent users).

Results and discussion

VVA preferences and devices used

The results presented in Table 10.3 allows identifying the following proba-
bilistic patterns emerging from the types of VVA preferred by the respond-
ents: thus, the intensive VVA users (cluster 3), give the first preference to
local VVA, such as Aura (Movistar), followed by Alexa (Amazon), Bixby
(Samsung), and Cortana (Microsoft); on average, they also appear to be more
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Table 10.2 Probabilistic patterns of VVA usage behaviour (row profiles, %)

Cluster 1 Cluster 2 Cluster 3 Cluster 4 Sample
(inactive (occasional (intensive (frequent
VVA users)  VVA users)  VVA users)  VVA users)

Cluster size  55% 23% 14% 8% 100%
(s.e.) (0.0038) (0.0032) (0.0027) (0.0021)

VVA’s frequency of use

Constant or almost daily

Yes 0% 0% 100% 0% 100%
No 65% 26% 0% 9% 100%
Several times a week

Yes 0% 0% 0% 100% 100%
No 60% 24% 16% 0% 100%
Several times a month or less

Yes 0% 100% 0% 0% 100%
No 71% 0% 19% 10% 100%
Never or almost never

Yes 100% 0% 0% 0% 100%
No 0% 50% 32% 17% 100%

Source: Own estimation based on data from AIMC (2019).

Note: The probabilistic profile of each cluster is determined by the individuals overrepre-
sented (see bold values which highlight the percentages greater/equal than the cluster size)
among the individuals with a similar pattern of behaviour in that cluster.

skilled in terms of the equipment used to activate the VVA, as they prefer
the intelligent speakers, smartwatches, smart TV, and tablets. The frequent
VVA users (cluster 4), are more likely to choose Siri (Apple) and Google As-
sistant, followed by Cortana (Microsoft) and Bixby (Samsung), and in terms
of equipment and devices, their main preferences go for the mobile phone,
followed by the smart TV and smartwatch. The occasional VVA users (cluster
2), show a higher probability for using Google Assistant and Siri (Apple), and
they exhibit a clear preference for the mobile phone as a device.

Activities performed with VVA

According to the results displayed in Table 10.4, the main activities for which
VVA are employed, are the following. The intensive VVA users (cluster 3) are
overrepresented for all the activities listed in the table (yes answer), although
in terms of preferences, they have a higher likelihood to use VVA for more
specific activities, such as house automation control, online purchases and
home-delivered food, and news, music, and radio listening. The frequent
VVA users (cluster 4), are more oriented towards the use of VVA for more
common activities like, for example, phone calls and general searches on the
Internet, alerts/agenda/calendar/lists, messages, and meteorological and traf-
fic consulting. The occasional VVA users (cluster 2) instead, are rather inac-
tive in terms of activities performed with the VVA, using the VVA mainly of
general searches on the Internet, most likely also because of their lower level
of awareness and skill about VVA and their usage.
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Table 10.3 Types of VVA and the equipment or devices they are used with

Cluster 1 Cluster 2 Cluster 3 Cluster 4 Sample
(inactive (occasional (intensive (frequent
VVA users)  VVA users)  VVA users)  VVA users)

Cluster size  55% 23% 14% 8% 100%

Types of VVA used in the last month
Alexa (Amazon)

Yes 0% 10% 71% 19% 100%
No 0% 26% 44% 30% 100%
Google Assistant

Yes 0% 23% 49% 28% 100%
No 0% 21% 52% 27% 100%
Aura (Movistar)

Yes 0% 7% 74% 18% 100%
No 0% 23% 50% 28% 100%
Bixby (Samsung)

Yes 0% 19% 58% 23% 100%
No 0% 22% 50% 28% 100%
Cortana (Microsoft)

Yes 0% 21% 53% 26% 100%
No 0% 22% 50% 28% 100%
Siri (Apple)

Yes 0% 24% 47% 29% 100%
No 0% 21% 52% 26% 100%

Equipment with which the V' VA is used
Personal computer or laptop

Yes 0% 19% 59% 22% 100%
No 0% 23% 49% 28% 100%
Tablet

Yes 0% 16% 62% 22% 100%
No 0% 23% 48% 28% 100%
Mobile phone

Yes 0% 24% 48% 28% 100%
No 0% 18% 58% 24% 100%
Television

Yes 0% 14% 63% 24% 100%
No 0% 23% 49% 28% 100%
Intelligent speaker

Yes 0% 11% 69% 21% 100%
No 0% 28% 42% 30% 100%
Car

Yes 0% 21% 58% 21% 100%
No 0% 22% 49% 28% 100%
Smartwatch

Yes 0% 14% 63% 23% 100%
No 0% 23% 49% 28% 100%

Source: Own estimation based on data from AIMC (2019).

Note: The probabilistic profile of each cluster is determined by the individuals overrepre-
sented (see bold values which highlight the percentages greater/equal than the cluster size)
among the individuals with a similar pattern of behaviour in that cluster. To simplify the
interpretation of each cluster’s profile, we focus only the Yes answers.
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Table 10.4 Probabilistic patterns of the activities performed with VVA

Cluster 1 Cluster 2 Cluster 3 Cluster 4 Sample
(inactive (occasional (intensive (frequent
VVA users)  VVA users)  VVA users)  VVA users)

Cluster size 55% 23% 14% 8% 100%
Types of activities for which V' VA was used
General searches

Yes 0% 23% 49% 28% 100%
No 0% 21% 52% 27% 100%
Meteorological or traffic consulting

Yes 0% 17% 57% 25% 100%
No 0% 27% 44% 29% 100%
House automation control

Yes 0% 6% 79% 16% 100%
No 0% 26% 44% 30% 100%
Phone calls

Yes 0% 19% 53% 28% 100%
No 0% 24% 49% 27% 100%
Send messages

Yes 0% 16% 58% 25% 100%
No 0% 24% 48% 28% 100%
Alerts/agenda/calendar/lists

Yes 0% 15% 60% 26% 100%
No 0% 29% 42% 29% 100%
Music or radio listening

Yes 0% 14% 62% 24% 100%
No 0% 30% 40% 30% 100%
News listening

Yes 0% 12% 67% 21% 100%
No 0% 26% 45% 30% 100%
Purchase/ask for food delivery at home

Yes 0% 11% 71% 18% 100%
No 0% 23% 49% 28% 100%

Source: Own estimation based on data from AIMC (2019).

Note: The probabilistic profile of each cluster is determined by the individuals overrepre-
sented (see bold values which highlight the percentages greater/equal than the cluster size)
among the individuals with a similar pattern of behaviour in that cluster. To simplify the
interpretation of each cluster’s profile, we focus only the Yes answers.

Sociodemographic profiles of the VVA users

The sociodemographic variables used to characterize the profiles of the VVA
users are presented in Table 10.5. The estimates show that the intensive VVA
users (cluster 3) are, on average, more likely to be men, below 44 years of
age, single or living in couple (married or unmarried), and belonging to a
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Table 10.5 Sociodemographic profiles of the VVA users and non-users

Cluster 1 Cluster 2 Cluster 3 Cluster 4 Sample
(inactive (occasional — (intensive (frequent
VVA users) VVA users) VVA users) VVA users)

Cluster size 55% 23% 14% 8% 100%
Gender

Female 56% 25% 12% 7% 100%
Male 55% 22% 15% 8% 100%
Personal status

Single 54% 24% 14% 8% 100%
Married 56% 22% 15% 8% 100%
Widowed 62% 19% 12% 7% 100%
Divorced/separated 61% 19% 12% 7% 100%
Couple not married  52% 25% 15% 8% 100%
Type of habitat (thousands of inhabitants)

>10 57% 23% 14% 6% 100%
10-50 56% 23% 14% 7% 100%
50-200 55% 23% 14% 8% 100%
>200 54% 21% 16% 8% 100%
Number of children in the household

None 58% 22% 12% 8% 100%
One 49% 24% 18% 8% 100%
Two 50% 22% 19% 9% 100%
Three 41% 28% 24% 7% 100%
Four or more 36% 21% 36% 7% 100%
Age

14-29 years 44% 28% 18% 9% 100%
30—44 years 52% 23% 17% 8% 100%
45-59 years 59% 22% 12% 7% 100%
<=60 years 68% 18% 8% 6% 100%
Education level

Primary or less 55% 23% 15% 7% 100%
Second grade 54% 23% 15% 8% 100%
University 56% 22% 14% 8% 100%
Occupational status

Self-employed 52% 22% 17% 8% 100%
Employed 54% 23% 15% 8% 100%
Student 46% 29% 15% 10% 100%
House works 59% 23% 11% 7% 100%
Unemployed 62% 21% 11% 7% 100%
Retired 68% 17% 9% 6% 100%

Source: Own estimation based on data from AIMC (2019).

Note: The probabilistic profile of each cluster is determined by the individuals overrepre-
sented (see bold values which highlight the percentages greater/equal than the cluster size)
among the individuals with a similar pattern of behaviour in that cluster.
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household with children; they exhibit an active occupational status, being ei-
ther employed, self~employed, or studying; educational level and the type of
habitat are two variables that do not seem to play a relevant discriminant role
here, as the intensive VVA users are likely to be found in all types of living
areas and across all educational profiles. The frequent VVA users (cluster 4)
share some common features with the intensive VVA users in terms of genre
(more likely to be men), personal status (single and married or unmarried
couples), age (below 44 years of age), and occupational status (self~employed,
employed, or students); in terms of education, they are more likely to have
finished the second grade or hold a university degree; on average, they be-
long to smaller size households, either with no children or no more than
two; in the same fashion, they have a higher likelihood of living in a me-
dium and large urban area (above 50,000 inhabitants). The occasional VVA
users, segment (cluster 2) are, on average, women, below 44 years of age,
either single or unmarried couples, and live in areas no larger than 200,000
inhabitants; they belong to households with one or three children and their
highest educational degree don’t go beyond the second grade; concerning the
occupational status, they are either working (employed or house works) or
still studying. As for the non-V VA users (cluster 1), on average, they are older
(45-59 years and above) and reported no children in the household; their
educational background is rather mixed, including both university gradu-
ates and primary studies, and their occupational status is lower, being either
retired, unemployed, or dedicated to house works; they are more likely to
be found in living areas with less than 200,000 inhabitants and in terms of
personal status, they are either single or live as an unmarried couple. Last but
not least, while gender does play a discriminant role for the VVA users, in
the case of the non-VVA users, the estimates show that they could be either
men or women. Overall, the sociodemographic variables appear to be more
important for the segmentation of the sample in VVA users and non-VVA
users, respectively, with gender playing a more significant role.

Conclusions

This research has focused on the usage of VVA in Spain with the purpose
of identifying clusters of VVA users emerging from the frequency of VVA’s
usage habits. The LCA method has returned three segments of active VVA
users (intensive, frequent, and occasional), representing 45% of the sample,
and one inactive segment, accounting for the remaining 55% of the sample
size. The results show that the VVA awareness and their usage could play a
discriminant role when comes to individuals’ social and cultural status. Thus,
intensive and frequent VVA users are likely to be, on average, more skilled
and knowledgeable about a greater variety of VVA (Alexa Amazon, Google
Assistant, Aura Movistar, Cortana Microsoft, Bixby Samsung, and Siri Ap-
ple), about all the devices available to be employed with the VVA (Tablet,
PC, mobile phone, TV, intelligent speakers, cars. and smartwatches), and
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the whole range of activities performed with the VVA and measured in the
survey (general searches, weather/traftic checking, house automation con-
trol, phone calls, messaging, music, news, and radio listening, purchases/food
ordering, and alerts/calendar/lists).

This said, each segment nevertheless, has a clear preference when comes
to the VVA used (intensive VVA users prefer most Aura Movistar and Alexa
Amazon, while the frequent VVA users have Siri Apple and Google Assis-
tant as main preferences), the devices employed (intensive VVA users prefer
the intelligent speakers, smartwatches, TV, and tablets, while the frequent
VVA users put in the first place the mobile phones, followed by TV and
smartwatches), and the type of activities performed (intensive VVA users give
preference to more complex activities such as house automation control, pur-
chases/food ordering, and news, music, and radio listening, while the fre-
quent VVA users segment use VVA general searches, phone calls, and alerts/
calendar/lists issues). The degree of awareness and knowledge about VVA 1is
much lower in the case of the occasional VVA users’ segment: the only VVA
used are Siri Apple and Google Assistant with the mobile phone as the unique
device and only for general searches.

In the same fashion, the results also indicate that sociodemographic varia-
bles are important social status markers, especially when comes to the distinc-
tion between VVA users and non-users, a special role being played by gender
and age. In this respect, women have a higher likelihood of belonging to the
clusters of occasional and non-VVA users, while men are either intensive or
frequent users. Also, generational differences are clearly differentiating the
V VA active users (on average, younger, between 14 and 44 years of age) from
the inactive ones (45-59 and above 60 years of age). Personal status’ discrimi-
nant role is less relevant, compared to gender and age: the inactive segment
reunites individuals either married, divorced, or separated and the three seg-
ments of active VVA users are characterized mainly by single and couples
(either married or unmarried). As for the size of the households, the estimates
support the generational gap between VVA users and non-users: while the
intensive V VA users reported the presence of children in the household (from
one to four or more), the frequent and the occasional VVA users’ segments
reported either none or no more than two/three children in the household.
Occupational status has a stronger discriminant power in distinguishing the
VVA users (on average, active in the labour market or studying) from the
non-users (unemployed, retired, or dedicated to house works). Finally,
the educational level does not seem to play a significant role in the charac-
terization of the four clusters. One potential reason could be that, according
to international evidence, 58% of the US VVA users employ them on smart-
phones to find information on local businesses, of which 46% do so daily
(Murphy, 2018), thus overcoming the potential barriers imposed by the level
of finished studies.

Finally, this research has focused on the VVA (type of VVA, devices, activ-
ities, frequency of usage), leaving aside other variables in the characterization
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of the segments, such as the frequency of using the Internet, the time spent
online, or the main devices used to access the Internet, satisfaction with the
VVA, most used social networks, privacy and security concerns, among oth-
ers. For some of these variables, we only present descriptive statistics, al-
though their employment in the characterization of the clusters could offer
additional insights.

Business implications

All in all, the results indicate that more resources and efforts must be made,
to popularize VVA, their usage, and the devices used to employ them, both
by policymakers and firms. Existing evidence for other countries, like the
US (see Murphy, 2018) or worldwide (see Kemp, 2020), on the use of VVA,
also highlights the gender gap, in favour of men (see Kemp, 2020; Murphy,
2018) and the age gap, with older individuals, above 55 years of age more
likely to be non-users of VVA, although some of them would not be reluctant
in doing it (see Murphy, 2018). In terms of the most popular VVA devices,
our findings are in line with the existing evidence showing that smartphones
are taking over personal computers and laptops, in the US, for example, the
mobile voice search being ranked second after the mobile browser (Sterling,
2019). Overall, VVA are also gaining market share in Spain, inviting busi-
nesses to adapt their business models and the customer relationship manage-
ment strategies to better communicate the value proposition of their products
and services, given that VVA are called to change the way customers interact
with products and brands.
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11 Digital Trends of European
consumers’ behaviour

Forecasts and predictions

Matgorzata Bartosik-Purgat and Nela Filimon

Introduction

Information and communication technologies (ICT) impact a wide range of
areas of behaviour and activities, of both individual consumers and businesses
(including suppliers, manufacturers, distributors, and post-selling services).
The recent development and increase in the use of the Internet and digi-
tal communication tools was also due to global factors, e.g. the COVID-19
pandemic and the related restrictions on the movement of people around the
world (Dvorak et al., 2021; Sharma & Kapoor, 2021). Other influential fac-
tors include generational changes and different digital skills and preferences
of consumers of various age cohorts, increasing access to Internet resources,
the rapid development of mobile telephony and devices, and changes in peo-
ple’s lifestyles (Berraies et al., 2017; Verma et al., 2021). All these factors have
led to not just changes in people’s lives but also to the emergence of new
business models based mainly on digital technologies. This new situation is
thus challenging for consumers, producers, and retailers alike.

The significance of ICT’s impact on consumers’ behaviour may be consid-
ered, as mentioned above, from the perspective of the individual consumer,
producer, and retailer. The main contextual factors and activities involved
have been presented throughout the chapters in this book. However, the main
objective of this chapter is to identify and indicate the direction of future
developments in the use of ICTs by these three above-mentioned groups of
actors. A literature review of the newest scientific publications on the topic
reveals several trends expected in relation to ICTs’ influence, e.g. e-commerce
development, increased social media, and mobile usage, eco-trends, online
communication between consumers and retailers, increased personalisation of
the firms’ customer-relationship management strategies, usage of virtual voice
assistants (VVA), home automation, and other aspects of consumer behaviour.

E-commerce in Europe

The global situation caused by Covid-19 pandemic has led to more Euro-
pean consumers making purchases in online stores. Many of them have even
started to buy products in online shops that were previously only purchased

DOI: 10.4324/9781003263685-14


https://doi.org/10.4324/9781003263685-14

184 Matgorzata Bartosik-Purgat and Nela Filimon

in brick-and-mortar stores and forecasts of retail e-commerce revenue from
2017 to 2025 indicate a permanent increase. Expectations of e-commerce
revenue in Europe show growth to 569.2 billion U.S. dollars in 2025 (Stati-
sta.com, 2021a). Likewise, forecasts about the number of e-commerce users
in Europe by 2025 indicate an increase to 569.8 million in 2025 (Statista.
com, 2021b). These increased numbers are likely to be due to not only the
COVID-19 pandemic but also to a wider customer preference for online
shopping. The features and advantages of e-commerce are also important
to note here, including the convenience of such form of shopping, time em-
ployed to compare products and services, usually lower prices for many prod-
ucts and services, return options, convenient and technologically developed
methods of payment and delivery, and the use of new tools such as virtual
voice assistants (VVA), or chatbots, among others (Nogueira et al., 2021).

Communication with e-customers (including social
media and mobile phones)

Good customer service, and above all, proper communication is an important
challenge for the retailers. Good communication and customer-relationship
building and management are, and will continue to be, the main avenue to
increasing the number of new consumers and maintaining the loyal ones
(Collin-Lachaud & Diallo, 2021). In the case of online communication —which
will certainly be the main channel for contacting and sharing information —
VVA and chatbots will play an important role, alongside traditional chan-
nels like social platforms and instant messengers (Chen et al., 2021; Chesney
et al., 2017; Collin-Lachaud & Diallo, 2021). Communication through these
instruments is, first of all, attractive especially for young customers, and sec-
ond, it also contributes to accelerating business—customer interaction, and to
reduce costs in comparison to manual solutions (Hsieh & Lee, 2021). What
iIs more, an increasing number of young consumers are using, for exam-
ple, VVA when making online purchases (voice commerce), such as Ama-
zon Alexa (Hsieh & Lee, 2021; Jiménez-Barreto et al., 2021). Furthermore,
generally, younger people usually prefer to be involved in the vlogosphere
rather than in the blogosphere when applying online tools. When using
v-commerce, consumers can give the appropriate command to the virtual
voice assistant and indicate what they want to buy and how they want to pay.
They should also have their payment card connected with the smartphone.
Then the payment for purchases done by the virtual voice assistant will be
made automatically through this card (Chen et al., 2021). Therefore, retail-
ers, wishing to enable v-commerce for these consumers, should enable such
technology. Digital technologies are also expected to increase even further
the interaction between consumers and companies or brands, through online
mass collaborations (e.g. prosumers) or the use of collective intelligence to
solve specific problems (e.g. crowdsourcing) or to submit ideas to create new
products/services.
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Producers and retailers should also follow the new trends and developments
in the social media realm, first because the number of social media users keeps
increasing (Kemp, 2020, 2021); and, second, because social media are one of
the most widespread instruments for maintaining communication between
retailers and consumers. This trend is likely to continue thanks to an increase
in the use of mobile devices, which account for most social media activity
(Ju et al., 2021). A few years ago, it was not even possible to run Facebook
on a phone smoothly. Currently, almost all consumers have a combination
of Facebook, YouTube, LinkedIn, Snapchat, Instagram, and TikTok applica-
tions on their smartphones. This means that in the future people are expected
to be more divided between the various social networking portals. What can
be seen now, and what may increase in the future, are the differences be-
tween the communities of individual social platforms. As a result, producers
and retailers have to use not only the “old” and the most widespread social
platforms like Facebook, but also those platforms that are used by particular
segments of consumers (e.g. generation Z) like TikTok, Snapchat, and others,
which might not be widely used or even present yet in many business sectors.
In other words, companies using social media to promote their activities will
have to choose the platforms which most of their customers use. What is
more, while communicating with the customers, companies should use the
correct form of the content. Nowadays, content posted on social networks is
often in the shape of short films, because even the best text cannot compete
with video reach, especially when it comes to selling products and services
online (Garcia-de-Frutos & Estrella-Ramoén, 2021; Rohde & Mau, 2021);
consumer guides, visualisations, tutorials, reviews, arrangements all become
more understandable in short films format. In addition, video marketing also
allows for coverage and live broadcast, which, combined with influencer
marketing, offers powerful audience engagement with the commercial mes-
sage (Rohde & Mau, 2021). This trend is likely to be maintained in the future
(especially in the next few years) but will certainly also evolve and reach not
just the youngest consumers but also the older ones, who are using these new
forms of obtaining information more and more often. Nevertheless, with
the usage of the video for content presentation, the companies should also
emphasise in the messages the problems the customers are struggling with.
Such expectations were observed during COVID-19 pandemic (Rohde &
Mau, 2021). They should also focus on providing reliable information and on
building a long-term, continuous relationship with their customers, which
will help to expand the number of loyal customers and increase performance.

Social media not only allow contact between people, and gathering
and sharing information, but may also be used as an efficient platform for
e-commerce (Jami Pour et al., 2021; Saarijirvi et al., 2018). Consumers can
now conveniently and quickly buy products via social media platforms, e.g.
Facebook and Instagram. In addition, new business models such as live-
commerce (also called live-streaming) — which started in China in 2014 and
has now begun to expand in many European markets (Gibreel et al., 2018;
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Qin & De-Juan-Vigaray, 2021) — is developing rapidly. It should be under-
lined that the increase of such new activities and possibilities through social
media is usually impacted by the growth of mobile devices’ use. They allow
a faster and more comfortable access to social media platforms. These ways
of social media usage will certainly continue to grow in the future not only
in Europe but also in other world’s markets (China was the pioneer of this
method of selling). Such solutions give an opportunity especially for small
businesses that can use social platforms or marketplaces, such as LiveMarket
(a marketplace available in Poland that is a combination of Allegro and Tik-
Tok) (Mokrzycka, 2021).

The next issue associated with social media, as already mentioned above, is
the increasing use of mobile devices (e.g. smartphones, tablets, etc.) by con-
sumers. Producers and retailers should be prepared for a scenario in which
an even greater importance will have to be attached to the optimisation of
content for mobile devices (Kim & Kim, 2021) and it seems likely that a large
part of the social media market will be dedicated exclusively to smartphones.
Indeed, the future of social media is inextricably linked to mobile devices
(Collin-Lachaud & Diallo, 2021), which is why mobile applications for mo-
bile sales will be a must-have option for all e-retailers in the coming years.

Gathering information about
consumers and personalisation

On top of communication, both producers and retailers should constantly
monitor the market and try to identify the needs and capabilities of their
potential buyers. For this purpose, it seems necessary to use solutions based
on data collection, processing, and marketing automation. These activities
include, among others, big data analysis (BDA), machine learning (ML), and
artificial intelligence (Al) (Gupta et al., 2021; Jiménez-Barreto et al., 2021).
Skilful data analysis allows companies to better reach customers, understand
their needs and behaviours, and build engagement. Marketing automation
tools and their associated functions (e.g. tracking visitors on the website, au-
toresponders, email marketing, lead nurturing and lead scoring, forms and
pop-ups, landing pages, dynamic content, analytics, and reports, etc.) can
also help reach customers and improve retailers’ communication with them
(Gupta et al., 2021). They can likewise help to identify users on websites and
help to match the correct message to address to them. Marketing automation
tools also help to segment potential customers and define their preferences,
and thus retailers can create campaigns targeted at specific groups.

By knowing what the client is guided by during making purchasing de-
cisions, retailers can not only personalise their offer but also make better
business and strategic decisions. Some researchers emphasise that personali-
sation is, and will continue to be the key to “customers’ hearts and wallets”
(Huang & Zhou, 2019; Tran et al., 2020, 2021) as many customers who shop
online are currently irritated by content and offers that are not adjusted to
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them. Personalisation of products and services — e.g. adaptation to the cus-
tomers’ needs and situation — should be based on an analysis of their behaviour
history on the website, previous transactions, payment methods, and other
data from the network, including personal data from social media. Proper
adaptation for consumers’ needs may also be achieved by the implementation
of Al tools (Jiménez-Barreto et al., 2021), as they can encourage customers to
make a specific purchase by providing them with perfectly matched products.
In the near future, e-commerce (e-commerce 4.0) will likely develop using
virtual and augmented reality, and the possibility of making voice purchases
(Hsieh & Lee, 2021), as it was mentioned above. Some online stores already
use the possibilities offered by augmented, and virtual reality (Castillo &
Bigne, 2021), thanks to which customers can, for example, virtually try on
clothes, choose cosmetics or check how a certain piece of furniture or paint
colour will look in their apartment (Herrero-Crespo et al., 2021).

Eco-consumers’ awareness and green marketing

In the near future, consumers will expect the main business players in the
e-commerce industry to reduce the negative impact of their activities on
the natural environment and to seek and implement environmental-friendly
methods of doing business (Calderon-Monge et al., 2020; De Canio et al.,
2021). In the coming years, these expectations will surely increase as con-
sumers become more eco-aware and will be less reluctant to, for example,
buy products with excess plastic packaging. It is also worth mentioning that
many young consumers underline that they already take into account the
environmental impact of the product and production process when making a
purchase (Eastman & lyer, 2021; Goger & Sevil Oflag, 2017).

The growing popularity of plant-based meals is also a manifestation of
concern for the natural environment (Borusiak et al., 2021). In practice, more
and more restaurants specialising in vegetarian and vegan cuisine are open-
ing and, year by year, consumers are more and more willing to declare their
readiness to limit meat consumption or even eliminate it from their diets
(Armstrong Soule & Sekhon, 2019; Borusiak et al., 2021). Furthermore, in
the next few years, in addition to plant-based lifestyles, the food industry will
likely be influenced by the growing popularity of climatarianism (Dakin
et al., 2021), e.g. consumers who are guided not so much by the ingredients,
but rather by the origin of the ingredients (Dakin et al., 2021; Milfont et al.,
2021). They do not have strict rules about what kind of food they buy and can
eat, but it is important instead, what path a particular ingredient “travelled”
before it reached the table and what carbon footprint has left during produc-
tion and transportation (Milfont et al., 2021). As such, climatarians focus pri-
marily on local food and on buying organic products, and by so doing, they
try to keep the production of waste and pollution to a minimum.

Due to the growing eco-awareness of consumers, it is also worth con-
sidering how businesses care and should care for nature in the future.
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Nowadays, eco-awareness belongs to one of the most widespread elements
of companies’ strategies, and especially firms that are perceived as non-eco-
logical and which litter the environment may experience even greater de-
clines in sales in the future (Amoako et al., 2021a; Papadas et al., 2017).
Communication to consumers (the potential buyers) about eco-awareness
and eco-activities may thus be a good element of a company’s social respon-
sibility programme and green marketing (eco-marketing) plan (Ali, 2021;
Amoako et al., 2021a; Eastman & lyer, 2021). Green marketing is based on
the belief that in increasingly conscious societies, consumers will be more
likely to choose products and services from those companies that are per-
ceived as “more eco-friendly” (Ali, 2021; Papadas et al., 2017). However,
sometimes companies promote themselves as allegedly green, when in fact,
they continue to pollute the environment on a massive scale. In this case, we
are dealing with the so-called greenwashing (Kurpierz & Smith, 2020). Such
unethical actions can lead to brand image loss and the subsequent loss of those
customers who take environmental issues very seriously. The basis of green
marketing should be honesty, or at the very least, it must correlate with real
actions aimed at improving the situation of the planet (Sun & Wang, 2020).

Payments and delivery in e-commerce

According to both e-commerce firms and e-consumers, the possibility of us-
ing diverse digital payments is an absolute must-have for an online retailer. A
narrow offer of payment methods applied by an e-retailer is one of the reasons
why customers will withdraw from a transaction (Griischow et al., 2016).
Nowadays, the possibility of paying by credit card or fast transfer may not be
enough. Mobile payments are the future: a service configured to complete
the purchase with almost one click (Flavian et al., 2020) as, for example, the
Polish mobile payments BLIK, which offers a distinct advantage to its users.
Next, deferred payments are still a developing option in e-commerce, but
they may be used by many consumers in the future (Cicala, 2021).

Regarding delivery options, online retailers offer now more often better
conditions for purchased products’ delivery than during the pre-pandemic
times. These areas will become even more important in the future. For ex-
ample, one-day delivery — which for several years has been one of the most
important factors influencing the decision to purchase — is becoming even
more popular, especially in larger urban agglomerations, because it is phys-
ically possible, due to the closer proximity to logistics centres (Bergmann
et al., 2020; Kandula et al., 2021). It will still be a significant issue for on-
line retailers that, in addition to traditional delivery forms, use lockers that
facilitate the pickup of parcels. In addition, the largest e-commerce firms
(e.g. Amazon) have already rolled-out the use of drones to deliver purchases
(Cokyasar, 2021).

Finally, another very important element in the e-commerce process
is the possibility of returning goods (Rintamiki et al., 2021). During the
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COVID-19 pandemic, many brands were determined to give customers the
possibility of withdrawing from their purchasing decision and thus decided to
allow customers to return online purchased goods. Additionally, some online
retailers have extended the possible return time from 14 days to 30 days (and
in many cases even longer).

Cross border e-commerce and international e-consumers

Consumers in the 21st century very often cross not only the physical bor-
ders of countries but also virtual borders when they buy products in online
shops. The COVID-19 pandemic caused lockdowns in many countries of the
world, meaning that consumers could no longer travel and shop abroad. This
situation caused an increase of purchases from international online platforms,
available in many countries (e.g. E-bay, AliExpress, and Amazon).

Due to e-consumers’ growing interest in shopping on international online
platforms, middle and small producers and e-retailers may consider the pos-
sibility of selling their products in the international arena (Cassia & Magno,
2021). The given online platform through which a company sells needs to
be properly prepared and equipped with additional functionalities to which
consumers from a particular market are accustomed to (Cassia & Magno,
2021; Goldman et al., 2020). For example, it should present prices in the local
currency, handle foreign payments (e.g. via PayPal), and offer courier deliv-
eries. Additionally, after deciding to start an e-business on a foreign market, a
company should look at not only the cultural conditions but also the purchas-
ing habits of potential customers, which often differ significantly in terms of
the products themselves, the method of their presentation, and also the pay-
ment system (e.g. use of mobile devices, instalment purchases) and method of
delivery. It is likewise very important to prepare product descriptions in the
language of a particular society, making it easier for consumers to find out
more about an offer and make an informed purchase decision (Mou et al.,
2020). In the same fashion, an international survey on global consumers from
29 countries, run by CSA Research (2020) states that 76% of the consumers
are more likely to purchase a product if the information is presented in their
own language and 40% prefer the local-language sites. Conversely, incorrect
translations and linguistic errors will dissuade customers and arouse distrust
and a feeling of lack of credibility on a particular e-shop (Huang & Chang,
2019; Mou et al., 2020).

In addition to the above-mentioned factors, another very important ele-
ment in international e-commerce is getting to know the specific context of
foreign countries in which the company intends to operate. Knowledge of the
customs of a particular market will help firms to properly prepare the offer
and other promotional activities in the e-shop. For example, China’s biggest
e-consumption holiday is not Black Friday, but Singles’ Day (November 11),
when Chinese consumers spend enormous amounts of money shopping for all
kinds of products (BusinessInsider, 2021).
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All the companies’ activities indicated above and associated with the
implementation of innovations will certainly contribute to improving the
customer experience (Amoako et al., 2021b). Customer experience’s signif-
icance grows more and more and will also gain more importance in the
future because it relates to consolidating and deepening the relationship with
the client (Jami Pour et al., 2021). Customer experience aims to ensure that
the entire experience related to the product offer and the company is as
pleasant as possible and effectively influences customers’ purchasing deci-
sions (Marmat, 2021).

In conclusion, the COVID-19 pandemic has forced consumers to change
their habits, and online shopping has been a way for them to fulfil their shop-
ping needs in almost every area of their lives. Moreover, many consumers
are aware that their purchases should start with looking at Internet sources,
even if they make the final purchase oftline. E-commerce will certainly de-
velop and increase in the future; it will be popular form shopping for many
consumers, especially those from younger generations. But, retailers should
also not forget about those consumers who still prefer (and will continue to
prefer in the future) doing shopping in stationary stores. Some researchers
underline that the future (pandemic and post-pandemic times) of commerce
will be seen in the blurring of lines between online and offline sales (e.g.
Dvorak et al., 2021; Kannan & Kulkarni, 2021). As such, omnichannel strat-
egies and the diversification of sales methods will be important solutions. The
omnichannel strategy complements and drives different forms of reaching
potential customers, e.g. online store, website, promotion and sales via social
media (s-commerce), sales platforms, and sales by phone. All of these should
dovetail with the others (Mahadevan & Joshi, 2021). Nevertheless, retailers
will have to constantly monitor the development of new technologies and
try to implement them in their stores (Herrero-Crespo et al., 2021). What is
more, they will have to also check the level of acceptance of these new tech-
nologies by their potential customers and as such will have to permanently
gather information about the needs and preferences of purchasers.
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