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Abstract: Currently, we have eagerly been seizing the opportunity of online shopping.
Buying goods via the internet is much more comfortable than hours wasted roaming
through the shopping centre. After the economic crisis triggered by the onset of the
Covid-19 pandemic, the online world penetrated all spheres of our lives. The presented
article explores functions and services to keep customers satisfied and loya. The
methods involved a questionnaire evaluated by correlation analysis, revealing more
demanding requirements imposed on e-shops to make the web more credible. Further
research should focus on expanding the data portfolio and comparing acquired data
with previous results and findings from online traders.
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1 Introduction

E-commerce has become an integral part of our everyday life
(Skorepa and Vochozka, 2008), shaping the future of business
strategies of many small and large companies (Horak et dl.,
2019. Introducing new and advanced internet technologies
facilitated transactions between the seller and purchaser (Ahmed,
Zairi and Alwabel, 2006). The end of the last decade saw a
widespread occurrence of this phenomenon, triggered by the
Covid-19 pandemic (Adams and Krulicky, 2021). The crisis led
to buoyant demand for goods in e-shops, imposing more
stringent requirements for the provided services (e.g. home
delivery) (Rossolov, AloSynskij and LobaSov, 2022).

According to Pollak et a. (2020), this scenario made companies
think about new ways of beating the competition. These
advantages involve sale technologies, specific services and
goods logistics (Ciechomski, 2014). Increasing customer
demands for quality services compel companies to tap into
multiple methods to explore the segment, e.g. benchmarking
(Rousek and Haskova, 2020).

E-commerce services offer easy access to products.
Benchmarking helps the company forecast customer needs and
desires to satisfy demands customers impose on e-shops
(Krulicky and Kypra, 2022).

Consumer behaviour is highly persona in the online world,
informing enterprises about customer satisfaction (e.g. a review)
(Ai et al., 2017). The company should then accommodate the
findings to fight the competition (Krulicky and Kypra, 2022).

The article explores whether services and functions provided by
e-shops in the Czech Republic after the Covid-19 pandemic keep
customers satisfied. To fulfil this objective, | formulated three
hypotheses: 1) Do e-shops face more stringent requirements? 2)
What functions should e-shops have to be competitive? 3) Can a
product review increase an e-shop’s reputation?

2 Literatureresearch

Online shopping has always been a widely discussed issue
(Kucera and Smolkova, 2022), emerging in the first decade of
the 21st century. Y et, companies in the online world often could
not meet the stringent criteria online shopping imposes (Horak,
Machova, 2018). They include a lack of face-to-face contact,
information system overloading, exorbitant fees, a strong need
for technical support and expert knowledge and management’'s
lack of understanding and reluctance to implement relevant
information technologies (IT) (Ahmed, Zairi and Alwabel,

2006). Although the financial meltdown in 2008, which affected
all sectors, badly upset online trading, we could not ignore an
abrupt surge of newly emerged e-shops, contrary to other
industries. This remarkable recovery of e-commerce gave rise to
many new online stores going into fierce competition. Small
absorptive market capacities provoked increased competitiveness
between e-shops (Ciechomski and Wieslaw, 2014). Addressing a
massive rise in online shops, Wu and Yu (2020) suggested
analysing consumer behaviour during an online search using
sequence analysis to explore their trgjectory throughout the
shopping behaviour. The authors revealed that consumers driven
by the overall purchase need followed a more straightforward
path than differently orientated groups (Wu and Yu, 2020).
Consumers focused on an online survey demonstrated research
online, purchase offline (ROPO) trend analysed by Kowalczuk
(2019), comparing habits of Poles and Germans. He used
average testing and comparative analysis, disclosing customers
background as a decisive factor when shopping online. Other
authors consider this cultural aspect only secondary, prioritising
the aesthetic and professionality of the websites. Discussing the
aesthetic of e-shops, Nia and Shokouhvar (2020) presented
results acquired by stimulus-organism-response  (SOR),
revealing that the website design is imperative for perceiving the
quality and inspiring confidence in the website. Yet, results
show that the web’'s aesthetic dlightly affects consumer
behaviour, proposing to trade customer enticement for a better
shopping experience (Gauri et a., 2021) and gain a competitive
advantage.

It involves tailoring innovations, marketing, and collaborative
and absorptive relationships to online shopping needs (Chenm
Sun and Chen, 2021). Mofokeng (2021) processed data on
customer satisfaction when shopping online, disclosing that the
information quality, security, range and delivery of products
bring comfort and win customer loyalty. Bobalca et a. (2021)
examined the customer satisfaction factor, conducting two
analyses: factor analysis (describes satisfaction factors) and
regression analysis (determines the crucia decisive factors). The
results proved the significance of the web’'s reputation,
supplementing Mofokeng's parameters. Ren, Hel and Huang
(2021) carried out extensive literature research, devising an
assessment method of essential elements (customer, strategy,
management and technology) and assessment criteria (system
quality, information quality and service quality) shaping the
success of e-commerce. Addressing the methods, SvatoSova
(2022) conducted a questionnaire on changes in online customer
behaviour in the Czech Republic during the Covid-19 pandemic,
indicating substantial behavioural aterations (SvatoSova, 2022).
All these parameters, including the confidence factor, reflected
in reviews, ensure a successful web and provide customers with
satisfaction. (I1zogo and Javawardhena, 2018). Even thumbs-up
(together with previous criteria) help enterprises develop
strategies to be competitive in online trading (Svobodova and
Rajchlova, 2021).

SvatoSovd's questionnaire (SvatoSova, 2022) presents the best
method to decide upon the essential elements of a successful e-
shop, testing whether product reviews enhance the confidence of
the e-shop.

3 Data and Methods
3.1 Data

| acquired the relevant data from a questionnaire designed by
Google Forms platform from Google, processing them in
Microsoft Office Excel. The gathered data and answers formed
lines and columns linked to appropriate questions. Their
construction and arrangement observed the resulting responses. |
divided the questionnaire into four parts, addressing different
issues in alogical order to avoid confusion and retain relevance.
The first part classified the respondents by age and sex, while the
second form comprised four questions concerning experience
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with online shopping before and after the Covid-19 pandemic.
The third part involved seven questions exploring used services
and purchased products, including e-commerce. The fourth form
comprised eight questions probing product review platforms
focusing on the functionality of the thumbs-up phenomenon. The
guestionnaire involved 21 queries atogether. The author
reserves the right to al acquired data, claiming no use of any
external sources.

3.2 Methods

| compiled a detailed questionnaire for the data collection,
ensuring respondents’ anonymity. The method is convenient for
its economy and time efficiency, gaining a lot of information
from many respondents. The technique can aso provide answers
to qualitative questions. Then, | compared and evaluated the
results, contrasting the responses by their values to answer the
hypotheses.

The questionnaire designed in Google Forms involved pertinent
questions divided into four distinct categories. | uploaded the
results to Microsoft Excel, dividing them into lines and columns;
lines refer to the respondents, whereas columns contain the
queries. Upon filtering the answers, | calculated numeral values
from the responses to the questions via Google Forms. |
compared the figures using a table and graph where | presented
the results.

4 Results

The questionnaire involved 34 respondents including 22 women
and 12 men, with the strongest representation between 18 and 25
years. The follow-up age categories are 26-35 and 50 and older.
Table 1 compares the number of purchases per month with their
increased amount after the Covid-19 pandemic. The lines depict
numbers of purchases per month, while columns refer to the
increase rates of online purchases.

Table 1: Number of purchases and increase rates of online

purchases
Increased purchases of respondents
’:ﬂ:’gﬁ;g Greatly Partly Slightly N/A
Ix ;?Oifhpe' 411.77) 7(20.58) 9(26.47) 3(8:83)
e o o per 2(5.88) 2(5.89) 2(5.88) 1(2.94)
S’fpermrﬂ me 3(8.83) 0 0 1(2.94)

Source: Author

The table suggests 11.77% of respondents 1x to 2x per month in
the Greatly entry, 20.58% in the Partly entry, 26.47% in the
Slightly entry and 8.83% of respondents answered not at al. The
item 3x to 5x per month recorded 5.88% of respondents in the
Greatly entry, 5.88% in the Partly entry, 5.88% in the Slightly
entry and 2.94% responded not at al. The item 5x and more per
month contains 8.83% in the Greatly entry, 0% in the Partly
entry, 0% in the Slightly entry and 2.94% not at all.

Subsequently, the respondents recounted the goods frequently
purchased on the internet. The results are as follows: 20
respondents most frequently buy electronics, 27 respondents -
clothes and shoes, five respondents - sportswear, 11 respondents
- food, two respondents - drugs, 11 respondents - drugstore
goods, 13 respondents - books, nine respondents - games and
one respondent - cloth and haberdashery. Then, the respondents
evaluated the service quality of today’s e-shops. One respondent
pointed out low quality, nine respondents variable, 22
respondents good and two respondents outstanding quality.

Graph 1 depicts the preference of functions and services for e-
shops, indicating credit card online payments as an essential
function. Reviews rank second, followed by specia offers, home
delivery, curbside pickup, payment transfer, vouchers,
newsletters, PayPal, fidelity rebates, delivery places, SMS
notification, watchdog, online counselling, quantity discounts,

telephone counselling, same-day shipping and mail order
respectively.

Graph 2: E-shop functions and services

E-shop functions and services

Source: Author

Subsequently, the respondents reflected upon an increase in the
service quality of eshops after the Covid-19 pandemic,
indicating that 15 respondents observed no quality increase, 16
discerned a slight quality increase, and three noticed a dramatic
increase in the service quality. Regarding reviews, two
respondents give no importance to written opinions, 11 think it is
not a decisive factor, and 21 respondents attach to the public
judgements great importance, including written reviews - 26
respondents, stars - nine respondents and points - O respondents.
As for thumbs-up, 26 do not think them influential, whereas nine
consider them decisive. Regarding if thumbs-up ensures the
product quality, 28 respondents expressed a negative opinion.
Four said the contrary, while one person pointed out the balance
between thumbs-up and thumbs-down. The web reputation is
essential for 31 respondents, while three ignore this factor. A
good shopping experience always brings 15 respondents back to
the website, whereas 19 people do not always revisit the web
page.

Graph 2 assesses the web credibility via products, reveaing that
21 respondents claimed that product reviews add credibility to
the web. Eleven people allocated little importance to product
reviews, while two persons paid no attention to written opinions.
Furthermore, 21 respondents replied that product reviews are
highly impactful on their purchase decisions, 11 people admitted
only a dlight influence, while two respondents do not feel
swayed at al.

Graph 3: Web credibility via products

Web credibility via products

Source: Author

B Credibility

B product review

5 Discussion

The findings obtained by the questionnaire survey provided
answers to the hypotheses.

Do e-shops face more stringent requirements?

Theresults (Table 1) show that e-shops have encountered stricter
requirements, facing a massive influx of online purchases. 53%
of respondents declare that they buy goods online more than
before the Covid-19 pandemic.

What functions should e-shops have to be competitive?
E-shops must provide all necessary services and functions to

fight the competition, including online credit card payment,
reviews, special offers, home delivery, free delivery, curbside
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pickup, payment transfer and vouchers. These essential elements
ensure the competitiveness of the e-shop.

Can a product review increase e-shop’s reputation?

Graph 2 suggests that an e-shop’s reputation scales with product
reviews, indicating a strong correlation between public
judgements and an e-shop’s credibility.

SvatoSova (2022) arrived at the same results, arguing that 40%
of the respondents preferred online shopping after the Covid-19
pandemic. Our research revealed that 53% of the respondents
increasingly went on shopping online.

6 Conclusion

The present paper explored whether e-shop’s functions and
services offered on company websites are up to customer
satisfaction.

The objective was thereby fulfilled. The result chapter suggests
graphs indicating a significant increase in online purchases after
the Covid-19 pandemic, imposing stricter requirements on the
provided services. E-shops must serve functions including credit
card payment, product reviews, special offers etc., to guarantee
competitiveness. The findings also revealed that the web
reputation scales with review mood.

The present work can be a stepping stone for companies not to
waste time and money analysing the online environment. All the
suggested results are within the limits of one questionnaire,
requiring more inquiries and comparisons to test the acquired
data in practice. This issue needs extensive research on
expanding the data portfolio and subseguent testing in a
corporate system.
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