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WILLINGNESS TO USE E-COMMERCE DURING CORONAVIRUS PANDEMIC IN SAUDI ARABIA

Abstract. The traditional retail market has been declining in recent years, while e-retailing has grown at an
accelerated rate during the COVID-19 pandemic's lockdown era. The main purpose of the research is to look at the
effect of the coronavirus outbreak on the shifting trends of electronic commerce (e-commerce) in Saudi Arabia. The
authors investigate the impacts of factors derived by COVID-19 had on the e-commerce market. One hundred sixty
individuals operating in e-commerce in the private sector in Saudi Arabia completed a self-administered questionnaire,
including demographic information and three sections of five scale questions that meet the study's objectives. Most
participants were males (66.2%), 56.2 % were aged between 30 and 40 years old, 38.75% had 5-10 years of
experience in the private sector, 40.6% worked in companies with more than 500 employees, and 43.0% of them from
lives in Riyadh. The weighted average of the 1st section is 3.19 + 0.75, indicating that the trend of the establishment
of whether lack of alternatives has a positive implication on the intent of using e-commerce during the COVID-19
pandemic is «Neutral». The weighted average of the 2nd section is 3.43 + 1.17, which indicates the trend of
determining whether the perceived ease of use has a positive implication on the adoption intent of consumers using
e-commerce during a COVID-19 outbreak is «Agree». The weighted average of the 3rd section is 3.29 £ 0.90, which
indicates the trend of exploring the underlying factors that leads to losses for many businesses during the crisis is
«Neutraly. Furthermore, the highest percentage of participants (56.2%) mentioned that their company was not
prepared for another lockdown. The research results could be useful for further analysis of different domains of the e-
commerce market that developed during the pandemic. They could be utilized for examining opinions about e-
commerce and whether the public wanted to switch from offline to online mode of marketing.

Keywords: e-commerce, COVID-19, consumers, market, Saudi Arabia.

Introduction. Quarantine during COVID-19 affected consumer behavior in Saudi Arabia and across
the globe. The productive economic activities in Saudi Arabia registered a downward trend because more
than 37 million individuals in different regions were quarantined (Market Watch, 2020). By March 2020,
the government introduced a lockdown in the capital Riyadh and the holy cities of Medina and Makkah.
The international flights were also suspended for a long time. The risk for infection, virtual working
arrangements, and lockdowns shifted consumer behavior to electronic commerce (e-commerce). These
changes would stay for the years to come. E-commerce, which is «the practice of transacting business
using the internet, the web, smartphone applications and browsers on mobile and computersy,
experienced rapid growth (Havrlant et al., 2021).

Digital allowed commercial transactions between and among organizations and individuals to be more
formal (Alflayyeh and Belhaj, 2020). One leading company, Bin Dawood Holding, registered an increase
in the average sales by 200% (Salem and Nor, 2020). The installation of its mobile applications rose by
400%. The value of e-commerce would increase to 24 billion dollars (lllankoon, 2020).
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The pandemic outbreak has caused the rapid development of technology and increased its
applications. E-commerce has an impact on many distribution costs. It affects the shape of markets, the
movement of entities within these markets, and the competitive form (Villa et al., 2018). Such new changes
and the evolving market have attracted the attention of researchers to dig out to what extent e-commerce
marketing could bloom, what conditions it needs, and what consequences it could bring. Despite the
advantages of e-commerce, it has notable drawbacks and encounters in local markets, where the
capacities of transnational and multinational corporations are more, leading to the inability of national
companies to continue.

Literature Review. The outbreak of COVID-19 accelerated the rise of e-commerce in Saudi Arabia.
There was a change in consumer behavior whereby the consumers reported a significant increase in their
interest in online pharmacy and grocery purchases during the pandemic (Salem and Nor, 2020; Habib and
Hamadneh, 2021). Besides, elevation in communication technologies and employing information has
enabled more spatiotemporal flexibility for people to buy through the evolution of online shopping (Vasi¢
et al., 2019). As a novel and hopeful channel, e-commerce has attracted the attentiveness of marketing
scholars concerning efforts to find incorporated schemes for deploying multiple channels (Dholakia et al.,
2010; Melis et al., 2015). Dissimilar to the other e-activities as working online, e-commerce is a more
complex phenomenon that may be attributed to the variety of products with different qualities (Schmid and
Axhausen, 2019; Feichtinger and Gronalt, 2021; Le et al., 2021).

The e-commerce market in Saudi Arabia has experienced remarkable growth, with an increased
turnover rate of 11% (Villa et al., 2018). The Saudi Arabia e-commerce market is the biggest in the entire
Middle East and North Africa (MENA) region. It will continue to grow in the coming years. More than 6.34
million users are expected to continue to shop online, which will increase the number of individuals that
are shopping online to 19.28 million by the year 2022 (Ezzi, 2016). This remarkable growth in online
shoppers and turnover means that Saudi Arabia will overtake the UAE, which is currently the top e-
commerce marketplace in the Middle East (lllankoon, 2020).

The COVID - 19 crisis expedited an expansion of e-commerce towards new enterprises, types of
products, and customers. The customers in Saudi Arabia could presently access different commodities in
the safety and convenience of their homes. Online shopping has continued to operate despite the
restriction of contact (Al-mani, 2020). For battling the public health emergency of international attention
announced by WHO, a series of recommendations and interventions at different degrees to reduce
physical interactions between people have been issued (Dryhurst et al., 2020; WHO, 2020; Manh et al.,
2021). Therefore, people have been elevated the employ of ICT to implement e-shopping and daily
activities (Barnes, 2020; Lépez Soler et al., 2021). Purchasing size of e-commerce for June 2020
increased by 31%, relative to the same month in 2019 (ACI, 2020). Many hypermarkets and supermarkets
had to deal with a massive request by adopting online queues or occupation their online shopping websites
down (Pantano et al., 2020)

Additionally, dramatically reducing the revenue for the retailers triggers the stores to expand or shift
their presence online and increase their capacity to process contactless and cashless payments, making
most of the consumers go online (Koch et al., 2020). These transformations in the business and consumer
behavior established a stage for a longstanding shift in how business is carried out all through the region
(Ilankoon, 2020). The retail sector was already undergoing challenging changes during the lockdown, and
this has robust implications for the industry's footprints in the years to come (Grashuis et al., 2020). The
movement of the customers was limited to pharmacies, hypermarkets, and supermarkets, which were the
only facilities permitted to trade (Hoq, 2020). Nonetheless, during a partial lockdown, there was an
exponential growth in electronic retailing, even though the purchases were conducted by clients centered
on priorities that encompassed nutritional items and food essentials. These included cooking oil, dinner,
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frozen snacks, non-alcoholic drinks, fast mixes, and supplements, as well as health spending. Additionally,
the grocery business experienced a spike when they made more than 4 times the profit (lllankoon, 2020).

Recently, Nguyen et al. (2021) revealed that information of 355 participants, collected during the social
distancing period, was collected to determine the factors related to e-shopping for some products such as
clothing, electronics, food, medications, and books). The results revealed that most of the participants
(80%) implicated e-shopping considerably than they usual before the outbreak of COVID-19. Completely
working online had a positive correlation with e-shopping for electronics. Scare of disease encouraged e-
shopping higher frequencies for medications and food.

This study aimed to expound on the implications of COVID-19 on the e-commerce market in Saudi
Arabia and looked at the factors that influence people's willingness to use e-commerce during the
Coronavirus pandemic in Saudi Arabia.

Methodology and research methods. The descriptive design was chosen for this study, which helps
determine the actual relationships between dependent and independent variables. The target population
is individuals working in e-commerce businesses, entrepreneurs, and employees in the private sector in
Saudi Arabia. The study sampling technique was probability or representative random sampling, which is
widely used in survey-based research and assists the researchers in gaining an overview and making
clear interpretations about a population. This study used primary data obtained for the first time exclusively
for research purposes through self-administered questionnaire inanition to secondary data. An open-
ended questionnaire through Google Forms was used, distributed by sharing the link on the internet, via
social media applications (Twitter, Telegram, WhatsApp, Snap chat), and sending it via emails. The link
was available for 3 days. During this time, the number of participants achieved 160 persons. Data
utilization was done concerning each section; for example, in the 2nd section, 41 participants were
excluded by the question criteria.

Research instruments. The questionnaire included demographic information (gender, age, years of
experience in the private sector, current level of management, organization size, and city), plus three 3
sections of five scale questions that meet the study’s objectives as follows:

o Section 1: Included 7 questions about whether the lack of alternatives positively impacts the
adoption intent of e-commerce during the COVID-19 crisis.

e Section 2: Included 2 questions about whether the perceived ease of use has a positive implication
on the adoption intent of consumers during the COVID-19 crisis.

e Section 3: Included 6 questions about the factors that led to losses of many businesses during the
COVID-19 crisis.

A 5-point Likert scale was used. The choices range from strongly disagree to agree strongly, which
helps to get a holistic view of people's opinions (Table 1).

Table 1. Five-points Likert scale for agreement

Description Likert scale Score interval
Strongly disagree 1 1.00-1.79
Disagree 2 1.80-2.59
Neutral 3 2.60-3.39
Agree 4 3.40-4.19
Strongly agree 5 4.20-5.00

Sources: developed by the authors.

The validity of the questionnaire was tested on several levels. Pilot testing of the questionnaire was
performed to test validity, where 19 participants were recruited to investigate the ability of the respondents
to complete the questionnaire, assess the clarity of the questions and the need to add or delete. For testing
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reliability, the internal consistency was evaluated by Cronbach'’s alpha test of the questionnaire; it was
acceptable as Cronbach’s alpha of the total scale was 0.710. Three considerations were addressed in this
study. Firstly, privacy and confidentiality guarantee all the information collected in this research is used
only for the research and kept confidential. Also, ensuring they were knowledgeable that any of the
information resulting from the research is to be used for presentations or reports. The second concern is
safety, by confirming that the research is not harmful and certifying proper use of information. The third
consideration is dignity, by ensuring that all participants were treated with great respect and each one has
the freedom to make their own fully informed decisions.

Analysis was achieved through the SPSS (Statistical Package for the Social Sciences), IBM Corp,
Armonk, NY, USA, version 27.

Results. This study included 160 workers in the e-commerce market in Saudi Arabia. The highest
percentage was male (66.2%), while the rest were females (33.8%). 56.2% the participants’ aged 30-40
years (n=90), 31.9% aged under 30 years (n=51), and 11.9% aged 41-50 years (n=19). Regarding the
years of experience in the private sector, 38.75% of the participants (n=62) have 5-10 years of experience
in the private sector, 36.25% (n=58) have less than 5 years, 11.25% (n=18) have 11-15 year experience,
and 13.75% (n=22) have more than 15 years experience. Concerning the participant's management level,
the highest percentage was for middle-level managers (41.9%), team members (36.9%), and 18.1% were
top-level managers. Regarding their organization size, the data revealed that the highest percentage,
40.6%, is from companies that have above 500 employees, followed by 36.3% from companies with less
than 250 employees, and 23.1% of them have 250-500 employees. 43% of the participants are from
Riyadh, 33.8% are from Jeddah, 9.4% are from Dammam, and 5.6% are from Makah (Table 2).

Table 2. The study participants’ demographic characteristics
Characteristics Frequency (n and %)
All Participants (n= 160)

Gender
Male 106 (66.2%)
Female 54 (33.8%)
Age (Year)
Less than 30 51(31.9 %)
30-40 90 (56.2 %)
41-50 19 (11.9%)
Experience in the private sector (Year)
Less than 5 58 (36.25%)
5-10 62 (38.75%)
11-15 18 (11.25%)
More than 15 22 (13.75%)
The current level of management
Top-level manager 29 (18.1%)
Middle-level managers 67 (41.9%)
Team members 59 (36.9 %)
Other 5 (3.1 %)
Employees number in the organization
Less than 250 employees 58 (36.3%)
250-500 employees 37 (23.1%)
Above 500 employees 65 (40.6 %)
Marketing and Management of Innovations, 2021, Issue 4 71
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Continued Table 2
Participants’ cities
Riyadh 69 (43.1%)
Makah 9 (5.6%)
Jeddah 54 (33.8%)
Dammam 15 (9.4%)
Other 13 (8.1%)

Sources: developed by the authors.

To establish whether lack of alternatives positively impacts the adoption intent of using e-commerce
during the COVID-19 pandemic.

Table 3 and Figure 1 show the effect of the alternatives deficiency on the adoption intent of e-
commerce during the COVID-19 pandemic. The results revealed that the highest average was awarded
for question 3 about shifting sales from stores to online during the COVID-19 crisis with a mean of 3.76 +
1.22 with 30% strongly agreed and 40% agreed. While the lowest average to the question 4 which about
reducing salaries since the start of COVID-19 with a mean of 2.65 + 1.37, with strongly agree 13.1% and
agree 16.2%, while highest percentage (26.9%) on the strong disagreement side, considering that the
higher percentage of employees are from more prominent firms they could have faced fewer revenue
issues. Question 5 about the relocation of employees was to address the concern that they may lose their
jobs or change workspaces. The same concerns of closing up of traditional shops had neutral answers as
well if the disagreement (28.1%) is exceeded from the agreement (27.5%). It explains how the stores had
to keep working, still giving up salaries, and struggling to keep the traditional market alive.

The results of this section are most neutral among all the answers. The weighted average of section
1 was 3.19 £ 0.75, which indicated that the trend of establishment whether lack of alternatives has a
positive implication on the intent of using e-commerce during the COVID-19 pandemic is neutral, as a
general trend according to 5-point Likert scale as shown in Table 1 since 3.19 lay in the interval [2.60-
3.39].

Table 3. Effect of alternatives deficiency on the adoption intent of using e-commerce during the
COVID-19 pandemic

Question B8 o s 5 B 5 _ = _
e & 3 8 S 3.8 s35.%
h = < 2 ad »h =0 (= Hh38 3
1 2 3 4 5 6 7 8 9 10
My offline sales decreased in 2020N 23 58 27 31 21 319 1.28 Neutral
compared to the previous year % 14.4 362 169 194 13.1
E-commerce revenue was higherN 48 53 30 16 13 367 1.23 Agree
trending during the COVID-19% 30 331 188 10 8.1
crisis.
| have seen sales shift from storesN 48 64 25 7 16 3.76 1.22 Agree
to online during the COVID-19% 30 40 156 44 10
crisis
Your company has had to reduceN 21 26 32 38 43 265 1.37 Neutral
salaries since the start of COVID-% 13.1 162 20 23.8 26.9
19.
Your company has had to relocateN 14 44 37 45 20 292 119 Neutral

staff since the start of COVID-19. % 8.8 275 231 2841 12.5
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Continued Table 3
1 2 3 4 5 6 7 8 9 10
Your company has had to closeN 26 38 25 45 26 296 1.35 Neutral

some of your offline stores since% 16.2 238 156 2841 16.2

the start of COVID-19.

Section 1 319 0.75 Neutral
Sources: developed by the authors.

Your company had to close some of your offline store
since start of Covid-19. 286
Your company had to relocate staff since start of 2.92
Covid-19.
Your company had to reduce salaries since start of
Covid-19. G265

| have seen sales shift from stores to online during the

COVID-19 crisis . S { >

E-commerce revenue was higher trending during the 3.67
COVID-19 crisis.
The sales of my offline sales decreased in 2020 3.19

compares to previous year

Figure 1. The weighted average of the six questions in section 1
Sources: developed by the authors.

Table 4. shows the answer to the question of implemented work from home. The results revealed that
most of the participants said yes (86.3%).

Table 4. If the company implemented work from home during the crisis

Has the company implemented a work Frequency Percentage
from home option during the crisis?
Yes 138 86.3
No 22 13.7

Sources: developed by the authors.

Section 2: To determine whether the perceived ease of use has a positive implication on the adoption
intent of consumers during a COVID-19 outbreak

Table 5 shows the answer to the question about the effect of companys' practices on the consumers’
adoption intent of using e-commerce during the crisis. The results showed that 25.6% of the participants
said other practices (not mentioned), 21.9% practice mobile apps, 18.8% practice the whole e-commerce
infrastructure, and 15.6% practice home delivery. In contrast, touchless payment was the lowest (6.2%).

Table 5. Effect of company’s practices on the consumers’ adoption intent of using e-commerce
during the COVID-19 pandemic

What new practices does your company introduce due to COVID-19? Frequency Percentage
2 3
Whole e-commerce infrastructure 30 18.8
Home delivery 25 15.6
Mobile apps 35 219
Marketing and Management of Innovations, 2021, Issue 4 73
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Continued Table 5
1 2 3
Touchless payment 10 6.2
Shut down some physical stores for good 19 11.9
Other 41 25.6

Sources: developed by the authors.

Table 6. Sales shift from stores to online during the COVID-19 crisis

Question

Zs ¢ T & 38 5
28 @ = 5 25 § BE 2
s 2 3 § 8§ £ &g 3§
(7] (=] (70l ©
There were major sales shift N 31 51 48 16 14 343 117 Agree
from stores to online during % 194 31.9 30 10 8.8

the COVID-19 crisis.
Sources: developed by the authors.

Table 6 shows descriptive statistics for section 2. Data revealed that 31.9% of participants agreed,
30% were neutral, and 19.4% strongly agreed. The weighted average of section 2 was 3.43 + 1.17, which
indicated that the trend of determining whether the perceived ease of use has a positive implication on the
adoption intent of consumers using e-commerce during a COVID-19 outbreak is «Agree», according to
the 5-point Likert scale since 3.43 lie in the interval [3.40-4.19].

From this section which aimed to investigate if the apparent ease of use has a positive impact on
consumers' intent for using e-commerce, there are two questions in this section addressing the new
company's practices by which were adopted online aid selling. And the second question for participants is
if they noticed a significant shift in sales during the pandemic. Both questions can affect each other where
question two will state an observed shift, while question one will identify the factor that mainly got adopted
to execute the change in the market.

In the first question in section 2, the highest frequency variable is «others» (25.9%) which wasn’t
declared and cannot be analyzed. Then comes mobile apps with a total percentage of 21.9, which is a
noticeable percent, and 18.8 % confirms that they introduced the whole e-commerce infrastructure.
Touchless payment had a minor percentage of all (6.2%). With all these new adoptions, the market still
changed to a small percentage, but many firms have adopted new methodologies to avoid spreading the
virus. Also, the results of the second question agree that sales were majorly shifted online. Hence the
results of section two indicate an agreement on the positive impact on the adoption intent of consumers
for using e-commerce during the crisis.

Section 3: To explore the underlying factors that lead to losses of many businesses during the COVID-
19 crisis

Table 7 and Figure 2 show the underlying factors that lead to the losses of many businesses during
the crisis. Results revealed that the highest average was awarded to question 1, which was about the
money management was the main challenge with a mean of 3.61 £1.15 with strongly agree by 23.8% and
agree by 36.2%. While the lowest average to question 4, which was about paying employees’ salaries,
was the main challenge with a mean of 3.06 +1.36, with a strongly agree by 18.1% and agree by 23.8 %.
The weighted average of section (3) was 3.29 + 0.90, which indicated that the trend of “To explore the
underlying factors that lead to losses many businesses during the crisis” is (Neutral) according to 5-point
Likert scale, thus consider a moderate level. Moreover, the highest percentage of participants said their
company was not preparing for another lockdown by 56.2%, while only 43.8% of them said (Yes) (Table
8).
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Table 7. Factors lead to losses of many businesses during the COVID-19 crisis
Questions

= o B o =23 5 —
28 ¢ £ 5 25 § =%°¢
SR & 2 2 £ = ®z3
(7] (=] w AN =]
Money management was the main N 38 58 4 10 13 361 5 Agree
challenge for your company during COVID- % 238 362 256 6.2 8.1
19.
Going digital was the main challenge for N 15 58 46 27 14 321 111 Neutral
your company because of COVID-19. % 94 362 288 169 8.8

Paying fixed expenses was the main N 15 45 62 20 18 312 111 Neutral
challenge for your company because of % 94 281 388 125 11.2

COVID-19.

Paying employees' salaries was the main N 29 38 3B A 27 3.06 1.36 Neutral
challenge for your company because of % 181 238 219 194 16.9

COVID-19.

Loss of sales was the main challenge for N 37 41 38 24 14 343 124 Agree
your company because of COVID-19. % 231 294 238 15 8.8

Section 3 329 0.90 Neutral

Sources: developed by the authors.

Loss of sales was a main challenge for your company
because of Covide-19.

Paying employees’ salaries was a main challenge for
your company because of Covide-19.

Paying fixed expenses was a main challenge for your
company because of Covide-19.

Going digital was a main challenge for your company
because of Covide-19.

Illll

Money Management was a main challenge for your
company because of Covide-19.

27 28 29 3 31 32 33 34 35 36 37

Figure 2. The weighted average of the five questions in section 3
Sources: developed by the authors.

Table 8. Preparing the company for another lockdown

Are your company preparing for another lockdown? Frequency Percentage
Yes 70 43.8
No 90 56.2

Sources: developed by the authors.

This study provides adequate factors supporting the need for e-commerce marketing in this growing
world of social media in sections one and two. There was an average trend of people who saw the market
shift happening. A moderate percentage of participants agreed that the pandemic affected their sales.
Sums up that the result of the crisis was bad, but all factors neutralized each other to some extent. Most
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employees agree with the increased revenue of the e-commerce market. When connecting these two
points, if the participants think that the revenue of online marketing increased, it indicates that the revenue
of the traditional market came way down.

The last questionnaire section aimed to point out the factors that caused losses of different businesses.
The most frequent answer was «money management problems» due to the pandemic and new e-
commerce trend, many firms had to readjust their priorities, which created money management issues.
The second problem that was considered the reason for loss among participants was reduced sales during
the pandemic. As every market and workplace was closed, the demand for normal goods decreased.
Going digital as a major problem, payment of fixed expenses and employee pay were 3rd, 4th, and 5th
issues causing loss respectively. Most answers were by participants who agreed that their firms were not
ready for another pandemic.

Previous studies indicated that the decline of conventional retail sales is due to increased e-retailer
customers in Saudi Arabia Facts and Statistics (Statista, 2017). Rising retailer’s performance trends posed
a significant threat to the conventional retail stores in Saudi Arabia (Rahman, 2014). The significant
diffusion of e-commerce has prompted many studies investigating the drivers and motivators of
competitive e-commerce utilization and e-commerce deployment from various aspects. Explore individual-
level factors, with a relatively minor focus on organizational aspects (Al-mani, 2020; Hog, 2020).

Rainer and Cegielski (2010) found that e-commerce offers consumers innovative ways of acquiring
products and services. Individuals’ most significant drivers of e-commerce adoption are access to a wide
variety of products in the worldwide market. Moreover, Steel et al. (2013) report that the security of
transactions conducted over reliable payment gateways has further facilitated e-commerce adoption.
Apart from that, an individual enjoys substantial convenience in terms of time, price, product quality, and
transportation of goods compared to conventional businesses. The e-trailing trend in Saudi Arabia picked
up and gained momentum during the corona period due to social isolation. The direction was expedited
by regular restaurants, fast foods, as well as other retailers who used various mobile applications intended
to divert the attention of the customers and also adopt new trends that are provided by trends in e-business
(Alkenani, 2019)

Conclusions. This study investigated the impacts of factors derived by COVID-19 had on the e-
commerce market of Saudi Arabia. From the obtained data, it is analyzed that there was a shift of shopping
trend towards the online market due to that trend, businesses had to bear the loss. There were different
kinds of tactics adopted by businessmen all over the country for going online during the pandemic to cope
with the situation. All these new measures returned to a growing e-commerce market.

The results of this analysis could be utilized for examining opinions about e-commerce and whether
the public wanted to switch from offline to online mode of marketing. The demerits of e-commerce enlisted
in this research can be utilized by the owners of small and large businesses to upgrade their online
businesses to attract more people to them.

Therefore, incompatible with the 2030 Vision that strives to boost the role of technologies and
empower faster innovations as e-commerce to enhance the quality of services, increase users’ satisfaction
and improve the quality of life for Saudi Arabia citizens and residents. It could be recommended that
entrepreneurs invest in e-commerce and their applications rather than offline stores to enhance services
quality and gain profit. A lack of alternatives negatively impacts consumer purchase intent during the
pandemic. Also, they need to improve the ease of using online stores and their applications to increase
the usage of e-commerce through advertising and marketing power.
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Caiist An6nisi, Ph.D., YHiBepcuteT kopons Abaenbasis, Cayaiscbka Apasist

Tiinax A. Ancanawmi, YHiBepcuteT koponsi Abaenbasis, Cayaiscbka Apasis

EnektpoHHa komepuis B nepioa naHaemii COVID-19: HoBiTHi TpeHay Ta nepcnektuem ans Cayaiscbkoi Apasii

Lis1 cTaTTq y3aransHIOE apryMeHTV Ta KOHTPapryMeHTU B MeXax HaykoBOi AVCKYCIi 3 TUTaHHS NOLUMPEHHS Y CBITi eNeKTPOHHOI
komepuii 3aBasiku Hacnigkam naHgemii Covid-19. OCHOBHOK METOK NMPOBEAEHOTO AOCTIKEHHS! € BU3HAYEHHS (haKTOPIB 3MiH B
po3BMTKY enekTpoHHoi komepuii Cayaiscbkoi Apasii. Cuctematusauis nitepaTypHux [Mmxepen Ta MigXodis A0 PO3B'A3aHHS
nocTaBneHoi Npobnemn [03BONMNA BUCYHYTY rinoTesy, wo nanaemis COVID-19 cTana katanisaTopom HOBOI XBWMi 3POCTaHHS
TemniB 36inbLueHHst obcsriB enekTpoHHoi Toprisni B Cayaiscbkilt Apasii. [ins nepesipky BUCYHYTOI riNOTE3M NPOBEAEHO aHKETYBaHHS
160 pecnoHgeHTiB, ki NpaLolTb Y cdepi NPUBATHOI €NEeKTPOHHOI komepuii. 1o aHKeTW BKIIOYEHO MUTaHHS LWOAO BU3HAYEHHS
pAemorpacivHoro npodinio PECOHAEHTIB Ta PO3BUTKY eneKTPOHHOI komepLii. OLjiHIoBaHHS BiANOBIAEN TPHOX BNIOKIB NUTaHb, LWOAO
PO3BUTKY €nEeKTPOHHOI koMepLiii 3AiicHIoBarnocs 3a n'atu GanbHow Lkanoko JleidkapTa. BinbLUICTb y4acHWKIB aHKETYBaHHS €
Jorogikamu — 66,2%. 56,2% y4acHukis € Bikom Big 30 go 40 pokis; 38,75% — matoTb 5-10 piuHuii cTax poboTi B npusaTHOMY GisHECI,
40,6% — matoTb gocsia poboTu y komnaHisix 3 uucenbHicTio noHag 500 ocib, 43% — npoxwBaloTb Yy MicTi Ep-Pisig. 3a pesynbtatamu
OonpaLoBaHHs BiAnoBiaen nepLuoro 6roky NUTaHb aHKeTU LWOAJO PO3BUTKY ENEKTPOHHOI KOMEpLiii BCTAHOBMEHO, WO BifCYTHICTb
anbTepHaTUB Mae CTATUCTUYHO He 3HAYYLUMIA BMIMB HA HaMipW CMOXWBAYiB 3AINCHIOBATY KyMiBAi Ha €NEKTPOHHOMY PUHKY
(cepenHbo3BaxeHe 3HayeHHs — 3.19 + 0.75). PesynbTatv aHanisy signosigel apyroro 6noky nutaHb cBigyaTb Mpo Te, WO
[OCTYMHICTb [0 3acobiB eneKTPOHHOI KOMepLjii Mae NO3NTUBHWUA BNUB Ha FOTOBHICTb CMOXWBAYIB 34iACHIOBATY OHMAH-NOKYMKN
(cepenHbo3BaxeHe 3HaveHHs — 3,43 + 1,17). Anani3 Bignosigen TpeTbOro 6roKy NuTaHb 3acBif4MB, WO [OCHIMKEHHS TONOBHIX
npwu4nH 36uTkis nig vac nanaemii COVID-19 € CTaTUCTYHO HE 3HaYyLLMMI ANS ENEKTPOHHOI KOMEPLT (CepeaHbO3BaXEHe 3HAYEHHS
-3,29+0,90). flo Toro, 6inbLUICTb y4acHuKiB aHKeTyBaHHs (56,2%) 3a3Haumnm, Lo ix komnaii 6ynn He roToBUMM [O YEProBOI XBUNi
kapaHTUHHUX oBMexeHb. PesynbTaTv [OCMIAKEHHS MaloTb MPaKTUYHE 3HAYeHHS Ta MOXYTb OyTW OCHOBOI AN MOAANLLLOIO
ananisy Bnmey COVID-19 Ha pisHi CerMeHTn enekTpoHHOro puHky. OTpumaHi pesynbTaTi MOXyTb OyTv BMKOpUCTaHi Ans
BM3HAYEHHS PIBHA CMPUIHATTS HacemneHHaM 0CcobMBOCTEN ENEKTPOHHOI KoMepLii Ta BaxaHHs 34iicHIoBaTH KyniBni B iHTEpHET-
marasuHax.

KntovoBi cnoBa: enextpoHHa komepisi, COVID-19, cnoxwsaui, puHok, Caygiscbka Apasist.
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