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Abstract

The influence of VUCA (Volatility, Uncertainty, Complexity, Ambiguity) world and
COVID-19 pandemic on micro, small and medium enterprises (MSMES) sector has been
significant. The objective of this paper is to analyze the consumer buying behavior during
the COVID-19 crisis and its implications on future intentions, so as to propose the potential
options for the development of new strategies according to the customers’ needs. Changes
in consumer habits in the world and in Serbia are reviewed. The online consumer survey
was conducted in Serbia April 23-29, 2020. The survey sample included 510 respondents.
Quantitative statistical methods were used for analysis: descriptive and comparative
statistics (y* test, regression, correlation). The survey data are comparable, in some
segments, with the results of the McKinsey & Company survey conducted in 22 countries
across the world. The results of empirical research indicate that consumer buying habits
have changed in terms of consumption structure and purchasing methods. MSMEs with the
strategic marketing orientation, aware of the customers’ needs in turbulent environment,
are more capable to be innovative and have more chances to be competitive. Doing
business in the time of the pandemic has opened new opportunities for business renovation
via e-commerce. The contribution of the paper is a set of recommendations for MSMEs on
how to gain competitiveness and visibility in the digital market. It is recommended to
improve e-commerce in Serbia, based on the research results. They confirm that consumers
are increasingly adopting new technologies and that the processes of innovation and digital
transformation are in general getting significantly faster, so they represent an opportunity
and condition for the work of Serbian MSMEs in the future new normal.
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MMCII MOPAJY JA ITIPOMEHE ,, UI'PY”
Y U3A30BHUM BPEMEHUMA KAO HITO JE KPU3A
KOBU/-19: TIPOMEHE Y HABUKAMA IIOHAIIAIbA
MHOTPOLIAYA

Arncrpakr

Yruuaj VUCA cBeta (HeCTaOMIHOCT, HECUTYPHOCT, KOMIUIEKCHOCT, JBOCMHUCIIE-
HOCT) M TaHAeMHje KOBUA-19 Ha CEeKTOp MHUKpO, MaJMX U Cpeamux mnpenyseha
(MMCII) cy 3Hauajuu. Llwb oBOT paja je aHanuHM3a MOHANIaKka MOTpoUIaya Yy Ky-
noBuHU TokoM kpusze COVID-19, kao u muxoBux Oynyhux Hamepa, Kako Ou ce mpen-
JIOXKWIIe TIOTEHIMjajIHe OIIMje 3a HOBE Pa3BOjHE CTpaTerHje Koje Cy y CKiIaxy ca Io-
Tpebama noTpomada. Pasmarpajy ce mpoMeHe y HaBHKaMma MOTpOIIada y CBETYy, U y
CpOuju. OnnajH aHKeTa moTpoliava criposeneHa je y Cpouju, ox 23. no 29. anpuna
2020. roqune. Y3opak o0yxBata 510 ncriuranuka. [IpunrkomM aHanmse cy xopuihene
KBaHTUTATUBHE CTATUCTHYKE METO/IE: ACCKPUIITHBHA M KOMIIAPATHBHA CTaTUCTHKA (X2
TEeCT, T-TECT, perpecuja, Kopenanuja). Pesynratu aHkere Cy, y HEKHM CETMEHTHMA,
ynopenusu ca pesynraruma ankere McKinsey & Company, npema Kojoj je cripoBeze-
HO UCTpaXMBame y 22 3eMJbe MIMPOM CBeTa. Pe3yiraTn eMIHUpHjCKOT HCTPaKUBamba
yKa3yjy Jia cy ce MoTpolLIayKe HaBUKe IPOMEHWUIIE Y MOTJIey CTPYKType MOTPOIIHE U
Mmerona kynosure. MMCII ca crpaTemkoM MapKeTHHIIKOM OPHjeHTAIMjOM, CBECHU
notpeba Kynana y TypOyJICHTHOM OKPYKEHY, CIIOCOOHUjH Cy Ja Oyay MHOBATUBHH U
MMajy BHIIE IaHCH Ja Oyny KoHKypeHTHH. [locioBame y BpeMe NaHAeMHje OTBOPHIO
je HoBe MOTYhHOCTH 3a peHOBAIKjy MOCIOBamka IyTeM e-TproBuHe. JlonpuHoC pazna je
ckyn npenopyka 3a MMCII o HaunHy cTUI[aka KOHKYPECHTHOCTH U BHIJBHBOCTH Ha
IUraTarHoM Tpxkumty. [Ipenopydyje ce mobospiname e-Tpropune y CpOuju, Ha OCHO-
By YBU/Ia y pe3yNTaTe UCTpaXHBama, Koja MOTBphyjy U Ja je ycBajambe HOBHX TEXHO-
JIOTHja O]l CTpaHe MOTpolIaya yop3aHo, Kao U Aa Cy MPOLeCH HHOBAIMja U JUTHTAIHE
TpaHchopMaIlrje y HeIUHI 3Ha4ajHO yOp3aHH, Ma NpeICTaBibajy MPUINKY U YCIIOB 32
pan cprckux MMCII y 6yayhem new normal.

Kibyune peun:  xoBuz-19, kpusa, norpomayn, MMCII, nHoBanuje.

INTRODUCTION

In times of crisis, such as the COVID-19 pandemic, companies
face serious problems, from the need to change the way of doing business
and digitalization, through change of the complete functioning of the
business world and the introduction of a contactless economy, all the way
to the reduced purchasing power of consumers and broken supply chains.
The research subject of this paper is the way of doing business of micro,
small and medium enterprises (MSMESs), on the one hand, and consumer
behavior, on the other hand, during the pandemic in the world and in
Serbia. As doing business of the organization is directly related to
consumers, on which the success of the organization depends, these two
aspects will be the subject of work, in order to establish the degree of
change - innovations, which are necessary in the crisis, and guidelines for
MSMEs for rapid adapting to new working conditions. The purpose of
this paper is to emphasize the importance of innovation and adaptability
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to e-commerce as a response not only to the crisis period, but also to the
"new normal”. The term "new normal™ means a new way of life and work
of people.

Crises of any type have become an integral part of business
activity and responses to them could make the difference between
survival and failure. Taking the COVID-19 pandemic as a starting point,
this study aims to investigate how consumers of Serbia coped with
COVID-19 at the beginning of this crisis. Based on that, a conceptual
framework is proposed, which highlights that MSMEs should flexibly
adopt their business towards online marketing processes and practice to
satisfy customers’ needs.

The contribution of the paper is the research on the level of
consumption and intended consumption of certain groups of products and
services by consumers in Serbia. It is in some segments harmonized with
McKinsey research, which contributes to the comparability of results.
Researched customers’ buying behaviors during COVID-19 and future e-
buying intentions in Serbia present a guideline for a possible area of
production to which MSMEs in Serbia can be redirected, while
accelerating introduction of innovation and digital transformation.

INFLUENCE OF PANDEMIC ON DOING BUSINESS OF MSMES

According to the International Labour Organization (ILO, 2020)
small and medium size enterprises are the most vulnerable economic
group. McKinsey (2020d) researches conducted in the USA and Great
Britain confirm this finding. According to World Bank (2020) report
SMEs play a major role in most economies, particularly in developing
countries. They represent about 90% of businesses and more than 50% of
employment worldwide. Formal SMEs contribute up to 40% of national
GDP in emerging economies. In Serbia, 56.7% of national GDP came
from SMEs in 2017 (Mitrovi¢, Poleyn & Trifunovié, 2019: 593). These
numbers are significantly higher when informal SMEs are included. MSMEs
are also important from the aspect of employment because MSMEs are
those who contribute to decrease of the global unemployment.
Sustainable MSMEs create more productive employment and decent
work than any other enterprise size class. However, these enterprises are
extremely vulnerable to external shocks and poor business environments.
On the other hand, according to many studies, it is MSMEs that have the
opportunity to show their flexibility and resilience in crisis situations.

Agility is as characteristic of MSMEs as much as vulnerability.
According to the ILO (2020), as many as 49% of companies have reduced
the production of products or services, 29% of them have introduced
online marketing, sales and delivery channels, 20% of companies have
responded to new demand (for masks, disinfectants, etc.), 12% of
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companies increased production in response to higher demand.
Nevertheless, 30% of MSMEs diversified their sales channels and about
50% of micro enterprises and 31% of SMEs diversified their products and
sales channels.

According to the report of International Trade Centre (2020), it is
difficult to foresee how the pandemic and sanitary measures to manage
the crisis will evolve over the coming months. In Serbia projected supply
chain export loss is the biggest in the following sectors: machinery,
plastics and rubber, ferrous metals, mineral products and metal products.
Women employment is jeopardized in all sectors.

Affected by problems of logistics blocks, labor shortages, and
drops in demand, 80% of Chinese SMEs temporarily closed at the time of
the first wave of interviews in February 2020 (Dai et al., 2021).
Understanding the challenges of reopening is essential for designing
appropriate policies to help SMEs find solutions to the issues that hamper
them and navigate through this tough time.

In Serbia, the Serbian Association of Employers conducted a
survey in April 2020, which shows that micro and small companies are
the most vulnerable to new market opportunities. However, more than
80% of enterprises managed to continue their business by adapting
indoors working conditions or through teleworking, and 90% of
companies were forced to change their business model in order to respond
to the decline in turnover (70% on average), supplier relations and the
appropriate employee profile.

There are some studies conducted in Serbia, Pakistan, Ghana,
Saudi Arabia, Egypt during early stage of COVID-19 that showed that
SMEs have moved their employees to work from home, supply chain
disruptions have occurred and SMEs faced insufficient workforce
utilization, reduction in business hours, production disruptions, limited
access to resources (Behara & Puricin, 2020; Aduhene & Osei-Assibey,
2021; Aftab, Naveed & Hanif, 2021; Nurunnabi, 2020; Zaazou & Salman
Abdou, 2021). In some countries some assistance from government
support was given to SMEs like in Malaysia (Mustapa & Mohamad,
2021) and Ghana (Dayour, Adongo, Amuquandoh & Adam, 2020).

CRISIS AND NEW PARADIGM/LOGIC OF MARKET

The crisis requires each individual, but also the company as a
whole, to change and adapt to the new situation, to radically change and
(re)define the logic/paradigm of doing business by identifying new
sources of value and competitive advantage (Vlasi¢, Gugi¢, Kesi¢ &
Kelemini¢, 2020: 32). This change also conditions a change in the
management logic of the organization and processes. Business models
should be harmonized with the new paradigm, which can differ between
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industries, but also within the same industry. Thus, it is possible that
within the same industry (e.g. entertainment industry) the crisis affects
some negatively (e.g. concerts, clubs, cinemas, theaters, etc.), while
others are positively affected (e.g. services of streaming films and music,
and similar). In general, the crisis is affecting actors who offer products
and services related to remote solutions, both for purchasing and
consuming products/services. Companies should take into account the
growing positive attitude of consumers towards information sharing,
which creates an opportunity for new business models and these require
functioning through full transparency (Rogers & Cosgrove, 2020).

All indicators so far show that in the coming period and in the
VUCA world there will be a turnaround in consumer behavior, with new
opportunities for businesses (contactless economy, teleworking, e-commerce
and renovated logistics). This inevitably entails the readiness and ability of
companies to introduce innovation, open and interdisciplinary cooperation
(Crowdsourcing) (Von Krogh, Kucukkeles & Ben-Menahem, 2020), as
well as to respond quickly to the needs of end users. As a result of one of
the ways in which small producers/providers reacted after the
introduction of quarantine and closure of physical shops and markets, e-
markets have appeared - pages on social networks that connect producers
and consumers directly.

The crisis has led to drastic changes in the interaction of
organizations with consumers - from the transition to digital teaching,
through the licensing of Amazon's Just Walk Out technology (Luo &
Galasso, 2020), all the way to cultural institutions that have found the
means to create, perform and connect with their audiences through online
platforms.

INNOVATION AND DIGITAL TRANSFORMATION —
THE GOOD SIDE OF THE CRISIS

Innovation, proactivity and risk-taking play an important role in
whether SMEs will survive and thrive during period of crisis. The more
innovative and proactive the firm is, the less its operations are affected by
the recession and the more risk-taking the firm is, the more its
profitability is affected by the recession (Soininen, Puumalainen, Sjogrén
& Syrja, 2012).

Viewed from a business perspective, innovation is one of the main
drivers of growth that fosters competitiveness, opens up horizons and
access to market (Mamula Nikoli¢, Popovi¢ Panti¢ & Muller, 2020).
SMEs that are innovation-oriented will more easily overcome such
turbulent crises and gain a market advantage (Mamula & Popovi¢-Pantic,
2015: 63). The introduction of innovation in companies is not a simple or
easy process, because it requires a change in the way of thinking and
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doing business that comes from the ranks of the company, fundamentally
changing not only the way of doing business, but also the roles and
responsibilities of all employees (Sawhney, Wolcott & Arroniz, 2006:
79). Generally, information and communication technologies (ICT) affect
people’s lives in many ways. They act as a vector of economic growth
and development, but also as a vector of transformation of society as a
whole, where ICTs improve access to basic services and have significant
potential for improving the quality of life (Nedi¢, Cvetanovi¢c &
Despotovi¢, 2018).

As a result of new challenges due to the impact of COVID-19 agile
SMEs digitally transformed their business models due to changes in
consumers’ purchasing behavior. Consumers increased their purchase
online as a result of national lockdowns and restrictions on movement
(Gregurec, Tomi¢i¢ Furjan & Tomi¢i¢-Pupek, 2021).

Digital transformation is a key enabler of future success or
survival, by better connecting digitally with consumers and partners.
Given the current increase in the use of digital technologies and services
(Crnjanski, 2020), conditions have been created for increase in speed of
digital transformation as well.

Adoption of digital sales channels is on the rise (McKinsey &
Company, 2020a). Changes in consumer behavior caused by prevention
measures and the turn to online shopping are a breeding ground for the
accelerated development of e-business (Arora, Christiani, Dreischmeier,
Libarikian & Yegoryan — McKinsey Digital, 2020). This means that it is
the e-business that companies, especially MSMEs, must introduce
through digital platforms (ILO, 2020: 6). The latest EUROSTAT report
published in 2020 for 2018, among the EU-28, the percentage of
enterprises making e-sales ranging from 11% in Bulgaria and Greece to
39 % in Ireland, followed by Denmark (34%), Sweden (33%), Belgium
(31%) and the Czech Republic (30%). The results of the SORS (2019)
survey for Serbia show that only 27.5% of companies in 2018 received
orders (except for e-mail orders) via the Internet. Bearing in mind that
over 70% of households in Serbia have an Internet connection, i.e. that
almost 75% of individuals in Serbia use the Internet, it is sufficient
enough that we consider e-business as a business model option. The basic
question is how to turn an Internet user into an online customer.
According to the same report of the SORS survey, during the last 3
months of 2018, 34.2% of Internet users bought or ordered goods via the
Internet, which is not different from other European countries in the
region, while ahead of most Balkan countries (Statista, 2020).
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ANALYSIS OF CONSUMER BEHAVIOR WITH THE APPEARANCE
OF COVID-19 IN THE WORLD

According to an online research of UK SMEs (Albonico,
Mladenov & Sharma, 2020), more than half of the respondents view the
country’s economy as very or extremely weak and half of them expect
market stagnation or recession. The most negatively affected sectors were
the logistics, construction and agriculture and respondents answered that
the most endangered industries were tourism, transport, agriculture and
industry.

McKinsey researches show that the digital content is more
consumed and news are more followed online (Allas, Chinn, Sjatil &
Zimmerman, 2020), more people buy online, they more easily opt for
new brands and they are focused on domestic products (McKinsey &
Company, 2020a). About 40 to 60% of surveyed consumers, who have
adopted new digital solutions, intend to continue to apply them
(McKinsey & Company, 2020c). When it comes to online shopping in the
United States, it has been proven that members of Generation Y and
Generation Z, and those with higher incomes, have mostly switched to
this type of shopping (McKinsey & Company, 2020b).

This finding points to the need to adopt e-commerce as an integral part
of business even after the crisis period has passed (Diebner, Silliman,
Ungerman & Vancauwenberghe — McKinsey & Company, 2020: 4). Buyers,
especially from the younger generations (Gen Y and Gen Z) are no longer
just passive consumers of what is offered - they often buy from those
companies that have proven to be socially responsible (64%), (Diebner et al.,
2020). The same elements to which attention is today paid when attracting
young talents through creating an employer’s brand (Mamula Nikoli¢ &
Necak, 2019) also influence the formation of customers’ attitudes towards
shopping, so focusing on the customer experience is a strategy to be adopted
in a recession period (Diebner et al., 2020).

A new trend that has emerged recently (and our research confirms
that the measures proposed by the respondents are related to encouraging
local production and agriculture) shows consumer preferences for shops,
restaurants and brands that are local in nature. They are more interested in
the value they get from the purchase, than in the price itself, then in the
origin, as well as in the benefits they get from a product (Andjeli¢, 2020).

As the pandemic crisis continues, consumer behavior is changing.
According to McKinsey researches (2020), the following trends in
consumer sentiment and behavior are observed globally: 1) majority still
expect the long-term impact of COVID-19 on net optimism which is
reduced; 2) reduced purchasing power leads only to the purchase of basic
and exclusion of discretionary categories, with the exception of South
Korea and China; 3) Consumers switch to digital solutions, in order to
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receive goods and services; 4) most consumers still feel the pull towards
the "homebody economy".

Based on relevant research conducted before (Perci¢, Peri¢ &
Kutlaca, 2019) and during the pandemic (McKinsey & Company, 2020),
the following hypotheses were defined:

Hypothesis Hi: It is assumed that consumers in Serbia have
changed their shopping behavior, in terms of switching to digital ordering
solutions (contactless economy) and the types of products/services that
are more frequently purchased during the pandemic.

Hypothesis Hz: It is assumed that there will be an increase in
purchases via Internet by consumers after the pandemic, i.e. that
consumers in Serbia will adopt new shopping habits.

Hypothesis Ha: It is assumed that there is a statistically significant
difference in the responses of respondents of different age categories
concerning planned online ordering after pandemic.

METHODOLOGY OF EMPIRICAL RESEARCH

To get a better insight into the consumer behavior during the first
wave of pandemic crisis and future buying intentions, the survey was
conducted in the Republic of Serbia. Empirical, quantitative, research was
conducted using the method of questioning, during the period April 23-
29, 2020. SPSS software was used for data processing and interpretation
of the obtained results, and quantitative statistical methods were used for
analysis: descriptive statistics - frequency distribution and comparative
statistics (2 test, regression, correlation). Some of the questions in the
questionnaire referred to the five-point Likert scale of answers.

The sample is random. It included 510 respondents, and it is
harmonized with online sample population. The used online questionnaire
was prepared for the needs of this research. The questionnaires were
distributed via social media and via email. The sample is representative
for the online population in Serbia (sample error is 4.3%), and it turned
out that women were more open to fill in the online survey (as it is
recorded in many others online surveys — Genovese, 2020). There is no
equal distribution over genders which can show significant statistical
differences in respect to the respondents’ gender. The data from this
survey are partly comparable with survey done by McKinsey in 22
countries around the world.
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RESEARCH RESULTS AND ANALYSIS OF CONSUMERS
BEHAVIOR UPON COVID-19 OUTBREAK
IN THE REPUBLIC OF SERBIA

The structure of respondents is made of:
= 29% male respondents and 71% female respondents;
= 8% respondents of age 18-25, 41% of respondents of age 25-40,
31% of respondents of age 40-50, 18% of respondents of age 50-65
and 2% of respondents of over 65;

= 61% of respondents from the territory of the city of Belgrade, and
39% of respondents from other cities in Serbia (12% from
Vojvodina, 12% from Sumadija and Western Serbia and 15% from
Eastern and Southern Serbia);

= 2% of respondents have completed primary education, 22%
completed secondary education, 12% higher education, 49% high
education and 15% of respondents has university degrees.

When analyzing the degree of concern of the respondents, it is
noticeable that the biggest concern is about financial stability (Mean =
3.67), followed by the concern about the negative impact of the crisis on
the level of salary (Mean = 3.61). It is noticeable that the lowest degree of
concern about the uncertainty of the economic situation that prevents
them from spending money normally, i.e. maintaining their lifestyle. The
level of concern of the respondents about the availability of
food/medicines is 3.17.

Table 1. Distribution of respondents according to the degree
of impact of the pandemic on income, consumption and savings

Big Impact, Not Little No
Impact of pandemic on: impact butnottoo sure impact impact Mean

) big4) (3 (@ (1)

...household income 25% 25% 7%  20% 23% 3.10
...household consumption ~ 25% 33% 6% 25% 11% 3.37
...household savings 27% 27%  13% 19% 14% 3.33
Resource: Results of the empirical research conducted by the authors of the

paper

Based on the percentages in Table 1, it can be seen that, according
to the respondents in Serbia, the crisis has had a pretty big impact on
income, and indirectly on consumption and household savings. It is
considered to have a more negative impact on consumption and savings
than on income.

In the coming period, 24% of respondents are afraid of the
possibility of losing their job. The results of the empirical research show
that 52% of the respondents are satisfied with the current income in the
household, and 48% of them stated that they are not satisfied with the
amount of income. There is a statistically significant difference in the
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respondents’ answers according to the level of education - the higher the
level of education, the more satisfied the respondents are with household
income (Pearson Chi-Square test, p = 0.00 < 0.05).

Respondents in Serbia believe that in the next four weeks from the
moment of filling in the questionnaire (April 2020) there will be an
increase in purchase of:

= food and non-alcoholic beverages (according to the forecast of

29% of respondents;

= household chemicals (25);

= products for personal hygiene and facial care (18%);

reduction in purchase of:

= clothing and footwear (51%);

= fuels (40%);

= personal care services (39%);

= technical devices and accessories for technical devices (34%);

= fast food and food delivery (24%).

Table 2. Distribution of respondents according to the use of certain
services since the beginning of the pandemic

| started to use | have I don’t
Usage of: since the beginning  used it Use
of pandemic before
...paying household bills online 6% 70% 24%
...ordering groceries delivery 8% 23% 69%
...ordering fast food delivery 4% 43% 53%
...delivery of perishable food from small 13% 5% 82%

and individual producers (salad, seasonal
fruits and vegetables, cheese, etc.)

Resource: Results of the empirical research conducted by the authors of the paper

Based on Table 2, it can be seen that the respondents in Serbia in
the largest percentage (13% of them) began to use the services of delivery
of perishable food from small and individual producers. Then, 8% of
respondents started ordering groceries delivery, 6% started paying bills
online, and only 4% ordered fast food delivery. The largest percentage of
respondents (as many as 70%) paid their bills online even before the
pandemic.

As many as 75% of respondents in Serbia believe that the acquired
habits will remain after the crisis, and 30% believe that the share of e-
commerce/online ordering of products in their consumption will increase
after the pandemic. It was found that there is no statistically significant
difference in the responses according to demographic characteristics in
relation to the increased percentage of online orders since the beginning
of the crisis caused by the COVID-19 virus.
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Table 3. Testing regression — influence of age categories of respondents
(as independent variable) on dependent variables

Beta
coefficient
COVID-19 worries me considering possibilities for 0.863 0.000 -0.008
future travel.

COVID-19 worries me considering negative effect 0.015" 0.012 0.108
on my salary.
COVID-19 worries me considering access to 0.658 0.000 -0.020
groceries and medicines.
I am worried by negative effect of COVID-19 on 0.242 0.003 0.052
my financial stability.
I am worried because my job. 0.094 0.006 0.074
is less secure
I am worried about the uncertain economic situation ~ 0.404 0.001 0.037
and it prevents me from spending money as usual.
How much did the pandemic affect the income in ~ 0.963 0.000 0.002
your household?
How much did the pandemic affect consumption in  0.823  0.000 0.010
your household??
How much did the pandemic affect the savingsin ~ 0.174 0.004  -0.060
your household?

Resource: Results of the empirical research conducted by the authors of the paper
*An asterisk (*) indicates where the regression is taken into consideration (where p <0.05).

Questions from questionnaire (dependent variables) p R?

Statistical analysis showed that there is no statistically significant
correlation between the level of education of respondents and the exam-
ined dependent variables regarding the degree of concern and the degree
of impact of the crisis. Also, there is no statistically significant correlation
between age categories of respondents and the most of examined depend-
ent variables regarding the degree of concern and degree of impact of cri-
sis (Table 3). Regression and correlation were found between certain var-
iables, but due to the weak influence and weak strength of the examined
connections, it was concluded that the connections were negligible. It was
found that there is an influence of age categories of respondents on the
degree of concern about the negative impact of the pandemic on salaries
(regression, R? = 0.012, p = 0.015 < 0.05; but only 1.2% of variability de-
pending on the variable, i.e. the degree of concern about negative impact
of the pandemic on the level of salary explains the impact of age catego-
ries of respondents). There is also the correlation between variables, i.e.
age categories of respondents and the degree of the mentioned concern
(Pearson Correlation = 0.108, p = 0.015 < 0.05, for confidence interval
95% and for risk of error 5%), where the correlation is positive and weak,
which is a negligible connection between these two variables.



226 T. Mamula Nikoli¢, K. Per¢i¢, M. Necak

DISCUSSION

Based on the presented results obtained by empirical research, hy-
pothesis Hi has been confirmed — a change in shopping behavior is no-
ticeable among consumers in Serbia, i.e. the transition to digital solutions
for product ordering, and in the types of products that are purchased more
frequently since the beginning of the pandemic.

Hypothesis H: has been confirmed — empirical research has proven
that the intention of 30% of consumers is to increase online shopping af-
ter a pandemic.

Considering that the research of Per¢i¢ et al. (2019: 70) proved that
the younger population in Serbia orders more often via Internet, it is as-
sumed that there is a statistically significant difference in the responses of
respondents of different age categories concerning planned online order-
ing after the pandemic. Hypothesis Hs was refuted — it was found that
there is no statistically significant difference in the responses either ac-
cording to age groups, or according to other demographic characteristics
in relation to the increased percentage of online ordering since the begin-
ning of the pandemic. In other words, there is no specific target group of
consumers who intend to increase the share of e-commerce, and to whom
the digital transformation could be specifically directed if the result was
different. This may lead to the conclusion that the possibility of equal ac-
cess to different target groups is being opened up for MSMEs in Serbia,
but that does not mean that the situation will not change in few months. It
should certainly be kept in mind that the online questionnaire was filled
out by digitally literate respondents, and that the results could be different
if the sample was representative for the entire population in Serbia, not
only for those who are online. This represents a limitation of this work,
but also the direction in which some further research could be directed.

According to the results of McKinsey (2020), the intention to buy
more online has been established in the USA, Italy, India, South Korea,
and Japan, while in Europe and Latin America there is less intention to
buy more online. Consumers in Germany prefer traditional forms of
shopping. Overall online penetration in China increased by 15-20%, and
in Italy, e-commerce sales for consumer products increased by 81% in a
single week. According to a survey in Serbia, 30% of respondents believe
that the share of e-commerce products in their consumption will increase
after the pandemic.

According to McKinsey research, spending on groceries and enter-
tainment at home continues to show a positive trend. Consumers in most
countries intend to increase the consumption of other basic categories,
such as household goods and personal care, while in Serbia, consumers
mostly increase the consumption of food and non-alcoholic beverages and
household chemicals.
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“The number of consumers in Serbia who are willing to order/buy
via the Internet is increasing,” (Per¢i¢ et al., 2019, p. 69), and on the other
hand, “organizations are more often promoted via the Internet media, but
e-commerce is still underdeveloped in Serbia,” (Per¢i¢ et al., 2019: 69).
Often, managers in these companies do not see the importance of selling
via the Internet (MASMI, 2016). MSMEs in Serbia were unprepared for
the new challenge caused by the crisis, and given the current circum-
stances of the situation and according to the results of the survey (30% in-
tend to continue shopping online), the condition for the organization to
survive and experience a long-life cycle is the speed of adaptation to new
normal. The old way of doing business no longer exists — there is no pos-
sibility of returning to a well-established way of working, but it is neces-
sary to define and implement new strategies with the help of which it will
be possible to maintain positive work results.

CONCLUSION

According to the report of OECD (2020), the main message is that
now is the time to intensify efforts to address mentioned challenges. The
crisis unleashed by COVID-19 is affecting every aspect of our lives, from
health, jobs and education, to financial security, social relations and trust.
If we could look at the bigger picture, in times of crisis MSMEs should
start by identifying the impact of the crisis on business, with taking over
the control, then it is necessary to identify emerging opportunities, com-
pile a plan to restructure/relaunch and new business plan which includes
adoption of new technology in business model, to diversify, adjust mar-
keting strategy and new media plan. It is necessary to renew operations
and supply chain, and invest in being adaptive. Additionally, since new
generation of consumers (Generation Y and Generation Z) are socially
and environmentally responsible more than previous generations, SMEs
should intensify their responsibilities towards people and planet, because,
otherwise, the biggest consumer population will react by not buying the
products (Mamula Nikoli¢, 2021).

The proposed steps for rapid innovation initiatives can be summa-
rized in five principles (Von Krogh et al., 2020): 1) understand the prob-
lem to be solved by innovation, 2) map the resources, 3) use the connect-
ed technologies, 4) encourage the collaboration and 5) integrate the end
users. This implies a new way of thinking that includes continuous moni-
toring and implementation of market research (needs, desires, preferences
and purchasing power of the target group, technology development, anal-
ysis of supply and trends). It is of the utmost importance to build custom-
er relationships (Customer Relationship Management) where the key to
success is to build trust of customers, but also of employees.
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It is necessary to adjust the movement of business towards sectors
that are more attractive to consumers, with an emphasis on creativity and
a designer’s mindset that is geared towards the needs of users. Develop-
ing cognitive skills is essential to provide employees relevant to redesign-
ing and innovations. Social and emotional skills are necessary to ensure
effective cooperation, empathic attitude towards consumers and the
community, regardless of which brand is in question and which industry
it belongs to. Reckless moves, equally as lack of reaction, in such times
carry a great risk of labeling the brand as someone who thinks only of
profit. Speed and discipline are most important for achieving elasticity.
And uncertainty and constant changes require exceptional change man-
agement skills that include expressing empathy and gratitude, encourag-
ing belonging and inclusion, but also thinking about short-term moves
without forgetting the long-term vision.

Due to the closure of state borders and constant uncertainty, the
priority is to rely on local business, i.e. doing business localization (Vlasic¢ et
al., 2020: 14).

Due to the health crisis, the economic crisis is inevitable, so the
trends regarding savings and reduction of consumption are evident in the
world, and in Serbia, to a significant extent. Serbia relatively lagged be-
hind in the process of digitalization of its economy, but the crisis caused
by the pandemic started i.e. accelerated this process, which overnight be-
came a "conditio sine qua non". For some of the MSMEs, offering prod-
ucts and services online, along with a good plan and digital marketing
strategy, may be the optimal solution.

Considering that access to technology and the Internet is having a
positive impact at all levels — personal, family, professional and social
(Ruiz, Garcia, & Rosell, 2014), it can be confirmed that the innovation
for which Drucker believed that “Schumpeter insisted on “innovation”,
(that is entrepreneurship that moves resources from old and obsolescence
to new and more productive employments), is actually the very essence of
economics and most certainly of a modern economy” (Drucker, 1985).
Without crisis and innovation there is no progress, confirmed the New
Schumpeterians Howitt! and Aghion?, winners of the 2019 Frontier of
Knowledge Award.

! Peter Howitt, Professor Emeritus of Economics at Brown University (United States),
Lyn Crost Professor Emeritus of Social Sciences, winner of the 2019 Frontier of
Knowledge Award https://www.eurekalert.org/pub_releases/2020-03/bf-paa031820.php

2 Philippe Aghion, the Chair in the Economics of Institutions, Innovation and Growth,
Centennial Professor of Economics at the London School of Economics, winner of the
2019 Frontier of Knowledge Award https://www.eurekalert.org/pub_releases/2020-
03/bf-paa031820.php


https://www.eurekalert.org/pub_releases/2020-03/bf-paa031820.php
https://www.eurekalert.org/pub_releases/2020-03/bf-paa031820.php
https://www.eurekalert.org/pub_releases/2020-03/bf-paa031820.php
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The reached results confirm that the adoption of new technologies
by consumers has been accelerated, and that the processes of innovation
and digital transformation have significantly accelerated in general, so
they represent an opportunity and condition for the operation of Serbian
MSMEs in the future new normal. MSMEs that do not respond to chang-
es in the market have little or no chance of surviving in a turbulent mar-
ket, compared to those MSMEs that (quickly) adapt to new circumstanc-
es, especially in VUCA times. In other words, as innovation/business
renovation and digitalization, with the appearance of the pandemic, are
the condition for the survival of MSMEs, those MSMEs that are inert, in
the status quo, have no future in Serbia either.

The limitation of the work is that the sample is not representative
by the regions of Serbia. A certain percentage of respondents from all re-
gions of Serbia were included, but these percentages are not proportional
to the actual structure of the number of people by regions. Also, as al-
ready mentioned, there is no equal distribution over genders which can
show significant statistical differences in respect to the respondents’ gen-
der. Taking into account these limitations and in order to overcome them,
the directions of future research may be paid online research, in combina-
tion with the distribution of printed questionnaires.
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MMCII MOPAJY JA TIPOMEHE ,,UT'PY” Y H3A30BHUM
BPEMEHHUMA KAO HITO JE KPU3A KOBU/-19:
IMPOMEHE Y HABUKAMA NOHAITAIBA ITIOTPOLIAYA

Tatjana Mamyna Huxosnmh?, Kaponnna IMepunh?, Mupjana Hehax®
1Vuusepsurer Metponosuran, Pakynrer 3a MeHauMeHT, beorpan, Cpouja
2Bucoka I1Kosia MojiepHor 6u3Huca, beorpan, Cpouja
3JTa6oparopuja 3a TUIUTAIHY COLMOMETPH]Y, MHCTHTYT 3a puinozopujy
U IpyIITBEHY TeopHjy, YHUBep3uTeT y beorpany, beorpan, Cpbuja

Pe3ume

VY pany ce aHanu3upa yTHUIlaj MaHIEMHje, KOja je Mpoy3pOKOBaHA BUPYCOM KOBHJI-
19, KaKko Ha NOHAIIAKkE ITOTPOIIAYa, TAKO M Ha CEKTOP MHUKPO, MAJINX M CPEIbUX Mpey-
3eha (MMCII). Lluss oBor paza je aHain3a KyNOBHUX HAaBHKa MOTPOIIAYa TOKOM KpH3e,
Kao U HUXOBUX Oynyhux Hamepa y HOTpOIIH, & C KOHAYHUM LMJbEM HpeIarama 1o-
TEHIMjATHUX OIIIMja 32 HOBE Pa3BOjHE CTpaTeryje Koje Cy y Ckiiaay ca morpedama Io-
Tpoiaya. Pa3marpajy ce mpoMeHe y HaBUKama MOTpoIava y CBETY, Ha OCHOBY pe3yJiTa-
Ta JECKTOI CTPaKMBama, U norpomrada y CpOuju, Ha OCHOBY CIPOBEACHOT eMITUPH]-
CKOT' UCTpaXknBama, y KoMe je ydectBoBaito 510 mcnuTaHuMka. AHKeTa IOTpollaya je
CIpOBE/ICHA OHJIAjH, Ha TepuTopuju PemybOmuke Cpbuje, ox 23. mo 29. anpmia 2020. ro-
muHe. [IprmmikoM oOpane M aHanu3e Iojaraka KopumheHe cy KBaHTHTAaTHBHE CTaTH-
CTHUKE METOJIe: IECKPUIITHBHA U KOMIIApAaTUBHA CTAaTUCTHKA ()2 TECT, T-TECT, perpecuja
U Kopenanuja). Pesynratu aHkere Cy, y HEKMM CETMEHTHMa, YIIOPEAUBH Ca pe3yJTaTH-
Ma ankere McKinsey & Company, mpema k0joj je CIpOBEICHO HCTpPaXHBame y 22
3eMJbE LIMPOM CBETA IO TIOYETKY MaHaeMuje.

Pe3ynrati eMIHPHjCKOT HCTPaXKUBAEba TIOKa3yjy Jia Cy ce MOTPOIIavKe HABHKE MpO-
MEHMIJIE Y TIOTJIely CTPYKTYpe MOTPOIIke U MeToa Kynosure. Kox norpomrada y Cpouju
je TpUMeTHa NpOMEHa IOHAIllaka y KyNOBHMHHM, Tj. NpeNa3ak Ha JUTHTAHA pellera
HOpY4MBaba MPOM3BO/IA, M BPCTa MPOU3BO/IA KOjH CE ydecTaluje KyIyjy Off HoYeTKa MaH-
nemuje. EMmpujcko uctpakuBame je nokasano ja je Hamepa 30% motpomiaya j1a noseha
KYIIOBHHY ITyTeM MHTEpHETa HaKkOH MaHaeMuje. Huje moka3aHo MocTojame CTaTHCTUYKU
3HayajHe Pa3iIMKe y OrOBOPHMA HMCIMTAHUKA PA3IMYUTHX CTAPOCHHMX KaTeropHja MCIH-
TaHUKA Y TIOIVIe Ty TUIAHUPAHOT NOPYy4HBarba IyTeM HHTEPHETa HAKOH MTaHAeMHje.

YV CpOuju, Kpru3a UMa MPWINYHO BEJUK yTHIA] HA TIPUXOJE, ¥ HHAUPEKTHO Ha I10-
TPOLIY W LITE/bY, IPH YeMy MMa Behr HeraTHBaH yTHIlaj Ha MOTPOLIBY U INTEBY
Hero Ha npuxone. Ckopo 4erBpTiHa ucnuranuka y Cpouju (24%) mnamm ce moryh-
HOCTH OCTaHKa 0e3 1ociia y HapeJHOM Iepuoay, 1 48% UCIHTaHHMKa ce M3jacCHWIIO Ja
HHje 33I0BOJBHO BUCHHOM CBOjHX NpHUMama. Mcnutannim Bepyjy na he ce mosehatu Ky-
MOBHMHA XpaHe N 0e3aJIKOXOJTHUX HAaIMTAKa, CPEACTaBa 3a Ae3MH(EKINjy U CPEACTaBa 3a
JMMYHY XUTHjeHy, a a he ce cMamuTu KynoBuHa ojiche, o0yhe, ropuBa, yciyra 3a JINJHy
Hery, TeXHHUKHX ypebhaja u ompeme, O6p3e xpare. Yak 75% wucrmranuka Bepyje na he
CTe4YeHEe HaBHKE TOKOM MaHJEMHje [a ce 3aIpiKe U TT0CIe Kpus3e.

MMCII y Cpbuju cy HeCIpeMHO JI0ueKalla HOBE M3a30B€ MPOY3POKOBAHE KPH30M
KoBHA-19, 1 ¢ 003MPOM Ha TPEHYTHE OKOJHOCTH Pa3Boja CUTYallje U IIpeMa pe3yJsITaTH-
Ma uctpaxunBama (30% moTpoiaya HaMepaBa Jia HACTaBU KYMOBHUHY OHJIAjH), YCJIOB Ja
opraHM3alyja OINCTaHe W JOXKHMBH YT )KUBOTHH LMKIYC jecTe Op3uHa ajanTaiyje Ha
new normal. CTapy HauKMH IOCIOBamka BUILIE HE TIOCTOjU — HE MOCTOjH MOryhHOCT Bpa-
hama Ha yxoJaH HauMH paja, Beli je HEOmxoAHO JeHMHUCATH W CIPOBOAWTH HOBE
crparermje y3 momoh kojux he 6utn Moryhe oapskaBaTH MO3UTHBHE PE3yJTaTe paja.



234 T. Mamula Nikoli¢, K. Per¢i¢, M. Necak

300r 3aTBapama Jp)KaBHUX I'PAaHUIA U CTAITHE HEU3BECHOCTH PHOPHTET j& OCIambarbe
Ha JIOKaJHHU OW3HIC, Tj. JIOKIN3AIM]y IOCTIOBamka. YUSHEeM M3 HaMeTHyTe moTpebe 3a
eKCIIEPHMEHTHCAeM U yJlarambeM y TEXHOJOTHje 3a CMamelhe PU3HKa, OpraHn3alyje
MOTY IIOCTaTH TaMeTHHje U (IIeKCHOMIHMje, U Membajyhu CBOj NMOCIOBHH MOJEIN Y IITO
KkpaheM poKy, Mory ce 00Jbe PEO3UIIMOHUPATH.

MMCII ca cTparenkoM MapKETHHIIKOM OPHjeHTAILMjOM, CBECHH MOTpeda Kymnaua y
TypOyJICHTHOM OKpPYIKEHY, CIIOCOOHHU]H Cy Jia Oyly MHOBAaTHBHHU U UMajy BHIIIC IIIAHCH J1a
orcrany u Oymy ycmemnu. IlocioBame y BpeMme MaHAEMHje OTBOPHIIO je HOBE MO-
ryhHOCTH 3a peHOBAIHM]y MOCIIOBamka IyTeM e-TproBuHe. [Ipenopydyje ce nmodospmame e-
Tproeute y CpOuju, Ha OCHOBY yBHJA Y pe3yJITaTe UCTPaXUBAma, ITyTeM KOjHX Ce OTBp-
hyje u 1a je ycBajame HOBUX TEXHOJOTH]ja Ol CTpaHe MoTpoiiada yopsano. [Iporecn uHo-
Ballfja W JUTHTATHE TpaHchopMalyje Cy Yy IEIHHN 3HaYajHO yOp3aHH, U TPEICTaBIbajy
ycioB 3a paj u nprwky MMCIT y Cp6uju, y 6yayhem new normal.



