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ABSTRACT

The aim of the paper is to determine the preferred forms of online shopping and preferred
device for online shopping for different product categories by the youth consumers. The research
showed that the smartphone plays not only an important role in the consumer behaviour of
youth consumers, but they also frequently shop using this device. The paper also identifies the
situational and demographic factors affecting online shopping based on which consumer segments
were created. Cluster analysis using the K-means algorithm formed consumer segments in the
online market in the Czech Republic. Four segments were defined — economically decisive from a
city, emotively decisive, rationally thinking from a town, economically active. The results can be
purposefully used in creating recommendations for e-shops and for their marketing management.
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1 INTRODUCTION

Shopping and its form is the fourth part
of the shopping behaviour process (after the
identification of the problem, searching for
information, assessing alternatives), which leads
to satisfying human needs. It is, therefore,
an essential part of consumer behaviour as
a whole and this is the way it needs to be

approached. The importance of the Internet in
the purchasing process is constantly growing.
More and more consumers are shopping on the
Internet. This trend has been accelerated by
the Covid-19 pandemic when consumers were
forced to stay at home, shops were closed and
consumers had to look for new ways of buying.
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As a society, it is material and techni-
cal resources, and climatic conditions develop
lifestyle, the hierarchy of moral and ethical
values changes so that new factors influence
consumers in the process of satisfying needs.
Young people grew up with new technologies
and the internet has been, is, and will be a part
of their daily lives. Their needs and shopping
behaviour are different from older people who
did not grow up with the Internet. Young people
also represent great purchasing power in the
future. Therefore, it is necessary to understand
their shopping behaviour so that online stores
can adapt their marketing strategies.

New e-shops are also emerging and existing
businesses are moving to the Internet. It is
important not only for new businesses but

2 LITERATURE REVIEW

also for existing entrepreneurs operating on the
Internet to adapt their marketing strategies
to these people — their behaviour, needs and
responses to marketing communications.

The aim of the submitted paper is to de-
termine the preferred forms of online shopping
and the use of devices for online shopping
for different product categories. The paper
also identifies the situational and demographic
factors affecting online shopping based on which
consumer segments are created in the online
market in the Czech Republic. The results
obtained using appropriate methods of data
processing from questionnaire construction of
the created online shopper segments can be pur-
posefully used to create recommendations for
e-shops and for their marketing management.

Consumer behaviour relates to the consump-
tion of material and immaterial goods. The
economic concept of consumer behaviour is
based on the premise that it is the outcome
of the consumer’s rational thinking, with the
knowledge that most decisions are made during
uncertainty (Varian, 2010). Post-Keynesians
claim that the consumer does not have perfect
and adequate information, and moreover, lim-
ited abilities to use this information, whereas
neoclassical economists are of the opinion that
the consumer is well-informed and works with
uncertainty as with a risk. The marketing
concept of consumer behaviour respects both
attitudes that intertwine and complement each
other and the outcome is its complex concept.
A series of factors enter decision-making from
cultural to economic, demographic, psycho-
logical and others that are well elaborated
theoretically (Kotler, 2001). The significance of
these factors over the course of time gains in
differing intensity. What is relatively significant
is the influence of income which is considered
one of the decisive factors for satisfying needs
according to Gour (2018).

New factors enter the decision-making of
the consumer. For example, a series of inves-
tigations was engaged in the influence of the

method of payment on the volume of consumer
expenses, i.e. on the satisfaction of their needs.
The conclusion of this research focused on the
fact that a card payment leads to more frequent
decisions to buy and to greater expenses. On the
other hand, consumers have a strong aversion
to debts, above all to credit card ones. Thus,
if credit cards can encourage spending, their
excessive use is something that consumers try
to avoid (Wilcox et al., 2011).

In his study, Ouanphilalay (2017) investi-
gated the impact of loans on total household
consumption. The results point to the fact
that the total consumption of households that
borrow money tends to be higher than the
consumption of households without credit or
loans. However, it was shown that looking at
consumption by items (food items and “non-
food” items) only formally provided credit has a
positive effect on food consumption. As Carlson
et al. (2015) explain, this is credit provided
by a bank. Apart from the credit, there are
also informal loans (friends, family, etc.) and
semi-formal (above all institutions specialising
in micro-financing) and it is interest-free infor-
mal loans and semi-formal loans that have a
negative impact on food consumption. In the
case of non-food item consumption, the effect
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of all stated types of loans was rated as positive
and statistically significant.

Online shopping is increasingly popular and
this method is used by a growing number of
consumers (Sabou et al., 2017; Karthikeyan,
2016). At the European level, differences exist
in individual countries in online shopping which
came about particularly as a consequence of the
differently attained level of economic growth.
So that the consumer can shop online, he
needs access to a device to allow him to do
this (computer, tablet, mobile phone etc.) and
certain knowledge of how to use this device
(Sabou et al., 2017). Kral and Fedorko’s study
(2021) shows that from 2011-2019 there was
a significant increase in the share of online
shopping for goods and services among internet
users in the V4 countries.

The Covid-19 pandemic contributed to a
large extent to a change in the approach to
interest in online shopping (Polldk et al., 2022;
Eger et al., 2021; Gu et al., 2021; Di Crosta
et al., 2021; Pantano et al., 2020; Donthu and
Gustafsson, 2020). As a consequence of the
pandemic, the number of consumers shopping
online increased. The restriction to the move-
ment of people in public and limited access to
brick and mortar stores, limited range or lack of
goods to brick and mortar stores or also health
reasons contributed to this (Kral and Fedorko,
2021).

The Eger et al. study (2021) conducted in
September 2020 in the Czech Republic showed
that health concerns during the Covid-19
pandemic or economic worries are leading to
changes not just in the amount, content, but
also in the forms of consumer behaviour. The
study even showed that the greater the fear
the greater the change in shopping behaviour.
The study of Eger et al. (2021) and the study
of Gu et al. (2021) show that the percentage
of impulsive shopping decreased whereas the
percentage of planned shopping increased.

The Kopiivovd and Bauerovd study (2021),
engaged in the consumer behaviour of Millenni-
als in the Czech market, identified the charac-
teristics that determine the Millennials segment
— four psychographic (ecology, lifestyle, tradi-
tionality and sociability) and four behavioural

characteristics (using a mobile phone, method
of shopping, attitudes to marketing communica-
tion tools and use of marketing communication
tools). Online shopping is more popular among
younger people (Karthikeyan, 2016), therefore
online shopping websites should develop a
strategy that addresses the problems of younger
generation online consumers.

People that avoid online shopping do so,
among other things, because of worry about
online theft and think that online shopping
websites are unreliable (Karthikeyan, 2016).

The study by Pollak et al. (2022) has found
that during the first wave of the pandemic,
the number of interactions on Facebook of the
biggest Czech e-shops increased. The dominant
part of the interactions moved to the working
week. This indicates that people are being more
active online during the period of the pandemic
in a standard working week than in the period
before the pandemic. These interactions have
moved from brick and mortar stores to the
virtual environment of the internet. As a
consequence of pandemic lockdowns, consumer
behaviour has to a certain extent maintained
the characteristics of the pre-pandemic period,
only it has moved to the internet.

So far, there are not many studies that have
examined reviews and registrations in e-shops.
According to research Polldk and Dorédk
(2015) conducted in Slovakia (634 respondents)
showed, “good reviews” are important for more
than 70% of online shoppers. Providing a suffi-
cient amount of “relevant product information”
is a decisive factor in choosing an e-shop
for more than 60% of respondents. In both
categories, we can also see an increase compared
to the reference survey of 2009 by more than
15%. From this study is also obvious that the
price is important for 80% of respondents.

The Huang et al. study (2021) dealt with the
registration with the website at the beginning of
their shopping journey (ex-ante) and after the
shopping journey (ex-post). The results showed
that customers who had the opportunity to ex-
ante register, on average, they 58.08% relatively
more likely to register and they are 10.89%
relatively more likely to make a purchase, place
a 16.76% relatively greater number of orders.
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Cluster analysis has been used in various
studies of online shoppers (Jayawardhena et al.,
2007; Aljukhadar and Senecal, 2011; Ladhari
et al., 2019; Akar, 2021; Kondo and Okubo,
2022). Jayawardhena et al. (2007) identified seg-
ments based on distinct purchase orientations.
Aljukhadar and Senecal (2011) segmented on-
line consumers more generally through the
internet use patterns — internet use, internet ex-
perience, psychological characteristics, and user

experience. Ladhari et al. (2019) segmented
women from Generation Y who made purchases
on the fashion retailer’s website. Research of
Kondo and Okubo (2022) segmented consumers
of multi-channel purchases by product cat-
egory and overall products. Study of Akar
(2021) analyzed pandemic-related concerns on
customers’ purchase intentions their role in
customer segmentation.

3 METHODOLOGY AND DATA

Secondary data on the share of individuals
that shopped online in the last year were used
(source Eurostat) for the characteristics of the
online shopping market, above its size.

The data of the price comparison websites
Czech e-commerce (2021) and Heureka Group
(2021) were used for the characteristics of using
the price comparison of goods sold online.
Information was also used from these sources
about the categories of products most sold
online. These data were taken into account in
the choice of categories of products used in
questionnaire construction.

For the primary data collection, structured
questionnaire was constructed and was dis-
tributed in two-time stages (May 2021, Decem-
ber 2021). In total 351 respondents representing
the young generation, most often aged 19 to
26 (mean = 20.5; SD = 6.27) completed the
questionnaire. More detailed characteristics of
the research sample can be found in Tab. 1.

Questions were related to their online shop-
ping behaviour. For example, How often do you
shop online using which devices? What method
of shopping do you prefer for a given product
category? State the extent of agreement with
the following statements about online shopping.
This was mostly about matrix questions based
on the Likert agreement scale. These matrix
questions had more choices of answers, so the
sums of the answers given in the contingency
tables in the results do not correspond to
the number of respondents. The questionnaire
also contained selected demographic data of
respondents — apart from age, gender, economic

activity, and size of the municipality in which
they live. The questionnaire was constructed
and extended using the Umbrela app (see
https://umbrela.mendelu.cz/).

Tab. 1: Characteristics of the research sample (n = 351)

Specification Absolute Number  Percentage
Gender

Men 182 51.85
Women 169 48.15
Education

Primary 4 1.14
Lower secondary 23 6.55
Secondary 281 80.06
Post ooy 7
University degree 36 10.26
Economic activity

Employed (<40 h/week) 33 9.40
Employed (>40 h/week) 62 17.66
Unemployed 3 0.85
Student 232 66.10
Business 20 5.70
Handicap 1 0.28
Size of municipality

Less than 2000 95 27.07
2000-19999 101 28.77
20000-99999 66 18.80
More than 99999 89 25.36

Frequency tables were constructed between
Shopping Frequency and Preferred Devices used
for shopping and between the Product Type
and Preferred Form of Shopping.
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In order to determine possible dependence
between Shopping Frequency using smart-
phones and Shopping Frequency using laptops,
the x2 test of independence was applied where
the null hypothesis assumes the independence
of analysed variables. These two devices are
the two most often used devices for online
shopping. The significance level is o = 0.05
(Balakrishnan, 2010).

Due to the ordinal nature of the data
Spearman and Gamma correlation coefficients
were calculated to determine the strength of the
dependence. Responses from respondents who
answered in the case of a smartphone or laptop
— I have none (laptop: n = 16; smartphone:
n = 1), I have not shopped as yet (laptop:
n = 13; smartphone: n = 25) were deleted.
Therefore, a total of 296 responses remained for
this analysis.

The application of the cluster analysis de-
termines the segments of consumers who shop
online. The selected variables used as the cluster
criteria are: Registration in the e-shop so they
do not have to fill in their personal data again;
Registration in the e-shop for an expected
benefit (discount); Access to the e-shop using
the app; Preferred access to the e-shop from the
web browser; Reading reviews before making a
purchase; Discount as motivation to shop; Ef-
fect of advertising on the opinion of a product;
Effect of emotions on the purchase; Search for
the given product with the lowest price on the
internet; Active use of goods price comparison
websites. Also demographic variables: Gender;
Economic activity; Size of residence. Out of
a total of 351 respondents, only 328 finally
entered the cluster analysis. Responses from
respondents who did not answer key questions
to creating the segments were deleted.

4 RESULTS

The purpose of the cluster analysis is to sort
the data objects (in this case the consumer)
into several clusters (in this case segments),
when the rule is that the objects inside the
cluster are as similar as possible and with the
objects from the other clusters that are as
different as possible. The individual objects are
gradually connected to the smaller clusters that
are connected to the bigger clusters of objects
with common attributes (Greene, 2018).

The applied cluster algorithm is the K-means
algorithm suitable for data files containing
hundreds of objects and bigger. The cluster
procedure then follows. Initial clusters are
created and a centroid, i.e. vector of mean
values of individual variables, is created for each
cluster. The objects are then classified in the
cluster whose centroid comes closest to their
values (Greene, 2018).

The K-means algorithm minimises the fol-
lowing functions (Greene, 2018):

kK n
fkp = Zzum s — za?,

h=1i=1

(1)

where the elements u;;, € {0,1} identify if the ¢
object is (value 1) or is not (value 0) classified in
the h cluster, and 7, is the vector of the mean
values of the h cluster. At the same time, the
following must be met:

k
Zuihzl fori=1,2,...,n, and
= (2)
> uin >0 forh=12,... k.
i=1

The statistical analyses are carried out in IBM
SPSS Statistics software.

As the results of the research of many authors
show and the situation observed on the market
in the last 10 years, there has been a high in-
crease in internet sales (Fig. 1). When analysing
the intensity of the use of the internet for the
purchase of goods and services, the data of
Czech e-commerce (2021) must be considered

which informs that in the Czech Republic the
share of internet users over the age of 16 is
78.5% (55% have access to the internet from a
mobile device). 49% of purchases in 2019 were
made on desktops (desk computers, laptops),
47% from mobile devices, and 4% from tablets.
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Fig. 1: Percentage of individuals that purchased goods or services online in the given year in the selected countries.

Source: Eurostat, 2021.

As shown in Fig. 1, the percentage of in-
dividuals in the population of countries that
purchased goods or services online is growing.
In 2010, this percentage of individuals that pur-
chased goods or services online was lower than
in all countries bordering the Czech Republic
except Germany (where this high percentage
is well above the EU average constantly).
However, the Czech Republic is struggling with
the phenomenon that the number of e-shops per
capita is very high (this ratio is the highest in
the EU countries; see Czech e-commerce, 2021).
At the same time, the percentage of individuals
that purchased goods or services online is
growing more than in bordering Countries and,
as you can see in Fig. 1, this percentage in
2017 also exceed the EU average. This share
had already reached 64% in 2019 in the Czech
Republic; the EU average was 60%.

The results of the research conducted among
351 respondents in the Czech Republic show
how young people (mean 20.5) use the
internet to shop for goods and services to satisfy
their needs, what devices they use for shopping
online — whether they use a smartphone, desk
computer, laptop, tablet, virtual reality or

television and what factors influence them the
most. Tab. 2 shows how often young people
shop online and what devices they use.

As Tab. 2 shows, a smartphone and laptop
are the most common devices used for shop-
ping, followed by a desk computer. The use
of a tablet, television, and virtual reality for
shopping is almost negligible. For example, tele-
vision had never been used by more than 90%
of respondents. Information about ownership
of the given devices is used as information for
marketers. Almost all own a smartphone and
laptop. About 70% of respondents own a tele-
vision but do not use it for shopping. Over 40%
own a desk computer, just as a tablet. Almost
90% do not own, have no access, and also do
not consider using virtual reality for shopping.

The x? test with the subsequent p-value
of 0.00000 confirmed the dependence between
Shopping Frequencies of smartphone and laptop
devices. This is a medium dependence because
the Gamma correlation coefficient has a value
of ~ 0.547 and Spearman’s rg, = 0.451.
The test, therefore, confirmed that those who
shop frequently on the smartphone buy less
frequently shop on the laptop and vice versa.
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Tab. 2: Shopping frequency and preferred online shopping devices

Desktop

Virtual

Smartphone computer Laptop Tablet reality Television
Weekly 64 8 30 7 1 9
Monthly 129 38 149 16 2 4
Quarterly 63 36 86 16 0 2
Less than quarterly 45 19 58 5 1 2
I have not shopped as yet 25 23 13 70 43 244
I have none 1 197 16 217 295 76

Tab. 3: Preferred method of shopping in the given product categories

Online selection:

Bricl;txsrz;ortar . l(i)nlil:ie shopping in brick Selel?tion hin st‘ore: ] 1 do‘not shop
pping | ortar store online shopping or this category

Food 324 13 7 0

Clothes 161 118 54 17

Cosmetics 170 63 35 21 60
Fashion accessories 121 114 23 14 75
Consumer electronics 67 201 50 28

Ready meals 197 113 25 9

Furniture 162 48 60 22 58
Kitchen accessories 168 66 30 8 T
Toys 95 67 12 5 169

Gift items 113 168 33 9 0

Sex toys 22 114 10 6 197

The results show that purchases made by
phone are more common on a monthly basis.
In contrast, a desk computer is more commonly
used for shopping with a yearly frequency. It
is evident from the relationship between the
weekly and monthly use of a device that the
choice prevails of the same devices and the
monthly purchases are more frequent (in all de-
vice categories except television). Those devices
used most frequently in a month (smartphone,
laptop) are used less often for shopping on a
quarterly or annual basis. In contrast, devices
such as desk computers are used less often in
a week and more frequently on a quarterly and
annual basis. The conclusive dependence with
almost 100% likelihood between shopping fre-
quency and preferred device used for shopping
can be affected not only by the acquisition price
of the device but also by the financial volume
of the given product or service.

Tab. 3 shows what method of shopping re-
spondents prefer in a given category of prod-

ucts, whether online or in brick and mortar
stores, and what preferences in the (choice X
purchase) link respondents choose.

It is evident from Tab.3 that for most
observed categories of products, i.e. brick and
mortar stores prevail in the purchase of food,
ready meals, cosmetics, fashion accessories,
clothes, furniture, kitchen accessories, and toys.
Only online purchases prevail of consumer
electronics, gift items, and sex toys.

Information can be interesting to brick and
mortar store retailers that for all products the
order prevails of firstly making a selection online
and then making the purchase in a brick and
mortar store. This approach appears to be
logical since the selection made online means a
lot of the time obtaining initial information and
considering making a purchase. The procedure
of viewing in store and purchasing online was
not used for any product. The research did not
confirm the common worry of brick and mortar
store retailers that a customer would try the



Preferred Forms of Online Shopping by the Youth

91

seneration

N

Research sample
n=328

N

VN

Segment 1
n=76;21.65%

N

7

| N

Segment 2
n = 89; 25.36%

S~

7o

Segment 3
n=71;20.23%

N~

Fig. 2: Size of the arisen segments, calculation in IBM SPSS

product in store and then purchase it for less
money online.

The cluster analysis was applied to customer
segmentation which allows the better targeting
of an offer for a group of customers with
similar product and service requirements and
similar shopping behaviour. The application of
the cluster analysis method using the K-means
algorithm resulted in the creation of four
segments of similar online shopping behaviour.
We can see the size of the segments in Fig. 2.

Segment 1 (economically decisive from a city)
includes 76 cases (21.65%). These are men and
women — students living in cities with a popu-
lation of 100,000 and more. If an e-shop offers
registration, they prefer not to register and
instead fill in data again when making the next
purchase. But if an e-shop offers some benefit
during the first purchase, such as a discount
arising from registration then they prefer to
register. If an e-shop has its own app from which
access is possible, they prefer not to download it
and instead prefer to use a web browser. They
also think that advertising cannot affect their
opinion of a product and allow their emotions
to influence their purchase. They do not actively
use goods price comparison websites but search
for the lowest price of a given product online
themselves.

Segment 2 (emotively decisive) includes 89
respondents (25.36%). These are mostly women
students living in smaller municipalities (popu-

| 7N

Segment 4
n=92;2621%

e

Statistics

lation of 10,000-19,000). If the e-shop offers reg-
istration, they prefer to register so they do not
have to fill in data again when making the next
purchase. Equally, they like to register if the
first purchase offers some benefit. These women
like to enter an e-shop from a web browser and
from an app. Before purchasing a product from
an e-shop they read the reviews about the given
product. For them a discount is more a guide for
the purchase. They also believe that advertising
may influence their opinion of a product and
when making the purchase they prefer to be in-
fluenced by their emotions. They prefer search-
ing the internet for the product with the lowest
price and do not use price comparison websites.

Segment 3 (rationally thinking from a town)
includes 71 respondents (20.23%). These are
men and women, students who live in towns
(population of 10,000-19,000). If the e-shop
offers registration, these consumers prefer to
register so they do not have to fill in data again
when making the next purchase. If the e-shop
has its own app they prefer not to use it and
enter the e-shop from a web browser. Before
purchasing a product they will certainly read
the reviews. For them a discount is a guide
for the purchase. Advertising may influence
their opinion of a product, but they do not
let emotions influence them. On the internet,
they will certainly be searching for the product
with the lowest price and will also use price
comparison websites.
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Segment 4 (economically active) includes 92
cases (26.21%). These are mostly men who
work for 40 hours a week and more. These
men usually do not register with an e-shop.
But if the registration offers some benefit, such
as a discount, they will prefer to register. If
the e-shop has its own app, they will prefer
not to use it and will enter the e-shop from a

5 DISCUSSION

web browser. Before purchasing a product they
prefer to read the reviews and a discount can
be a guide to the purchase. Advertising may
influence their opinion of a product. But they
prefer not to be influenced by emotions. They
search the internet for the product with the
lowest price and use goods price comparison
websites.

Sabou et al. (2017) state that if the consumer
wants to shop online, he needs a device allowing
him to shop. The conducted research shows
that young people do not use a desk computer
to a great extent and instead shop using a
smartphone or a laptop. They also do not own
relatively technologically new devices such as a
tablet or virtual reality.

The study of Kopfivovd and Bauerova (2021)
identified using a mobile phone by Millennials
as one of four behavioural characteristics of
consumer behaviour in the Czech market. Even
though the respondents of our research were not
strictly the generation of Millennials (part of
the respondents can be considered Millennials)
this study confirms the results of Koprivova
and Bauerovd (2021). The smartphone plays
an important role in the shopping behaviour
of younger people and this must be considered
when marketing strategies are created. This
study confirmed that frequently the actual
purchase is made using smartphones.

The conducted research shows that the
most commonly sold categories of products
are consumer electronics, gift items, clothes,
and fashion accessories. If in the questionnaire
construction the clothes and fashion accessories
categories were to be combined, then they
would be the most common. In such a case,
we would reach the same conclusions as stated
by Czech e-commerce (2021). According to
Czech e-commerce, the food category is in third
place in terms of the most frequently purchased
products online. Our research shows that the
respondents purchase food as the least of all the
product categories. This may be influenced by
the fact that the respondents are usually young

people aged 19-26, who typically make smaller
purchases according to their current needs. The
most frequently purchased category according
to the questionnaire construction is consumer
electronics which does not correspond to the
data from Czech e-commerce, which states
that consumer electronics accounts for only 5%
of online purchases. The described situation
may be caused by the Covid-19 pandemic and
its developmental stages. The second factor
may again be the age of the respondents who
purchase consumer electronics on a greater scale
than the older generation.

Cluster analysis is a commonly used method
for consumer segmentation, although there are
not many of them. The cluster analysis has
made it possible to divide the consumers into
segments according to the selected factors of
the online shopping behaviour of young people,
similar to research (Ladhari et al., 2019),
where segments were formed within the young
generation Y in Canada and the United States:
(1) price shoppers; (2) discovery shoppers; (3)
emotional shoppers; (4) strategic shoppers; (5)
fashionistas; (6) shopping fans.

It is clear from this analysis that in all
segments the consumers search for the product
with the lowest price however the segments
can be differentiated by the different reactions
to shopping stimuli or the influence of the
situation factors. Two segments of consumers
do not like to register with e-shops, but if there
is some benefit offered by registration, such as a
discount, usually they all register, and this leads
to the recommendation for e-shops — to offer a
reward for registration such as in the form of
further purchase. According to cluster analysis,
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a study by Daryanti and Simanjuntak (2016) of
232 respondents in Indonesia divided internet
users into four groups: (1) savvy users; (2) loyal
users; (3) value users, and (4) traditional users.
In one segment where there are more women,
it turned out that emotions play a role during
a purchase. This segment partially corresponds
to the segment defined by Ladhari et al. (2019)
— emotional shoppers. In this segment, unlike
all the others, it also turned out that if the
e-shop has an app, they download it. So if the
e-shop selects a target group of young emotively
decisive women — there is the potential here of
investing in the development of an e-shop app.
Consumers from all segments prefer to enter
from a web browser — so it is important to
be particular during the operation of e-shops
about the technical solution, user-friendliness
(UX) — so that making a purchase from the
web browser is as convenient as possible. The
differences in the technical solution of different
browsers should be taken into account.

6 CONCLUSIONS

In all the segments it turned out that the
younger consumers read reviews before making
a purchase. So it is important for the e-shop
to monitor what reviews appear about their
e-shops on the internet and address this if some
negative ones appear. It is also good to have
reviews posted directly on the given e-shop.

Goods price comparison websites are actively
used by only one segment — rationally thinking.
The segment of price sensitives consumers was
created also in the study of Jayawardhena et
al. (2007). This study conducted in the United
Kingdom on 151 respondents identified five dis-
tinct purchase orientations: (1) active shoppers;
(2) price sensitives; (3) discerning shoppers; (4)
brand loyals; and (5) convenience-oriented. This
information is important for creating online
marketing communication. This is despite the
fact that the data published by the Heureka
Group (2021) shows that Heureka.cz, i.e. the
biggest Czech price comparison website, has 4.6
million users a month and the average age of
shoppers via this price comparison website is
25-34 years.

It is clear from the secondary data obtained that
the Czech e-commerce market is growing and
is bigger than is the European Union average.
Czech consumers shop online more often when
compared to the EU average. FEurostat data
are only available until 2019, before the first
wave of the Covid-19 pandemic. It can therefore
be expected that after the first wave and
others there was a rapid increase percentage of
individuals that shopped online.

The primary research showed that the most
commonly used device for online shopping
among the younger generation is the mobile
phone. In addition, the frequency of mobile
phone use for online purchases has been shown
to be dependent on the frequency of laptop use
for online purchases. The p-value obtained by
the x? test confirms this relationship. Correla-
tion coefficients (Spearman, Gamma) indicate a
moderate dependence. It is clear from the data
that laptops and phones are very often used
by young people for shopping. Surprisingly,

young people usually don’t even own a desktop
computer anymore.

Using cluster analysis, four segments of young
consumers were created based on the factors
that define their consumer behaviour on the
Internet. These segments were named accord-
ing to their typical consumer characteristics:
economically decisive from a city, emotively
decisive, rationally thinking from a town and
economically active.

In all segments, consumers access the Inter-
net from a web browser on computers (laptops
and desktops) and from the phone. E-shops
have to watch what their store looks like on
different devices that have different screen sizes.
Young emotionally decisive women access on-
line stores not only from web browsers but also
from applications, which is why there is room
for e-shops to invest in development. Reviews
are very important because young people read
them and they can have a final impact on the
decision on which e-shop to buy from.
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