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Abstract.
Research background: The pandemic of the new coronavirus causing
COVID-19 poses a global health threat with a direct impact on individual
companies and the country's economy. Estimating the overall effects of
COVID-19 is very difficult at the moment, as the situation is evolving
every day, and the length of the restrictive measures is not known in
advance. As the viruses know no borders, the governments of the affected
countries have had to take stringent standards to slow the spread of
COVID-19. Among these countries is Slovakia, which has taken many
measures that have affected the operation of service companies as well as
industry. The disease brought challenges in the field of e-commerce and
technology, as isolation and social distancing fundamentally changed the
shopping habits of the population.
Purpose of the article: The purpose of this research paper is to highlight
how nowadays challenges have affected service businesses and led to the
more innovative use of technology and e-commerce. The importance of
innovation in adverse conditions caused by business constraints due to
Covid-19.
Methods: The analysis in the form of a questionnaire through a
questionnaire survey and the subsequent processing of the created database
using SPSS using prediction functions were used.
Findings & Value added: The analyses demonstrated the impact of
COVID-19 on e-commerce innovation on a random sample of companies
that included companies stimulated to change by this environment to
secure their sales, but those that tried to operate without radical change
further on the market.
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1 Introduction
The impact of the COVID-19 pandemic is gradually being transmitted to all areas of
economic life in Slovakia. It affects the functioning of not only those companies that have
had to suspend their activities, let alone slow down the spread of the virus among the
population. Due to the loss of income caused by quarantine measures, several companies
will be at a loss. The share of insolvent companies whose short-term financial assets will
not be sufficient to cover losses will increase. We can expect the most significant increase
in the most endangered companies dealing with accommodation and catering services, trade
and art, entertainment, and recreation 1, 2.
However, with a more extended quarantine, several industrial production companies
will also come under financial pressure 3. However, the spread of coronavirus is also a
massive shock to the European and world economies. The quarantine, which aims to
mitigate the effects of the COVID-19 pandemic on the population's lives and health, will
have significant negative consequences for the Slovak economy. The production slowdown
and the cessation of many services will be reflected in sales, value-added, and employment
decline. When analysing the quarantine's possible effects, it is essential to think about how
long revenue-free period companies can cover. The most available, and in the case of many
small companies, perhaps the only, source of funds to cover the period of loss of sales are
short-term financial assets 4, 5.
The demanding period associated with various restrictions, such as the problem of
traveling abroad for business or personal mediation of products and services, has become a
challenge rather than a limitation for some companies.
A vital aspect of the transformation has been the increased digitization and accelerated
implementation of previously anticipated trends, which have been discussed in the
information management literature for many years 6. Human efforts have encouraged us
to adapt to the "new norm" of immediate necessity in work, education, healthcare,
entertainment and leisure, and online commerce. This new environment has provided the
information management research community with unprecedented opportunities to develop
research that will significantly impact practice in these and other areas. We are nearly at the
forefront of new developments in the digital space. We must strive to develop examples
that can help indicate the future direction of the digital global society for the benefit of all
7, 8.
The concept of consumer innovation refers to "the interindividual differences that
characterize people's responses to new things 9. The success of e-commerce also depends
on consumer culture 10, as culture influences consumer innovation. For businesses it is
not easy to create model for sustainable innovation 11 and it is crucial to dispose by
intellectual capital 12. It is important to take account with the risk, which is normally
connected with innovation 13 and also right timing 14. The country is often used as a
representative of culture at the group level; however, it is more appropriate to measure
culture individually.
Online shopping is an individually targeted event for one person 15. Similar issues
have been addressed by several authors, such as Eysenck et al. 16, who devoted
themselves in depth to the Internet. Innovative consumer plays a crucial role in adopting
new products. There are at least three approaches to conceptualizing innovation: behavioral,
global characteristics, and domain-specific activity 9.
How consumers respond to innovation in e-commerce, particularly whether or not
customers adopt new products, depends on their purchasing decision-making process and
the different internal and external influences 17, 18. Measuring cognitive innovation is
vital for this process. Consumer perception of information is directly related to cognition
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19. Besides, cultural experiences influence cognitive processes 20; for example, online
transactions can cause a high degree of uncertainty 21. The cultural value of preventing
uncertainty is significantly related to innovation 22. Therefore, consumer innovation plays
an essential role in encouraging consumers to shop online 23, 24.

2 Methodology
Data analysis using a statistical approach via SPPS was preceded by data collection and
creating a relevant database. Data were collected through a questionnaire survey, and a total
of 81 companies were contacted. Businesses that fall into small and medium-sized
enterprises with a turnover of up to 10 million € were addressed. The data were processed
and analysed by the SPSS technique Point-Biserial Correlation with Multiple Dichotomous
Variables based on the obtained data.
We also used the analysis method in processing theoretical knowledge related to current
issues in e-commerce during the coronavirus pandemic from different countries to identify
the impact on innovation in e-commerce. At the same time, these data were synthesized and
the results of the analysis to provide a comprehensive conclusion.

3 Results
We chose two independent variables to analyse the impact of COVID-19, the dichotomous
predictor variables: delivery and e-shop.
Delivery is a variable introduced by companies at the time of the corona crisis to
streamline their turnover and business closures.
The second variable is the introduction or eventual adaptation of the e-shop.
The output is an increase/decrease, i.e., an increase or decrease in sales for a given
month compared to the same month last year in the given company.
Table 1. Setting Word’s margins
Crosstab

DELIVERY

no

yes

OUTCOME
decrease
increase
30
5
19,4
15,6

Count
Expected Count

35
35,0

% within DELIVERY

85,7%

14,3%

100,0%

% within OUTCOME
% of Total

66,7%
37,0%

13,9%
6,2%

43,2%
43,2%

Count

15

31

46

25,6

20,4

46,0

% within DELIVERY

32,6%

67,4%

100,0%

% within OUTCOME

33,3%

86,1%

56,8%

% of Total

18,5%

38,3%

56,8%

45
45,0

36
36,0

81
81,0

% within DELIVERY

55,6%

44,4%

100,0%

% within OUTCOME

100,0%

100,0%

100,0%

55,6%

44,4%

100,0%

Expected Count

Total

Total

Count
Expected Count

% of Total
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Due to the nature of the variables, Chi-square tests were first performed (Table 1).
Based on the analysis of the independent variable "delivery," those companies that did
not introduce it at the time of the pre-crisis recorded a decrease in sales from 35 companies
and 30 companies compared to the previous period, and only five companies increased.
Conversely, those enterprises that decided to introduce supplies with increased hygiene
measures out of 46 enterprises, 15 enterprises recorded a decrease, and 31 increased.
In summary, it could be stated that those companies that introduced a delivery system
recorded an increase in sales compared to the previous period.
E-commerce business depends on the ability to get your products to customers who
have ordered them 25. However, you can do much more than just transport to expand
your business. The critical stages of delivery are, firstly, the possibility of delivery obtaining an order, secondly, delivery after purchase - it is time to impress the customer and
receive another order, and thirdly, to improve efficiency to overcome internal challenges.
At the time of the corona crisis, the post office limited the delivery of packages. By the
fact that several companies were closed, they began to secure transport for their products at
their own expense.
Based on the analysis of the independent variable "delivery," those companies that did
not introduce it at the time of the pre-crisis recorded a decrease in sales from 35 companies
and 30 companies compared to the previous period, and only five companies increased.
Conversely, those enterprises that decided to introduce supplies with increased hygiene
measures out of 46 enterprises, 15 enterprises recorded a decrease, and 31 an increase. In
summary, it could be stated that those companies that introduced a delivery system
recorded an increase in sales compared to the previous period.
Table 2. Setting Word’s margins
Crosstab

e-shop

no

yes

Total

OUTCOME
decrease
increase
30
8
21,1
16,9
78,9%
21,1%
66,7%
22,2%
37,0%
9,9%
15
28
23,9
19,1
34,9%
65,1%
33,3%
77,8%
18,5%
34,6%
45
36
45,0
36,0
55,6%
44,4%
100,0%
100,0%
55,6%
44,4%

Count
Expected Count
% within e-shop
% within OUTCOME
% of Total
Count
Expected Count
% within e-shop
% within OUTCOME
% of Total
Count
Expected Count
% within e-shop
% within OUTCOME
% of Total

Total
38
38,0
100,0%
46,9%
46,9%
43
43,0
100,0%
53,1%
53,1%
81
81,0
100,0%
100,0%
100,0%

The introduction of an e-shop has a significant impact on e-commerce. This issue was
included in the survey, and 38 companies, despite the restrictions related to Covid-19,
launched an e-shop, and up to 30 companies recorded lower sales. Forty-three companies
decided to set up a website and e-shop, while 28 of them recorded an increase in sales, and
the remaining 15 had lower sales.
Under SPSS, the decrease in revenue is encoded as zero and the increase as one. Based
on the outputs from the analysis in SPSS, we can state a statistically significant output in
Table 3 Variables in the equation.
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Table 3. Variables in the Equation

Step 0

B
-,223

Constant

S.E.
,224

Wald
,996

df
1

Sig.
,010

Exp(B)
,800

Within the Model Summary (Table 4), it is clear that R square is 42.1% of the depended
variables explained using predicted variables.
Table 4. Model Summary
Step
1

-2 Log likelihood
80,716a

Cox & Snell R Square
,314

Nagelkerke R Square
,421

a. Estimation terminated at iteration number 5 because parameter estimates changed by less than ,001.

Based on the results, the predicted variables are statistically significant concerning a
level of confidence of less than 0.05. The prediction of the development of the company's
situation depends on the value given in Exp (B). According to Table 5, it is clear that a
company that decides to set up an e-shop during a pandemic crisis has up to 8.33 times
better chance of increasing sales than those without e-shop. In the case of securing delivery,
the increase in revenues has the probability of growth, especially four times greater than for
those companies that do not include delivery in their services.
Table 4. Variables in the Equation

Step
1a

B
DELIVERY(1) -2,119

S.E.
,604

Wald
12,313

df
1

Sig.
Exp(B)
,000
,120

e-shop(1)

-1,391

,569

5,979

1

,014

,249

Constant

1,173

,386

9,251

1

,002

3,233

95% C.I.for
EXP(B)
Lower Upper
,037
,392
,082

,759

a. Variable(s) entered on step 1: DELIVERY, e-shop.

4 Conclusion
Based on the analyses, it is possible to conclude that the disease that affected the company's
entire functioning also resulted in forcing companies to make changes in e-commerce. The
research document is an initial analysis of the impact of the disease on e-commerce, and it
is necessary to address this issue in the longer term with a time interval of 2-3 years. Also,
performing the analysis on a larger sample of companies should depend on the business's
nature to increase the output's relevance.
Due to distance clearance and closing and isolating businesses, they have begun to
innovate their processes within e-commerce. They introduced an e-shop website,
streamlined their website, and, if necessary, secured their transport, which ensured
increased hygiene criteria required by the Health Authority of the Slovak Republic. We
managed to prove that the companies that decided to make these changes achieved a higher
or the same amount of sales than in the previous period.
This paper was supported by the VEGA 1/0619/20 Fundamental research of quantitative and
qualitative determinants of enterprise innovation potential and innovation performance in relation to
increasing its competitiveness.
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