Bbeorpazcka akajgemuja MoCIOBHUX U YMETHUUYKUX CTPYKOBHHUX
CTyluja

3bOPHUK PAJTOBA

ITPBA MEBYHAPOJIHA HAYYHO-CTPYYHA KOH®EPEHIINJA
BELECON

beorpan, 2-3. jyn 2022.

BELECY yN

BUSINESS ECONOMY LAW EDUCATION

CONFERENCE

CONFERENCE PROCEEDINGS

THE FIRST INTERNATIONAL SCIENTIFIC AND PROFESSIONAL
CONFERENCE BELECON

Belgrade Business and Arts Academy of Applied Studies

Belgrade, 2-3 June 2022.



ITPBA MEBYHAPOJJHA HAYYHO-CTPYYHA KOH®EPEHIINJA
BELECON

beorpan, 2-3. jyn 2022.

THE FIRST INTERNATIONAL SCIENTIFIC AND PROFESSIONAL
CONFERENCE BELECON

Belgrade, 2-3. June 2022.
35OPHUK PAIOBA
CONFERENCE PROCEEDINGS
M3naBau: Beorpajcka akajemMuja MOCIOBHUX U YMETHUYKHUX CTPYKOBHUX CTY/IH]ja
Kpamume Mapuje 73, beorpan www.bpa.edu.rs
Published by: Belgrade Business and Arts Academy of Applied Studies

Kraljice Marije 73, Belgrade www.bpa.edu.rs

3a uzgasaya: npo¢. 1p Muonpar Ilacniass
Ypeauuk: npod. ap Hymmia Kapuh

For the publisher: prof. dr Miodrag Paspalj
Editor: prof. dr Dusica Karic

Tupaxk: 200 npumepaxa

Printing: 200 copy

IITramna: buporpad, beorpan

Print: Birograf, Belgrade

ISBN: 978-86-7169-626-5

CIP - Katanorusauwja y nybnukaumju
HapopHa 6ubnuoteka Cpbuje, Beorpag

33(082)
34(082)
37(082)
004(082)

MEBYHAPO[HA HayuHo-cTpyyHa koHcepeHuvja BELECON (1 ; 2022 ; beorpag)

36opHuk paposa / Mpsa MehyHapoaHa HayqHO-CTpyyHa koHdepeHuuja BELECON (Business Economy Law Education
Conference) Beorpag, 2-3. jyn 2022. ; [oprann3yje] beorpaacka akagemuja NOCNOBHUX ¥ YMETHUYKNX CTPYKOBHUX CTyAMja ;
[ypeanuk Oywwua Kapuh] = Conference proceedings / First international scientific and professional conference BELECON
(Business Economy Law Education Conference), Belgrade, 2-3 jun 2022. ; [organized by] Belgrade business and arts academy
of applied studies ; [editor Dusica Karic]. - Beorpan : Beorpaacka akanemuja NnocnoBHUX U YMETHUHKUX CTPYKOBHUX CTyauja,
2022 (beorpap : buporpad). - 506 str. ; 24 cm

Tupax 200. - Bubnuorpaduja y3 ceaku pag,. - Abstracts.
ISBN 978-86-7169-626-5

a) ExoHomuja -- 360pHuum 6) Mpaso -- 36opHuum B) Obpasosatse -- 36opHULM r) UHdopmaumoHa TexHonoruja -- 36opHuum

COBISS.SR-ID 77218057




Hayunu ondop

* [Ipod. np Jbybomup Manap, penosuu npodecop Anda BK Yuupepsurera, emepuryc,
JlonucHM 4llaH CJIOBCHAYKe akajeMuje Hayka W ymerHoctH, Ynan HayuHor npymrea
ekoHoMucTa CpoOwuje.

* [Ipod. ap Hanuno Ponueruh, aupexrop ciayx0e 3a ynpassbame KaapoBuMa mpu Biagu
Peny6nuke CpOuje.

* [Ipod. mp Mapra baznep-Mariap, pemoBHu podecop 1 HaydIHH caBeTHHK, Ynan Hayanor
npyuitBa ekoHoMucTa Cpowuje.

* [Ipod. nmp Anexcanmap JKuskoBuh, pemoBHH mnpodecop ExoHOoMckor Pakynrtera
Yuusepsurteta y beorpany.

* [Ipo¢. np Munenxko LleneroBuh, dakynrer 3a 6e30exn0CT, YHUBep3uTeT y beorpany,
W3Bpurau qupextop ¢puHancuja 'y Tenekomy Cpbuja, npenceqauk ExkoHoMckor caBera.

* Jlom. np JIunuja Manap, Anda BK Yuusep3urer, Unan JIpymTea ekoHoMucTa beorpana.
* [Ipod. np 'oparn Munomesuh, [Ipapan ®@akynrer, YauBepsurer y Hoom Cany.

* [Ipo¢. mp Topnana IlemakoBuh, penoBHu mnpodecop VYHuBep3urera Jyxuu bby
Xemnmp, CAJl u BaHpeanu mpodecop, Bucoka mkona 3a HampegHe cCTyauje,
VYuusepsurer Tymen, Pycuja.

* [Ipod. np Jacmunka Hunkosuh, nouent, Konen y Okcdopay, [lopuuja, Atnanra, CA/J.

e lou. np Ama Xuupapmny, PakylaTeT OpraHU3allUOHUX HayKa, YHHUBEP3TET V
Mapubopy, Kpam, Cioseruja.

* [Ipod. np XKespko Puuka, penosru npodecop ExoHomckor dakynreTy YHuBep3uTera y
3enuny, bocHa u Xepierosusa.

* [Ipod. np Byphuua Jypuh, nupexrop PPUD Bucoke mikosne 3a GpUHAHCH]CKH MEHAIMEHT
3arped, Pemybimka XpBatcka.

* [Ipod. mp Honopec ITymrap banosuh, mpodecop PPU® Bucoke mkoire 3a hbUHAHCH]CKU
MeHalMeHT 3arpe0, PeryOmnka XpBarcka.

* Jlom. np Ilonona llnpaju, @akynaTeT opraHu3allMOHNX HayKa, Y HUBEp3TeT y Mapubopy,
Kpam, Croenwuja.

* lon. 1p Coma Tomam-MuckuH, JupekTop cpeame ekoHoMcke 1mkone y bama Jlymw,
noueHT Ha BBA, Perry6mka Cpricka.

* [Ipod. Muniena AnocrosioBcka-Ctemanocka, Y Huepsurer ,,CB. hiupuna u Meronuja“,
[MpaBuu dakynrer ,,Jyctunujan [Ipsu Ckombe, CeBepHa Makenonuja.

* [Ipod. ap Hstrox IlombOperap, dakynTeT oOpraHM3alMOHMX HayKa, YHUBEP3TET Yy
Mapubopy, Kpam, CnoBenuja.

* [Ipod. np Xpucrtuna Pynnesa Taces, Yausepsurter ,,CB. hiupuna u Meronuja“, [IpaBau
dakynrer ,,Jycruaujan [Ipeu* Crombe, CeBepra MakemnoHuja.



* [Ipod. np Anton Bopuna, Exonomcka mkoma llesre Buma crpykoBHa IKoma,
CroBenuja.

* Mp bojan Cemen, aupextop ExoHomcke mkoie llesse Bume cTpykoBHe mikone,
CrnoBennja.

e Jlon. ap Mapyna BoBk, Opcek 3a COPTBEPCKO HHKEHEPCTBO U yIpaB/badke
uHpopManoHe TexHojioryuje, Hammonanun TexHuukun YHHBEp3UTET y XapKOBY
,,XapkoB [lonyrexunuku MHCcTUTYT .

Homu. np Mycrada Onyp Teruk, Xutur Yuausepsuter y Typckoj, Oncek 3a mel)yHaposse
OJTHOCE.

[Ipod. mp Onra Yepemumdenko, Onacek 3a cOPTBEPCKO MHKECHEPCTBO M YIIPABIHAUKE
uHpopManoHe TexHoioruje, Hammonannn TexHuukun YHHBEp3UTET y XapKOBY
,,XapkoB [lonyrexunuku MHCTUTYT .

Hou. np bewamun Ypx, @akyaTeT opraHM3allMOHUX HayKa, Y HUBEp3TeT y Mapubopy,
Kpam, Cnosennja.

[Ipod. np Mypar Toman, Xurur Yuusepsurer y Typckoj, Omcek 3a melyHapomHe
oJTHOCE.

Homu. np Ypom PajkoBud, @akynTer opraHu3aliMoOHNX Hayka, Y HUBep3TeT y Mapubopy,
Kpam, CroBenwuja.

Hou. ap Mojua bepuuk, @akynTer opraHn3alioHUX HayKa, Y HUBEp3TeT y Mapubopy,
Kpam, CroBennja.

Hou. np Munena JlytoBanm bBakoBuh, ExonHomckor @axynrtera YHHBep3uTeTa Yy

beorpany.

* [Ipod. mp Cama Jlakuh, pemoBan npodecop Exonomckor ®dakynrera YHHBEp3UTETA
Hpna INopa.

* [Ipod. mp Becna Ilerposuh, [exan @akynrera MoCIOBHE €KOHOMUje YHHUBEP3UTETa y

Hcroanom Capajeny.

* lon. np Muxa Mapuu, @akynTeT opraHu3zallMOHMX Hayka, Kpam, YHuBepp3uteT y
Mapubopy, CrnoBenuja.

[Ipod. np Cphau Jlanuh, [TpopekTop 3a JbyICKe U MaTepUjaIHe pecypce, Y HUBEP3UTET Y
Uctounom CapajeBy.

[Ipod. mp ym. Mmmna Pyxwuanh, beorpancka akagemuja MOCIOBHUX W YMETHUYKHX
CTPYKOBHHX CTYJIHja - OJICEK 32 YMETHOCT U JTU3ajH.

* [Ipod. np Tarjana Mpeuh, beorpajacka akagemuja TOCIOBHHX U YMETHHYKUX
CTPYKOBHHX CTY/IH]ja.

IIpod. np Coduja Byjuumuh, Bbeorpancka akanemuja HOCIOBHHX H YMETHHYKHX
CTPYKOBHUX CTYZHja.

IMpod.np Jacmuna Hosakosuh, beorpaacka akagemuja MOCIOBHHUX W YMETHHUYKHX
CTPYKOBHHUX CTYy/IHja.



* [Ipod. mp Kpucruna Jlparouh, Beorpajcka akazeMuja MOCIOBHUX U YMETHUYKHX
CTPYKOBHHX CTYJIH]ja.

* [Ipo¢. np Maja Dypuua, beorpaacka akageMuja MocIOBHUX U YMETHHYKUX CTPYKOBHHX
cTynuja

* [Ipod. np Cnasuna JlaGetuh, beorpaacka akajeMuja MOCIOBHMX WU YMETHHYKUX
CTPYKOBHHUX CTYy/IHja.

® [Ipo¢. nmp Cuexana Jlexuh, beorpaacka akagemMuja TMOCIOBHUX W YMETHHYKHX
CTPYKOBHUX CTY/IHja.



Opranusanuonu oaoop

* [Ipo¢. ap Muogpar Ilacmasms, Beorpancka akamemuja
CTPYKOBHHX CTy[Hja.

* [Ipodp. mp Wmam bymarouh, beorpamcka akamemuja
CTPYKOBHHX CTYyJHja.

* [Ipod. np Tomo Opamouh, beorpaacka axamemuja
CTPYKOBHHX CTY/IH]a.

* [Ipod. np Hyman Jbyouuuh, Beorpancka akanemuja
CTPYKOBHHX CTY.IH]ja.

IMOCJIOBHHUX

IIOCJIOBHHUX

ITOCJIOBHHX

ITOCJIOBHHX

YMCTHHUYKUX

YMETHUYKUX

YMCTHHUYKUX

YMETHHUYKUX



Scientific Board

* Prof. dr Ljubomir Madzar, Full Professor Alpha BK University, Emeritus, Corresponding
Member of the Slovenian Academy of Sciences and Arts, Member of the Scientific
Society of Economists of Serbia.

* Prof. dr Danilo Roncevic, Director of Human Resources at the Government of the
Republic of Serbia.

* Prof. dr Marta Bazler-Madzar, Full professor and scientific advisor, Member of the
Scientific Society of Economists of Serbia.

« Prof. dr Aleksandar Zivkovic, Full professor, the Faculty of Economics in Belgrade.

* Prof. dr Milenko Dzeletovic, Faculty of Security, University of Belgrade, Executive
Director of Finance at Telecom Serbia, President of the Economic Council.

* Doc. dr Lidija Madzar, Alpha BK University, Member of the Society of Economists of
Belgrade.

* Prof. dr Goran Milosevic, Faculty of Law, University of Novi Sad.

* Prof. dr Gordana PeSakovic, Full Professor Southern New Hamshire University, NH,
USA and Assistant Professor School of Advanced Studies, University of Tyment, Russia.

* Prof. dr Jasminka Ninkovic, Associate Professor of Economics, Oxford College of
Emory University, Atlanta, USA.

* Prof.dr Anja Znidarsic, University of Maribor Faculty of Organizational Sciences, Kranj,
Slovenia.

* Prof. dr Zeljko Ricka, Full professor, the Faculty of Economics, University of Zenica,
Bosnia and Herzegovina.

* Prof. dr Djurdjica Juric, Director of RRiF College of Financial Management Zagreb,
Republic of Croatia.

* Prof. dr Dolores Pusar Banovic, Professor of RRiF College of Financial Management
Zagreb, Republic of Croatia.

* Prof.dr Polona Sprajc, University of Maribor Faculty of Organizational Sciences, Kranj,
Slovenia.

* Doc. dr Sonja Tomas - Miskin, Director of the Secondary School of Economics in Banja
Luka, Assistant Professor at the BBA, Republika Srpska.

* Prof.dr Milena Apostolovska-Stepanoska, University "Sc.Cyril and Methodius" Law
faculty Iustinianus Primus Skopje, Northern Macedonia.

* Prof.dr Iztok Podbregar, University of Maribor Faculty of Organizational Sciences,
Kranj, Slovenia.

* Prof. dr Hristina Runceva Tasev, University "Sc. Cyril and Methodius" Law faculty
Tustinianus Primus Skopje, Northern Macedonia.

* Prof. dr. Anton Vorina, School of Economics Celje Higher Vocational School, Slovenia.



* Bojan Sesel, MA Director of the Celje School of Economics Higher Vocational School,
Slovenia.

* Prof.dr Maryna Vovk, Software Engineering and Management Information Technologies
Department, National Technical University “Kharkiv Polytechnic Institute”.

* Prof.dr Mustafa Onur Tetik, Hitit University, Turkey Department of International
Relations.

* Prof. dr Olga Cherednichenko, the Software Engineering and Management Information
Technologies Department, National Technical University "Kharkiv Polytechnic
Institute".

* Prof.dr Benjamin Urh, University of Maribor Faculty of Organizational Sciences, Kranj,
Slovenia.

* Prof. dr Murat Toman, Hitit University, Turkey Department of International Relations.

* Prof.dr Uro$ Rajkovi¢, University of Maribor Faculty of Organizational Sciences, Kranj,
Slovenia.

* Prof.dr Mojca Bernik, University of Maribor Faculty of Organizational Sciences, Kranj,
Slovenia.

* Doc. dr Milena Lutovac Djakovic, Faculty of Economics, University of Belgrade.
* Prof. dr Sasa Lakic, the Faculty of Economics, University of Montenegro.

* Prof. dr Vesna Petrovic, Dean of the Faculty of Business Economics, University of East
Sarajevo.

* Prof.dr Miha Mari¢, Faculty of Organizational Sciences, Kranj, University of Maribor,
Slovenia.

* Prof. dr Srdjan Lalic, Vice-Rector for Human and Material Resources, University of East
Sarajevo.

* Prof.dr Milica Ruzicic, Belgrade Business and Arts Academy of Applied Studies -
Department of Art and Design.

* Prof. dr Tatjana Mrvic, Belgrade Business and Arts Academy of Applied Studies.

* Prof. dr Sofija Vujicic, Belgrade Business and Arts Academy of Applied Studies.

* Prof. dr Jasmina Novakovic, Belgrade Business and Arts Academy of Applied Studies.
* Prof. dr Kristina Dragovic, Belgrade Business and Arts Academy of Applied Studies.

* Prof. dr Maja Djurica, Belgrade Business and Arts Academy of Applied Studies.

* Prof. dr Slavica Dabetic, Belgrade Business and Arts Academy of Applied Studies.

* Prof. dr Snezana Lekic, Belgrade Business and Arts Academy of Applied Studies.



Organizational Board

* Prof. dr Miodrag Paspalj, Belgrade Business and Arts Academy of Applied Studies.
* Prof. dr Ivan Bulatovic, Belgrade Business and Arts Academy of Applied Studies.
* Prof. dr Tomo Odalovic, Belgrade Business and Arts Academy of Applied Studies.
* Prof. dr Dusan Ljubicic, Belgrade Business and Arts Academy of Applied Studies.



IMPEATI'OBOP

3anoBosbCcTBO HaM je ma Bam mpeacraBumo 30opHuK pagoBa [Ipee mehyHapoaHe
HayuHO- ctpyuHe KoH(epeHuuje BELECON, kojy opranusyje Beorpaiacka akanemwuja
MOCTIOBHUX M YMETHHUYKUX cTpykKoBHUX crynuja BAIITYCC y beorpany y mpocropujama
cBoje Akanemuje 2-3. jyna 2022. roquHe.

BELECON je melyHapomHa Hay4IHO-CTpy9YHa KOH(EpEHIHja, MYJITHANCIHILIN-
HApHOT KapakTepa OpraHW30BaHa O] cTpaHe beorpajacke akaaemHje IOCIOBHUX H
YMETHUYKUX CTPYKOBHUX cTyauja. Llnse koHdepennuje je aa ce npeacrase gocturuyha u
MHOBALMje U3 JPYIITBEHO-XyMaHHCTHYKHX HayKa, ajld ¥ U3 00yacTh WHPOPMAaMOHUX
TEXHOJIOTHja U yMeTHOCTH. [lope HayyHOT JONpUHOCA, KOH(pEPEHIUja UMa 3a MUCH]Y Jia
Mel)ycoOHO TMOBeKe HCTpaKMBaye U3 3eMJbE, PETMOHA W CBETa M CTBOPU IPOCTOp 3a
cIo00AHy pa3MeHy Hieja u 3Hama u MelycoOHy moapmiky. Ha oBaj naunn, BELECON
JKeH Jla oJakIia u o0e30enn MehyrapoaHy capaamy, Kako caMUX HCTpakKWBada, TaKO U
WHCTUTYIH]A.

[llupox omcer TeMa KOH(EpeHIHje OMOryhno je WHCTpaxkuBame U paspaiy
Pa3IMYUTHUX aclieKara.

TEMATCKE OBJIACTHU
* MUKpOCKOHOMH]a,

* MakpoekoHOMHja,

» dunHaHcHje u 0aHKapCTBO,

* PauyHOBO/ICTBO U peBU3H]a,
* [TocioBHa MHPOpPMATHKA,

* MeHalMeHT,

* MapKeTHHT U TProBUHA,

* [lapuHCKH ¥ TOPECKU CUCTEM,
* [IpaBo 1 jaBHA yTpaBa,

* Conuoonike HayKe,

* [ToctoBHA CTAaTHUCTHKA,

* YMETHOCTH H JH33jH,

* Exosnorwja,

» OOpa3oBame.

300pHHMK paxoBa caIpKd paZoBe KOjU Cy peLeH3UpaHu M mnpuxBaheHu 3a
[IPE3EHTOBAKE HA CKYILY.

Beorpan, 2-3. jya 2022.
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FOREWORD

We are very pleased to present the Conference Proceedings of the First International
Scientific Conference BELECON, organized by the Belgrade Business and Arts Academy
of Applied Studies BAPUSS in Belgrade in the premises of its Academy on June 2-3, 2022.

BELECON is an international scientific-professional conference of
multidisciplinary character organized by Belgrade Business and Arts Academy of Applied
Studies. The aim of the Conference is to present achievements and innovations in the field
of social sciences and humanities, as well as in the field of information technology and art.
In addition to the scientific contribution, the Conference has the mission to connect the
researchers from the country, the region and the world and create a space for free exchange
of ideas, knowledge and mutual support. In this way, BELECON wants to facilitate and
ensure international cooperation for the researchers and the institutions as well.

The broad themes of the Conference have allowed for exploration of different aspect
of these areas.

THEMATIC AREAS

* Microeconomics,

» Macroeconomics,

* Finance and Banking,

* Accounting and revision,
 Business Informatics,

* Management,

» Marketing and trade,

* Customs and tax system,
» Law and public administration,
* Sociological sciences,

* Business statistics,

* Art and design,

* Ecology,

» Education.

Conference proceedings contains papers that have been reviewed and accepted for
presentation at the conference.

Belgrade, 2-3. June 2022.
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Abstract: In general, coronavirus has changed the way individuals, companies and
countries in general have functioned so far. The pandemic left consequences in almost all
segments of social life, and the reduced turnover of companies was a motive for
digitalization of services. Many companies and institutions that in the past weren’t
providing services electronically began to use alternative ways to offer their products and
services online. The paper will present the authors' research on online shopping made
during the 2020 pandemic, and will provide an overview of the challenges facing e-
commerce development and will offer adequate conclusions that may be applicable in the
future.

Macedonians, according to the official data available from the National Bank, in the first
six months of 2020 made a turnover of 4.3 billion denars with payment cards in domestic
online stores, which is an increase of 113% compared to the first six months of 2019.
According to the official data, in June 2020 there were 1,223 virtual points of sale, i.e. e-
shops, which is an increase of 20% compared to December 2019. These data as well as the
findings of the authors in their research confirm the basic hypothesis that the crisis caused
by Covid-19 had a positive impact on the development of e-commerce in our country.
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1. INTRODUCTION

COVID-19 was detected on 12 December in Wuhan city of China, and it was noticed
that people are infected by pneumonia by illusory link to a shop that retails fresh sea food
to people. On March 11, 2020, the World Health Organization (WHO) declared a Covid-
19 disease pandemic caused by the new coronavirus SARS-CoV-2.

Within week millions of people infected with this virus in China (Bhatti, A., Akram,
H., et all 2020). Many countries were infected with this virus and their economies. It is a
challenging situation for global and it effects the e-commerce trends (Nakhate & Jain, 2020;
Whiteford, 2020).

The Government of the Republic of North Macedonia, at the session held on March
18, 2020, based on Article 125 paragraph 1 of the Constitution of the Republic of North
Macedonia proposed to the Assembly of the Republic of North Macedonia to establish a
state of emergency on the territory of the country to prevent entry , spread and control of
Covid-19 virus. The declared pandemic by the World Health Organization with the new
type of virus that has spread to all continents, affected the territory of the Republic of North
Macedonia and an appropriate response was necessary.

The decision of the WHO and the Government of RNM sent a strong and clear
message to all that the situation with the coronavirus is extremely serious and that each
country, in accordance with its set-up and health system, must begin to prepare to deal with
this crisis.

Based on the new situation, the Government of the Republic of Macedonia adopted
a set of measures that were to prepare the country and the population for the "new reality".
At the 22nd session of the Government, among other things, the information on the use of
funds from the Development Bank of the Republic of North Macedonia to support the
companies affected by the coronavirus situation was reviewed and adopted. There was also
a need to take measures to support business in order to alleviate, i.e. reduce the
consequences that the economy in the Republic of North Macedonia suffers as a result of
the coronavirus. One of the measures was the introduction of a new credit line of 5 million
euros, through which companies whose economic activity is affected by the coronavirus
will be directly credited. Lending was planned to be performed on more favourable terms
- longer grace periods, longer repayment period and lower interest rates than standard loans.
The loans were provided in the amount of 5,000 to 20,000 euros, and the amount is
determined depending on the number of employees in the company: for micro enterprises
with 1-10 employees from 3-5 thousand euros, for small enterprises with 10-50 employees
from 5 -15 thousand euros, for medium enterprises with 50-250 employees from 15-30
thousand euros. This first package of measures was further amended with a series of new
packages of measures adopted by the Government in accordance with the development of
the pandemic situation on the territory of the country, as well as the impact of the economic
sector on the health crisis.

At the 26th session of the Government of the Republic of North Macedonia, a
decision was made to amend the decision to restrict the movement of citizens throughout
the country.
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The ban on movement for all citizens from 21:00 to 06:00 was replaced by a
restriction on movement from 21:00 to 05:00 due to congestion in public transport and the
need for citizens to get to work in the morning. Additionally, the Government decided to
ban the movement of citizens over 67 from 11:00 to 05:00 the next day. The government
also made another decision to restrict the movement of young people under 18 and for them
the curfew would start at 21:00 and last until 12:00 the next day. On March 18, 2020,
President Pendarovski declared a state of emergency for a period of 30 days, and it was
extended on April 16, 2020 for another 30 days, and in mid-May 2020 for another 14 days.
The continuation was explained that it aims to enable the Government and other competent
institutions to fight more effectively with the health and socio-economic effects of the
pandemic.

The state of emergency that practically started with the declaration of the pandemic,
as well as the measures to restrict the movement to protect against the spread of the
pandemic, reflected into a limited opportunity for citizens to shop, which at that time they
exercised in the allowed time intervals, while adhering to the measures for maintaining
social distance, wearing protective masks and disinfection. The pandemic, as well as the
measures in the state of emergency, affected the customers, but also the companies that
with the new measures had a drastic decline in consumption and profits and many of them
started the process of digitalization and offering services and products online.

2. LITERATURE PREVIEW, METODS AND HYPOTHESIS

In the literature, the e-commerce is defined as the purchase or sale of goods or
services through a computer network.

According to Gupta, A (2014), the electronic commerce or e-commerce refers to a
wide range of online business activities for products and services. It also pertains to "any
form of business transaction in which the parties interact electronically rather than by
physical exchanges or direct physical contact.

There are three main types of e-commerce: business-to-business (websites such as
Shopify), business-to-consumer (websites like Amazon) and consumer-to-consumer
(websites such as eBay). According to Molla, A & Heeks, R (2007), "e-commerce can bring
significant benefits to firms in developing countries". According to Abdul Gaffar Khan
(2016), "convenience is one of the benefits that the customer receives from e-commerce
and thus increases customer satisfaction." "Digitalization" is one of the greatest
transformations of modern society. Current changes due to digitalization are not the least
important in the retail sector, which has influenced and influenced development in general
(Hagberg John et all, 2016). According to Almeida, G. A. A. et al (2007), “technologies
designed to enhance commercial transactions using the Internet have evolved rapidly.
"However, we have not yet achieved the ideal world of secure transactions using the
Internet, as unresolved buyer privacy issues hinder the further development of technology."

As Vladimir, Z. (1996). noticed “traditional E-commerce, conducted with the use of
information technologies centring on electronic data interchange (ED!) over proprietary
value-added networks, is rapidly moving to the Internet. The Internet’s World Wide Web
has become the prime driver of contemporary E-commerce.
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E-commerce is the use of electronic communications and digital information
processing technology in business transactions to create, transform, and redefine
relationships for value creation between or among organizations, and between
organizations and individuals (Gupta, A, 2014).

The global spread of the Covid-19 pandemic has sparked discussions about whether
customers can be reoriented and goods and services procured through e-commerce. Thus,
customers have replaced stores, supermarkets and malls with online portals and other
shopping applications, buying a variety of products ranging from basic products to well-
known brands (Gokila, Dr. V. Gokila, 2021).

The purpose of this paper is to investigate the basic hypothesis that the crisis caused
by Covid-19 had a positive impact on the development of e-commerce in our country. The
specific hypotheses are that:

* bans on movement of citizens in the pandemic, had a positive impact on the growth of
online shopping in the Republic of North Macedonia,

* e-commerce is most prominent in younger age groups,

*» the COVID-19 pandemic encouraged older age customers to make their first purchase
online,

* Internet advertising has a positive effect on online consumption,
* Social media plays a significant role in online buying behavior.

The authors (Stojanovska-Stefanova A et all, 2021) tested the hypotheses through
the methods of analysis of the available literature, analysis of officially available statistical
data from the institutions and the survey conducted on the Microsoft Teams platform in the
period from 8 to 15 June 2020. Respondents who responded to the survey were grouped
into five groups: 18 to 24 years, 25 to 34 years, 35 to 44 years, 45-54 years and 55 years
and more. Of the respondents, 72% were employed, 10% unemployed, 15% were students,
and 3% were retired. By gender 72% of respondents were female and 28% male.

Regarding the place of residence, the respondents were from Skopje and several
municipalities in the Republic, who answered anonymously through a survey questionnaire
that contained a total of twenty questions.
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3. MACEDONIAN CHALLENGES AND OPPORTUNITIES FOR E-
COMMERCE GROWTH IN THE FUTURE

E-commerce is a boom in the modern business. It is a paradigm shift influencing
both marketers and the customers. Rather e-commerce is more than just another way to
boost the existing business practices (Amin, S., Kansana, K., & Majid, J. (2016).

Based on the conducted research, the authors came to findings that indicate the
challenges and opportunities for e-commerce growth in the future.

Among the respondents, 45% stated that they are married and with children, 29%
that they live with their parents, 15% that they live with their partner, 3% that they are the
only members of the household and 8% gave information about another status.

Figure 1: Composition of the households of the respondents
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When asked where they most often shopped before the coronavirus pandemic, 71%
said they shopped in hypermarkets / supermarkets, 11% said they shopped in mini markets,
6% in big malls, the same percentage of 6% shoppers shopped in a small neighbourhood
store, 3% Responded that they shopped online, 1% said they shopped directly from
manufacturers, and 2% chose "other".

Figure 2: Overview of shopping places
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When asked how often they shopped online during the coronavirus pandemic, the
majority of 71% said they shopped online once a month, 15% shopped every two weeks,
10% shopped online once a week, 4% shopped twice a week, with a minimum of 1%
shopping every other day, with no respondents shopping online every day.

Figure 3: Overview of Internet consumption during a coronavirus-induced pandemic
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In order to determine how customers shop online and how ads affect online
consumption, the question was "Did you use an online shopping list according to your
needs?". To this question 65% answered that they did not use a list for the needs, while a
drastically lower percentage 35% stated that they bought based on an established list. This
ratio indicates the fact that sometimes the citizens decided to buy something online on the
basis of the attractiveness of the offer or on the basis of advertising.

Figure 4: Overview of how to shop online as needed
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To the question "How many times have you bought a product seen on an online ad
that you did not really need during the coronavirus and sitting at home?" of the respondents,
31% answered that once a month they were targeted with an online advertising offer and
bought that product, 6% said that they bought such a product once or twice a week, and 4%
more than twice a month. 3% of the respondents once or twice a day bought a product seen
on an online advertisement, 1% bought more than five times a month, and the highest
percentage of the respondents 55%, did not have a clear position on this issue and chose
"something else".

Figure 5: Overview of buying products from the Internet based on advertising, which were not
essentially needed by customers
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To the question "How much money do you spend on online shopping?" the majority
of respondents 67% said that they spent up to 50 euros in denar counter value online, more
than twice a percentage or 23% answered that they spent between 50 and 100 euros in denar
equivalent, 7% spent between 100 and 150 euros, and only 2% spent from 150 to 300 euros
and the lowest percentage 1% spent more than 300 euros.

Figure 6: Overview of the amount of funds that customers spent during online shopping
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These data on the low amount spent by most respondents, can indicate three aspects

related to the purchase:

1.
2.
3.

The purchasing power of customers;
Distrust of the security of electronic transactions;

Distrust of online stores to replace the product or refund the funds in case it does not
meet expectations and they want to return it.

To the question "What did you most often buy online while sitting at home during

the days of quarantine or curfew caused by the coronavirus?", 36% said they bought
clothes, a significant percentage 28% bought food, 15% bought household appliances, 11%
said they bought cosmetics and disinfectants, 8% ordered board games and toys for
children, and 2% ordered medicine.

Figure 7: Overview of online purchases by product type
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To the question "In your experience, is online shopping or online sales beneficial for
you and saves you time?" the largest percentage of respondents 84% said positively, and
only 16% negatively.

Figure 8: Time-saving estimation spreadsheet for online shopping
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In order to determine how social media advertising affects the purchase, the question
"Do you think advertising on Facebook, Instagram and other Internet portals makes it easier
for you to make your shopping choice?" the largest percentage 85% said positive and 15%
negative.

Figure 9: Tabular overview of the impact of online advertising in facilitating purchasing choice
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The research showed that the positive experiences that customers gained while
shopping online during the pandemic, which they plan to continue in the future. This ratio
of the results obtained from the respondents confirms the second auxiliary hypothesis that
online advertising has a positive effect on online consumption.

So, to the question "After the coronavirus is over, will you continue to buy online
from home?", "Yes" answered 76%, and only 24% answered "no".

Figure 10: Overview of respondents who would shop online after the end of the pandemic
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This positive trend confirms the basic hypothesis of the authors that the crisis caused
by Covid-19 has positively affected the development of e-commerce in our country and
indicates the fact that e-commerce has the potential to develop in the future.

The data that 76% would continue to shop online after the pandemic caused by
Covid-19 could be due, among other things, to consumer satisfaction with the quality of
the products purchased so far, the comfortable atmosphere in which they bought and the
time savings.

Namely, to the question "Are you satisfied with the quality of the products you have
chosen and bought online?", 80% answered in the affirmative, and 20% answered "no".

Figure 11: Overview of consumer satisfaction with the quality of products purchased online
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Regarding the use of online services, the respondents were also asked "Do you pay
bills for monthly overheads and telephone via the Internet?", 70% of them answered "yes"
and 30% answered negatively.

Figure 12. Overview of overhead bill payment online
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To the question "Do you feel insecure about the protection of your personal data and
bank accounts when paying online?", 59% answered negatively and 41% positively.

Figure 13. Tabular presentation of the security of personal data and bank accounts during
electronic payment
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The high percentage of respondents who answered that they feel insecure in the area
of personal data protection and bank accounts indicates the need in the future for
institutions, companies and banks to develop tools that will increase consumer confidence.

The trend of development and growth of e-tourism after the onset of the coronary
crisis in individuals is noted in the official statistics published by the National Bank of the
Republic of Macedonia. Macedonians, according to official data available from the
National Bank, in the first six months of 2020 made a turnover of 4.3 billion denars with
payment cards in domestic online stores, which is an increase of 113% compared to the
first six months of 2019. According to official data, in June 2020 there were 1,223 virtual
points of sale, ie e-shops, which is an increase of 20% compared to December 2019.

Statistics show that citizens have increasingly used the benefits of electronic
banking. The number of electronic credit transfers initiated by the citizens in March
increased by significant 30.3% on annual basis, ie by 21.4% on monthly basis. Citizens
especially used computers to make payments. More specifically, in the payments made via
computer, in March, there was a high annual growth of 26.4%, ie monthly growth of27.2%,
which is twice higher than the annual growth in the first quarter of this year, which was
13.8%. Citizens also used their mobile phones to make payments significantly more than
before. The number of payments made by mobile phone in March increased by 45.5% on
annual basis, amid more moderate monthly growth of 7.4%. The realized growth in the
payments made in this way is relatively close to the annual growth realized in the first
quarter of last year, of 45.9%.

The National Bank of the Republic of Macedonia announced that payments with
payment cards at physical points of sale in the first quarter of 2020 achieved a high annual
growth of 22.3%, which stems primarily from individuals. Thereby, in March, annual
growth of the number of transactions of natural persons was registered by 11.4%, amid
high annual decline of transactions with legal entities of 17.8%.

Regarding the use of payment cards at online points of sale, in the first quarter of
this year, a high annual growth was also registered in the number of transactions with
62.3%, which stems primarily from individuals.

This indicates that citizens used payment cards for online shopping in March,
reaching a very high annual growth of 99%, with an annual decline in the number of
transactions of legal entities by 2.5%.

In the conclusions of the third annual conference on e-commerce held in 2020, in the
first half of 2020 there was an increase in the number of online outlets, ie it was 1223 in
June 2020, compared to 823 in 2017, ie 1020 in December 2019. year. In 2019, 36% of the
population with internet access made an online order compared to 20% in 2017. The value
of online transactions that Macedonians made to domestic e-merchants in the second
quarter of 2020 increased by 177%. It is positive that the structure is changing and more
purchases / payments are made at home, ie the percentage value to foreign e-traders is 59%,
compared to 70% in 2017. According to the data published by the Association for
Electronic Commerce of Macedonia (AETM) during 2020, a total of 10 million online
transactions were realized in the country and abroad, compared to 6.7 million in 2019,
which is an increase of 50.1 %. If you look at the total value of transactions, in 2020,
Macedonians spent 229.5 million euros online on domestic and foreign online merchants.
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The structure of realized transactions is changing and more and more people are buying
from domestic e-merchants. Compared to 2019, when the total value of realized online
transactions by Macedonians was 169 million, the growth in 2020 is not significantly higher
compared to the growth of previous years, ie it is 35.6%. In the data presented by AETM,
there is a significant change in the structure of realized transactions in 2020, ie if in 2019
only 41% of the total value spent belonged to domestic e-traders, in 2020, 73% of the value
of online transactions is realized to domestic e-merchants.

4. CONCLUSIONS

Based on the above, we can conclude that the pandemic caused by the coronavirus,
which brought quarantines and bans on the movement of the population, had a positive
impact on the development of e-commerce and that it is continuously growing in our
country.

Based on the research, it can be concluded that companies need to adapt to the new
reality and develop communication strategies that will digitize services to customers, while
helping them to easily access the offers, which should be clear and creative. Research has
shown that customers often choose to buy a product that they have seen in advertising on
social networks or Internet portals, which confirms one of the auxiliary hypotheses that
online advertising has a positive effect on online consumption.

The research also confirmed that a large number of customers are ready to continue
shopping online even after the end of the covid pandemia, and this is associated with the
satisfaction of the product purchased online and the comfortable shopping atmosphere in
which time is saved.

We can conclude that in the future, in order to maintain the positive trend of interest
in online services, it is necessary for companies to think about online advertising in order
to make their offer available to demand, but also to work on fostering customer trust by
confirming security. of the transactions made. Undoubtedly, companies should work on
digitalization and strengthening consumer confidence through the application of security
protocols, clearly defined privacy policies, education in cooperation with banks to bring
security to customers, as well as guarantees for refunds or the possibility of product
replacement services.
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