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Abstract. The paper deals with investigating thorough analysis that reveals the impact of digitalisation as the development of new 

communication platforms are changing consumer's purchasing behaviour in the online environment. The main aim of our research is to 

identify the dynamics of consumer preferences in relation to the communication platforms of digital equipment for purchase in the online 

environment. To fulfil the aim of the research we are in the period of February - June 2016 conducted a questionnaire survey located across 

the whole territory of Slovakia. The sample is representative of the Slovak population by gender, age, highest education level of economic 

activity. For data analysis we used appropriate methods. This article provides information about consumer preferences related to the use of 

digital devices when people do their shopping online via the Internet. Depending on the results of the analysis, it can be stated that the most 

preferred device is the notebook for both groups of respondents surveyed, statistically significant gender differences were not detected. The 

paper includes practical implications particularly for business entities, because knowledge of the options that digital technology conceals 

leads to the right set of strategies and will follow the effective achievement of business aims. The paper gives attention to do the role 

brands and marketers, if he wants to succeed in today's extremely competitive battle for customers to identify deeply rooted motives as well 

as and preferences of consumers. 
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1. Introduction 

 

It is important to note that often the term e-commerce is confused with the concept of e-business, which is 

significantly differentiated. Their distinction is explained by one of the biggest marketing experts, according to 

Kotler (2007) e-business includes all the electronic exchanges of information in the company or between the 

company and the customer and, on the other hand, e-commerce represents the process of buying and selling 

supported by electronic means, primarily via the Internet. E-commerce dates back to the 1960s when the 

development in the field of electronic data interchange, EDI (Electronic Data Interchange) has enabled the 

exchange/transfer of business documents between computers (Tian & Stewart, 2008). E-commerce is any 

transaction that takes place via the computer network and results in the transfer of ownership or rights to use 

goods or services (Delina & Vajda, 2008). E-commerce can be considered as a system allowing a direct 

connection of key business entities, i.e. between the seller and customer to make their business relationships more 

attractive, through the use of electronic networks to enable day-to-day business activities such as payments or 

delivery of goods and providing the service (Bhasker, 2013; Bačík et al., 2014). It should be added that e-

commerce is not limited to make purchases or sales of goods. E-commerce is a whole range of digital 

technologies that enable electronic communication (Chaffey, 2009; Štefko et al., 2010). Clemente (2004) explains 

e-commerce as a concept that refers to active marketing and also to the sale of goods and services on the Internet. 

Lawson (2015) claims that e-commerce means freedom. Freedom to do business without being in the same room 

or even in the same country. 
 

2. Review of Past Studies         

    
The advantage of e-commerce according to Buttla (2009) is that companies have experienced higher revenues that 

have been achieved by lowering operating costs, increased sales, but also the possibility of selling advertising 

space or, even according to Combe (2006), some companies operate e-shops due to presumption that it is a new 

interactive communication channel. With the ongoing trend of globalization, supply chain management is 

increasingly becoming more complex for businesses (Šoltés & Gavurová, 2010). Operations managed by experts 

are now largely automated (Curtis & Cobham 2012; Gavurova et al., 2017). In most cases, the authors agree on 

the benefits of e-commerce. For each of them, however, the most important advantage is in something else. 

Schneider (2011) considers the greatest benefit in terms of revenue growth and cost savings. The economic 

benefits of e-shopping are explained by Manzoor (2010), with the variable cost per unit of digital products being 

in most cases very low and the fixed costs spread over multiple units, which ultimately reflects revenue growth as 

well as increased sales. Chromný (2009) also notes a reduction in warehouse inventory and therefore smaller 

warehouse space, which at the same time leads to a reduction in rental and overheads, and at the same time a 

lower number of necessary staff and thus lower wage costs.  

 

E-commerce has provided many new opportunities for consumers (Hajli, 2014; Androniceanu et al. 2017; 

Raudeliūnienė et al., 2019; Pogodina et al., 2019). The rapid expansion of Internet, e-commerce and social media 

has made the study of consumer behaviour in e-commerce and fundamental research agenda (Liang & Turban, 

2011). E-commerce and social media are likely to develop marketing strategies through trust-building 

mechanisms and affecting customers' intention to purchase online products or to churn. In fact, the rapid growth 

of e-commerce raises important research questions about the levels of loyalty and churn management in the web 

environment. This rapid growth reflects the compelling advantages that e-commerce and social media offer over 

conventional physical stores, including easier interconnectivity and participation on the web (Mueller, et al., 

2011). These advancements have developed social commerce into a vibrant and lucrative e-commerce channel, 

highlighting this is an important point as a customer involvement through social media, which is a key factor in 

the development of new marketing strategies (Park et al., 2007). 
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3. Methodology 

 

The main goal of the research was to identify the dynamics of consumer preferences in relation to communication 

platforms and digital devices when purchasing in the online environment. For a more detailed specification of 

their changing shopping habits, we have also decomposed the main research target at these sub-targets: 

 Identify consumer preferences related to the use of digital devices when performing various online 

activities. 

 Find out what kind of devices are used by respondents when they are buying products online. 

 

Based on the main and partial objectives of our research, the following hypothesis was formulated: H1: Gender 

differences in the use of digital devices are statistically significant when people buy products online.  

 

In order to meet our defined research goal, we conducted a questionnaire survey in the Slovak Republic between 

February and June 2016. Due to incomplete completion, 23 questionnaires were excluded. The data obtained was 

evaluated using the Microsoft Office package, in particular the Excel spreadsheet editor. The IBM SPSS 

Statistical Software was used for mathematical and statistical analyses. Due to the scale of the questionnaire, we 

used simultaneous parallel profile testing and correlation analysis. 

 

The research sample obtained within the questionnaire survey can be considered representative in relation to the 

Slovak population. The survey consisted of 414 respondents, of which up to 256 (62%) were women and 158 

(38%) men. Respondents were, in terms of the age cohorts, divided into consumers so called X generation (36-52 

years) with 72% representation and Y generation (16-35 years) with a 28% representation. The group of 

respondents with a basic level of education was exactly 10 respondents. Respondents with secondary education 

without school leaving examination had 14 respondents (3%) and with a school leaving examination 156 (38%). 

More than half of the respondents (57%) involved in the survey were people with university education. At the 

same time, it is also the most numerous group of all respondents. In terms of economic activity, the survey was 

attended by almost the same number of employees working in the public sphere (26%) as well as in the private 

sphere (27%). On the other hand, only a little more (in the number of 114 respondents), our survey sample 

consisted of students representing 28% of all respondents. The group of self-employed or entrepreneurs accounted 

for 13% of the respondents. The survey was also filled by unemployed people, who formed less than 4%.  The 

entry "Other" was marked by 14 respondents. Among them were women on maternity leave or men on parental 

leave, disabled, retired people, a truck driver, a community worker, or people working abroad. 

 

4. Result 

 

Relevant outcomes from the survey are declared in the following sections of this article. One of our questions was 

which digital devices respondents preferred to perform selected online activities. According to the fact, that 

respondents did not choose any of the options for some items, we assume they do not perform those activities. 

The strong penetration of mobile devices in the Slovak market may have increasing potential, but the results of 

the research reveal that more people prefer laptops instead of smartphones for various online activities. In the case 

of all three activities to which we have drawn our attention, it is clear that both generations prefer the above 

mentioned notebook. When searching for general information, one third of women prefer smartphones and only 

26.58% of men prefer smartphones. Only 5.47% of women search for information using tablets, while tablets 

among men are slightly popular (13.92%). However, notebooks are the most popular. Almost half of the men 

(48.10%) surveyed and more than half of the women (53.91%) search for information online using notebooks.  
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When searching for information about products, it is similar to the one in the previous case, as the notebook is 

dominating among the respondents. 24% of women use smartphones to look for information about products. Only 

7% of women prefer tablets, and the vast majority of women (almost 60%) prefer to search for information about 

products using a laptop. Nearly 22% of men prefer their smartphones to search for information, 10.13% use 

tablets, and as in the case of women, more than half of the men prefer notebooks. 

 

Even when purchasing products of reflected in Table 1 and Figure 1, it is clear that consumers still prefer 

notebooks instead of smartphones and tablets. For women, it is up to 75%, and 67% of men buy from e-shops 

more often using a notebook. The research also points to the fact that women use smartphones to search for 

general information and not to buy products. The situation is the same with men. Tablets are generally the least 

used digital devices, but women use them to search for information about products (7%), while twice as many 

men use tablets to search for information of a different character (14%). 

 

While the notebook is the most used device for purchasing products in the online environment in 75% of women, 

on the other hand it is -8 points compared to men. 

 

 
Table 1. Activities carried out through digital devices (in %) 

 

Activity 
Smartphone Tablet Notebook 

Female Male Female Male Female Male 

Search for general information 31.25 26.58 5.47 13.92 53.91 48.10 

Search for product information 24.22 21.53 7.03 10.13 59.38 54.43 

Buying product 10.16 11.39 4.69 6.33 75.00 67.09 

 

Source: own elaboration 

 

 

 
 

Fig.1. Activities carried out through digital devices 

Source: own elaboration 

 

One of our partial goals was to find out which devices buyers use when purchasing online. The results of the 

analysis show that among the two groups, the notebook is the most preferred one. While it is 60.76% for men, on 

the contrary, it goes up to 73.44% of women in the online environment through this device. The least preferred 

digital device is the tablet, less than 15% of women purchase online, and only about a tenth of men. On the 

contrary, it certainly does not purchase up to 70% of this device. The results of the analysis, among other things, 

confirm the fact that the traditional desktop computer has moved into the background, and vice versa, the most 

prominent places are taken by smaller devices. A substantial majority (62-63%) for both genders does not use the 

desktop to purchase products in the online environment. It can not be claimed that ubiquitous smartphones are the 
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most popular online shopping devices, but the results of the analysis show that almost a third of men definitely 

buy through smart phones. The percentage of women in this case is seven points lower.  

 
The results of the present analysis also point to the fact that, for all men and women, the most used device is still 

the notebook. However, looking at Chart 2, it may be noticed that the second most preferred device for men is the 

smartphone (26.58%), while women prefer desktop (23.44%). However, according to Table 2 and Figure 2, it is 

worth pointing out that after counting the positive answers (4 and 5), we can assert that even for women, the 

second most frequently used digital device for online purchasing is the smartphone. 

 
Table 2. Device preferences for online purchasing (in %) 

 

Digital device 
1-definetly no 2 3 4 5-definetly yes 

F M F M F M F M F M 

Smartphone 59.38 53.16 6.25 3.80 5.47 10.13 9.38 6.33 19.53 26.58 

Tablet 63.28 70.89 5.47 1.27 10.16 5.06 6.25 12.66 14.84 10.13 

Notebook 14.06 22.78 5.47 2.53 3.13 1.27 3.91 12.66 73.44 60.76 

Desktop 63.28 62.03 4.69 2.53 3.91 7.59 4.69 6.33 23.44 21.52 

 

Source: own elaboration 

 

 
Fig.2. Device preferences for online purchasing from a gender perspective 

Source: own elaboration 

 

Continuing the investigation we continued to verify the established hypothesis, to which we used a nonparametric 

parallel test of parallel profiles. The following Table 3 determines the average and standard deviation values 

defined to the matter under consideration.  

 
Table 3. Average and standard deviation values for purchasing devices 

 
What kind of digital devices do you use when buying on the Internet? 

Gender  Smartphone Tablet Notebook Desktop 

Female 
Mean 2.23 2.04 4.17 2.20 

Std. Deviation 1.65 1.53 1.49 1.71 

Male 
Mean 2.49 1.90 3.86 2.23 

Std. Deviation 1.75 1.48 1.66 1.69 

Total 
Mean 2.33 1.99 4.05 2.21 

Std. Deviation 1.69 1.51 1.57 1.70 

 

Source: own elaboration 
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It cannot be clearly stated from this table that the use of devices for purchasing men's and women's products is 

really different. Rather, it can be seen that the differences are only minimal. The most frequently used devices are 

notebooks, which are more common among women. The following Table 4 shows us the results of each test. In 

the final verification of the hypothesis we decide between: 

 

H0: Gender differences in the use of devices to buy products in the online environment are not statistically 

significant, deviations are only incidental. 

H1: Gender differences in the use of devices to buy products online are statistically significant. 

 
Table 4. Testing parallel profiles for using devices to purchase products 

 
What kind of digital devices do you use when buying on the Internet? 

Testing 

parallel 

profiles 

 Smartphone Tablet Notebook Desktop 

Variable t1 t2 t3 t4 

RK1t- 1316 1263 1706 1293 

RK2t= 838 757 1012 793 

Vt- -1.345 1.323 2.205 0.252 

Vcrit.- 2.638 

pt= 0.089 0.093 0.014 0.401 

pcorrected 0.004 

sig- NO NO NO NO 

 

Source: own elaboration 

 

According to this, in all cases the V critical level is higher than the absolute value in the statistical one, so for the 

hypotheses in t1, ..., t4 we accept the H0 zero hypothesis and we therefore accept the opinion that the gender 

differences in the use of the devices for purchasing the products in the online environment are not statistically 

significant. 

 

Conclusions 

 

The most popular interactive medium of the present, Internet, has expanded the perception and character of the 

economy as a whole. The use of this network has marked all those who have begun to perceive its innumerable 

possibilities and benefits. With its development, there is also an enormous increase in technology which supports 

electronic processes, in particular e-commerce and all forms that are inherently associated with it.  

 

The objective of this paper was to identify consumer preferences related to the use of digital devices when 

searching for product information as well as the online buying process, due to gender differences. In line with the 

above presented results of the analysis, it can be stated that although smart phones are becoming a regular device 

for various online activities, Slovak consumers still prefer notebooks. In addition, our survey reveals the fact that 

the use of digital devices to buy products online is not statistically significant by gender.  

 

Nowadays, when there is no doubt that innovation is synonymous with success, it is crucial to take advantage of 

all opportunities to strengthen customer relationships, and the real opportunity is to find relevant data which 

helps marketers focus more accurately on the right group of people. 
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