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Abstract. Contemporary market changes, especially after the Covid-19 pandemic, are 

directing sales on the markets to consumers of the digital age. The problem that the research wants 
to achieve is consumer preferences and needs analysis in order to understand sellers’ actions in 
products selling. Numerous researches results indicate that there is a potential of this market and 
that it has specialties in comparison to traditional consumers. The goal of this work paper is to give 
encouragement to market sellers for additional investments in marketing in order to achieve 
increased business results. Theoretical research results are based on professional literature usage, 
the author's experience, statistics data and tables, while the empirical research was carried out 
using a survey questionnaire. The empirical research results show that there is both sellers’ and 
consumers’ interest in purchasing and implementing useful changes in marketing communications. 
From the research conducted, can be concluded and recommended that certain marketing 
orientation can influence the increase in the market products sale that will contribute to the specific 
customers’ interests satisfaction and consumption increase. 
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Introduction 
Marketing direction towards consumers of the digital age creates a new trade dimension and 

facilitates the communication of specific consumer preferences for sellers. For marketplaces as 
small individual business entities, these technologies appliance is essential for recognizing, learning 
and solving the problems of lease users and consumer behaviour algorithms (Prdić et al., 2022). It 
can be said that agricultural products buyers are homogeneous in terms of desires and preferences, 
so the marketplace activity in trade should be adjusted to that. Especially, it is necessary to 
emphasize that these products are essential for human health. During the last year many things have 
changed, so the first post-pandemic survey was expanded with additional questions regarding 
sources of information, new social networks and advertising formats popularity (Kostić, 2022). 
Hence, the fundamental task of marketing direction is the market differentiation, the promotion and 
sale of marketplace products through social networks, e-markets and other means of distribution to 
digital age consumers. The core of a good value delivery system is a set of key business processes 
which help deliver distinct value to the customer (Mittal et al., 2005). Up to date technology enables 
markets and sellers to monitor and recognize the wishes and motives of purchase, which is enabled 



P-ISSN: 2754-6209 ▪ E-ISSN: 2754-6217 ▪ Economics and Finance ▪ Volume 11 ▪ Issue 1 / 2023 

 

46 

by the market group and the level of value in the consumption of fresh products. Dynamic life in 
urban areas presents an additional challenge of survival (Bott et al., 2019). Marketplaces contribute 
to many social benefits, increased income, social communication and interaction, social wealth 
development, and also a higher degree of connection between consumers and the local community 
(Bonanno et al., 2017). Marketplaces emerged along with the emergence of commodity exchange, 
about five thousand years ago (Petrović et al., 2021). If we take the historical and actual context of 
the market role in fresh products distribution, its social importance, and agricultural products as part 
of the market significant for people’s living and health, it is necessary to adjust the market 
assortment and marketing activities to the market trends, taking into consideration tradition and 
modern, urban generation of consumers.  

The aim of the work is investigation of the connection and reliability of the marketing 
direction of the sale of agricultural products from the marketplace through online purchase to the 
satisfaction of modern, digital age consumers. The results of this research can serve marketplaces as 
business enterprises for identifying factors that influence business relationships building between 
markets, sellers and consumers. After introduction, follows a review of the literature, then the 
formation of hypotheses based on the research materials and methodology, and finally, research 
results and conclusions in the form of recommendations. The author's practical and scientific 
experience contributes to the making recommendations for business practice appliance.  

 
Literature Review 
The budgeting process is complex, consistent of several serial steps, which implementation 

needs some time (Mihajlović et al. 2022). The primary task of marketers is to create budget for 
directing marketing communications to consumers who are historically tied to the digital age. 
Companies are taking advantage of social networking platforms in order to expand their geographic 
reach of customer (Gao et al., 2018). In the case of marketplaces, social network platforms provide 
greater representation on the market and reorientation of the market business model. Social 
networks have emerged as a powerful and effective tool for business communication maintenance 
(Hussian et al., 2019). Digitization of services was analysed from everyday life point of view and 
users as a tool that can (and should) be used by the community (human-cantered digitalization) 
(Toivonen et al., 2019). Namely, the market success, in addition to the modern communication 
technologies usage, implies other social life issues, and marketplaces are good places for that. 
Urban and rural areas are significantly different in the daily use of the Internet (Eurostat, 2020). 
Otherwise, in many development technology clusters, corporate activity dominates more than 
university activity (Ahmetagić et al., 2022). The simple organization and organizational structure 
direct the marketplaces to rural areas of production, but also focus on agricultural production 
clusters. Based on the positive correlation between domestic producers, safe shopping for 
consumers and the positive correlation between collecting taxes for the state, and a clear position in 
the public eye, the future direction of marketplaces is defined (Prdić, 2022) There are more and 
more portals and pages offering new ways of buying and selling products and services 
(Vladisavljević, 2022). Money transactions and sales through social networks must not be at the 
expense of state taxes collecting. Improving one's own market performance implies monitoring and 
learning from competitors, the ultimate effect of which is to see one's own marketing position, 
adjust and adapt, and achieve a strategic position (Prdić et al., 2022). Own business performance 
should be used as an effective tool for identifying competitors' performance. Modern business 
analysis is a special business activity (Cavlin., 2022). Business analysis in the digital age implies 
reaching and analysing the best business processes. The world economy is changing fast, the global 
growth of the trade exchange of goods is constantly increasing from year to year, both absolutely 
and relatively (Gazdić et al., 2022). Information technologies and digital transformation together 
make perfect tools in production and services for companies that are visible, networked and 
beneficial to their users. 
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Methods 
The central problem that we analyse in the work paper is the formation of a marketing 

directions integrated model that would lead to online sales of market products increase. There was 
conducted a thorough analysis of online shopping, especially after the Kovid-19 pandemic, as well 
as the importance of modern consumers of the digital age and current positions in the sale of 
marketplace fresh products. The main goal is observation of current trade factors and marketing 
activities planning. Focusing on consumers of the digital age means to emphasize the usage of fresh 
products based on good communications. The research was conducted using a personal interview 
via a survey questionnaire and included 180 respondents at the Futoška market in Novi Sad, as part 
of the JKP Tržnica, during the period of June 15 to 30, 2022. Of those interviewed 150 are 
consumers and 30 are sellers of vegetables. For vegetable sellers, the condition was that they sell 
products 5 times a week. The research was performed in the green part of the market. When it 
comes to consumers who were surveyed on a sample of 150, only those who come to the market 3-4 
times a week were interviewed. The theoretical part of the research is based on the application of 
professional and scientific literature in the field of marketing, business and markets. The results 
were processed using statistical data processing methods and presented by tables and graphs. 
Marketing research is a function that connects consumers, customers and the general public with the 
marketer using information - and that information serves for recognition and defining marketing 
opportunities and problems, to design, refine and evaluate marketing actions, to monitor marketing 
performance and to improve the understanding of marketing as a process (Kotler et al., 2017).  

The intention is to use the selected methods for achieving the goal of the research by 
establishing an effective model of marketing directions, and also to verify the following hypotheses 
through empirical research.  

H1: Sellers in the market insufficiently use online product sales as a concept of effective 
sales. 

H2: Consumers in the market have a positive attitude about the potential change of attitudes 
about shopping - Among consumers exist average desire for online shopping and changes in 
shopping. 

 

Results and Discussion 
Analysis of research of marketplace sellers’ attitudes about shopping online 
During the interview itself and conversations with vegetable sellers, the opinion that 

prevailed is that condition for being interviewed is the experience of products sale of 5 years 
minimum. This condition is set for the relevance of the research. These sellers also have a broader 
perception of the importance and social role of markets in selling fresh and healthy agricultural 
products. In response to the question from hypothesis H1, the surveyed sellers had the opportunity 
to give an answer on a scale from 1 to 5, where 1 expressed a negative opinion, and 5 anextremely 
positive one. According to the data in Table 1, the average score of insufficient application of online 
communication in sales is 2.5 in the area of the analysed marketplace. 

 

Table 1 
Data on the average rating of online product sales 

 N Mean Stan. deviation Std. Error Mean 
Underselling 30 2,5 ,660 ,0664 

Source: Author's research 
 

Table 2 
One sample test, average grade of online sales application (close value=3). 95%  

Confidence interval of the Difference 

 t df 
Sig.  

(2-tailed) 
Mean 

Difference 
Lower Upper 

Underselling -6,185 28 ,000 -,378 -,5112 -,2256 
Source: Author's research 
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In accordance to empirical test data obtained, with the significance of a*=0.000=0%, 
a*<5%, which shows that the average value, the evaluation of insufficient application of online 
communication in sales differs from the tested value, so it can be concluded that it cannot be 
accepted hypothesis that the average rating of the application of online communication in the 
analysed market is 3, since in the sample it is equal to 2.5, which means that it is less than 3. So, 
hypothesis H1 is not accepted. 

 
Analysis of consumer attitudes about online shopping research 
The research of consumer attitudes in the analysed market includes consumers’ perceptions 

and attitudes about the purchase itself and purchasing decisions (Table 3 and 4). Besides, the 
research embraced the basic factors in the conceptual model of purchase that have a direct impact 
on the purchase, such as reliability, safety, quality and price of products. 

 

Table 3 
Estimated evaluation of consumer changes in shopping 

 N Mean Std. Deviation Std. Error Mean 
Change of user 180 3,989 ,63780 ,06410 

Source: Author's research 
 

Table 4 
One sample test, evaluation of user behaviour change (close value=4). 95% 

Confidence Interval of the Difference 

 t df 
Sig.  

(2-tailed) 
Mean 

Difference 
Lower Upper 

Willingness  
to buy online 

3,031 179 ,00 ,49545 ,3667 ,61222 

Source: Author's research 
 

According to the obtained data of the empirical test a*=0.989==98.9.3, % a*>5, which 
means that the average rating of acceptance of online shopping (i.e. the rating of changing the user's 
behaviour) in shopping with consumers does not differ from the tested value. Thus it can be 
concluded that hypothesis that the average desire for change for shopping behaviour in the entire set 
is 4 can be accepted. From the presented above, it can be concluded that the hypothesis H2 is 
accepted. So, consumers on the market have a positive attitude about the potential change in the 
way of shopping, i.e. adding to the existing traditional shopping and sellers' offer and their own 
shopping behaviour. In the future, it is necessary to maintain a continuous research of consumer 
attitudes. Knowledge based on scientific results, can help the markets to more easily recognize the 
factors and their influence on the leasing of space to sellers, but also the offer of sellers of products 
for online shopping and adjust their offer accordingly. Organizations are becoming more capable of 
collecting and exploiting personalized user data (Payne et al., 2017). The research confirmed the 
attitudes of consumers that they are ready for online shopping as a complement to traditional 
shopping, which implies that creation of a customer database is the foundation for future marketing 
directions. Using this database, a customer profile is created and it may help in making relevant 
business decisions (Business Dictionary, 2018). The existence of a positive connection between the 
database of markets and sellers can lead to the organization of special e-marketplaces and largely 
increase business activity on the market as well as consumer satisfaction with online shopping. 

By using the survey questionnaire of the analysis of the attitudes of consumers about the 
online purchase of agricultural products, the respondents answered the previously asked questions 
about the importance for the purchase, and the following answers were given. What are the most 
important factors for you in online shopping? 

• Reliability of online shopping 38% 
• Safety of online shopping 17% 
• Quality of products 25% 
• Price of products 20%. 
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Figure 1. Factors affecting online shopping by consumers 

Source: Author’s research 
 

In the research, there were checked the sellers’ views on the desire for online sales and 
consumers’ views on the online purchase of agricultural products from green markets. The results 
show the connection of sellers' interest in sales, but they use it insufficiently. Consumer attitudes 
about purchase of products online are positive and can be useful to sellers and market places for 
organizing e-markets. The results of the research on consumer attitudes indicate the existence of a 
significant positive correlation between reliability and consumer satisfaction of 38%, which is in 
line with numerous studies after the Covid-19 pandemic. Also, there a significant correlation related 
to the safety of online shopping 17%, product quality 25% and product price 20%, which indicates 
that consumers do not make distinction between the products they buy in the market places and 
online, and expect the same quality and price. 

 

Recommendation 
Digital technologies find their implementations in all branches of the economy. Besides the 

company’s ability, the use of these technologies also depends on the ability and understanding of 
their benefits. Nowadays communications and the application of technology give a chance for 
sellers to augment their sales and preserve competitiveness on the market. The application of 
technology provides easier access to products and services, better functionality and new revenues 
(Gomber et al., 2018). Solving the tasks of determining the statistical characteristics of the output 
information of complex systems can be achieved by modelling, using the methods of statistical 
testing (Savić et al., 2022) 

The representativeness of the statistical model ought to be measured by the coefficient of 
determination of dependent variables. The level of online shopping depends on the influence of 
independent variables such as reliability, security, quality and price. Positive correlation existing 
between these factors and online shopping, provides a motive for sellers for creating effective 
marketing and sales strategies in the online environment. Besides the field research, the research 
can be extended to online one, through social networks, and to include both social and demographic 
characteristics of consumers, that are pivotal. 

 

Conclusion 
Contemporary market environment in the so-called digital age is getting more and more 

complex and dynamic. Business systems are directed towards users in a joint effort of creating 
value. The work paper has identified changes in relations between sellers and consumers and their 
mutual relations when it comes to online sales and purchases of agricultural products from green 
markets. Digital changes have altered sellers - consumers’ communication, particularly after the 
Kovid-19 pandemic, and the role of customers is a basic factor in trade and value creation. 
Marketing orientation is a new approach to sales, databases, orientation towards digital sales and 
marketing, and all that are parts of the process and contemporary trends. 

Marketplaces and marketplace sellers’ business strategy requires adjustability to the digital 
era market. The fundamental business principle of marketplace sellers includes adapting to 
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transformations in digital business, following trends in online sales and changing personal business 
strategies in that course. The actual sellers’ marketing strategies have to be changed and specially 
adjusted to the group of consumers of the digital age with the assistance of strategy of marketing 
targeting. 

Based on the empirical data of the hypothesis H1 testing, it is clear that the average rating of 
the insufficient application of online communication by sellers in sales differs from the tested one. 
In the sample is 2.5 and that is, therefore, lower than the tested 3, so the hypothesis that market 
sellers use online sales as a concept of effective sales of products to an insufficient degree, it is not 
accepted. 

According to the empirical test of hypothesis H2 data, the average rating of acceptance of 
online shopping among consumers does not distinguish from the tested one, so the hypothesis that 
the average desire for changes in shopping behaviour in the entire group is 4, and hence is accepted. 
Therefore, the hypothesis that consumers on the market have a positive attitude about a potential 
change in shopping standpoints - the average desire for online shopping and changes in shopping 
exists among consumers, since they have a positive attitude about changes in shopping. So, the 
hypothesis is accepted Consumers on the market have a positive attitude about a potential change in 
the way of shopping, i.e. renewing existing traditional shopping and sellers' offer and their own 
shopping behaviour. 

In addition to new knowledge about customer behaviour when shopping online through 
attitudes about reliability, safety, product quality, and price, the results of this research can be useful 
to markets and business organizations both through communication and influence on sellers and on 
consumer satisfaction in online shopping. In addition to the theoretical and empirical contributions 
of the research, there are certain limitations that primarily relate to the size and distribution of the 
sample. Future research should be directed in the direction where the demographic structure of the 
respondents can be included in the sample size. 

 

Future Research Lines 
Naturally, we understand some limitations in the study, as it is a specific case and in which 

there was a strong capacity and opportunity for improvement. Thus, we defined as future lines of 
research, two fundamental and converging options, which would be the possibility to compare the 
results over time with other industrial organizations and apply the study methodologies to 
companies in non-industrial sectors, such as logistics and services (Romana, 2016). 

 
Funding: This research received no external funding. 
Conflicts of Interest: The authors declare no conflict of interest. 
 
References 

Ahmetagić, D., Petković, I., Rodić, J. (2022). Innovativeness of countries according to the global innovation index, 
Economist, 2 (1), pp. 24-34, eISSN2912 9725. 

Bonano, A., Berning, J., Etemaadnia, H. (2017). Farmers Market Locations and Their Determinants: An Empirical 
Analysia in New England, Agric. Resour. Econ. Rev, 46, 479-506. 

Bott, H, Grassl, G. C, Anders, S (2019). Sustainable Urban Planning,Vibrant Neighbourhoods, Smart Cities, Resilience. 
Munich: Edition Detail. 

Business Dictionary. (2018). Customer Profile, https://www.businessdictionary/definition/customer-profile.html, 
downloaded: 21.03.2022 

 Chavlin, M. (2022). Modern approach and settings of the concept of comprehensive business analysis, Economist, 1 
(1), pp. 29-42, eISSN2912 9725.  

Eurostat Eurostat regional yearbook (2020). str. 133-134 https://ec.europa. Eu/Eurostat/en/web/products-statistical-
books/-/KS-HA-20-001. 

Gao, H., Tate, M., Zhang, H., Chen, S., Liang, B. (2018). Social media ties strategy in international branding: An 
application of resource-based theory, Journal of International Marketing, 26 (3), 45-69. 

Gomber, P., Kauffman, R., Parker, C., Weber, B. (2018). On the Fintech Revolution: Interpreting the Forces of 
Innovation, Disruption, and Transformation in Financial Services, Journal of Management Information 
Systems, 35 (1), pp. 220-265. 

Gazdić, D., Nađ, D. (2022). Supply chain analysis agribusiness to improve competitiveness, Economist 2 (1), pp. 47-56, 
eISSN2912 9725. 



P-ISSN: 2754-6209 ▪ E-ISSN: 2754-6217 ▪ Economics and Finance ▪ Volume 11 ▪ Issue 1 / 2023 

 

51

Hussain, T., Chen, S., Nurunnabi, M, Int, J., Sustain, D, World Ecol. (2019). The role of social media for sustainable 
development in mountain region tourism in Pakistan, 26, 226-231. 

Kostić, S. (2022). Research of the influence of social media marketing on consumer brand loyalty in Republic of Serbia, 
Economist 1 (1), pp. 55-64, eISSN2912 9725. 

Kotler, F., Keler, L K. (2017). Marketing management, Data status, Faculty of Economics Ekonomics in Belgrade, pp. 
99. 

Mihajlović, M., Savić, A. (2022). The role of the budget in financing the defense system of the Republic of Serbia, 
Economist 1 (1), pp. 16-28, eISSN2912 9725. 

Mittal, V., Anderson W Eugene., Sayrak, A., & Tadilamalla, P. (2005). Dual Emphasis and the Long-Term Financial 
impact of Customer Satisfaction, Marketing Science, 24, pp. 544-555. 

Petrović, M.D., Ledesma, E., Morales, A., Radovanović, M.M., Denda, S. (2021). The Analysis of Local Marketplace 
Business on the Selected Urban Case-Problems and Perspectives, Sustainability 2021, 13, 3446. 
https://doi.org/10.3390/su13063446. 

Payne, E., Peltier, J., Barger, V. (2017). Omni-channel marketing, integrated marketing, communications and consumer 
engagement, Journal of Research in Interactive Marketing, 11 (2), pp. 185-197. 

Prdić, N., Prdić, I. (2022). Mobile devices function of the sales at the marketplace, Economist 1 (1), pp. 07-15, 
eISSN2912 9725. 

Prdić, N. (2022). Digitisation and fiscalisation of marketplaces in the Republic of Serbia, Economist 2 (1). pp 1-12, 
eISSN2912 9725. 

Prdić, I., Prdić, N. (2022). Benchmarking analysis of marketplace operations in the Republic of Serbia, Economist 2 (1), 
pp. 47-56, eISSN2912 9725. 

Savić, A., Krstić, D. (2022). Characteristics of statistical modeling of economic laws, Economist 1 (1). pp. 43-54, 
eISSN2912 9725. 

Toivonen, M., Saari, E. (2019). Human-Centered Digitalization and Services. Springer. 
 
 

 

© 2023 by the author(s). Submitted for possible open access publication under the terms 
and conditions of the Creative Commons Attribution (CC BY) license 
(http://creativecommons.org/licenses/by/4.0/). 

 

 
 
 
 
 


