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Abstract: The subject of this paper is the analysis of the fashion products consumers’ 
innovativeness and consideration of fashion purchasing, before and during COVID-19 
pandemic. The goal of the paper is to examine the speed of adoption of new fashion 
products, as well as to learn how consumers of different degrees of innovativeness 
behave when buying fashion products, before and during the pandemic, in Serbia, con-
sidering the frequency of purchases and the factors that influence fashion purchasing. 
The results of empirical research, conducted in Serbia between March and June 2021, 
prove that a significant percentage of consumers are innovators (5%) and laggards 
(44%). The frequency of ordering fashion products has been in decline during the 
pandemic among all categories of consumers. Innovators most often ordered fashion 
clothing items before and during the pandemic, while early adopters most often or-
dered footwear and fashion accessories before the pandemic. During the pandemic 
early adopters share the first place with innovators. Before the pandemic, influenc-
ers were the most important factor for innovators, and during the pandemic for early 
adopters. During the pandemic, the geographic origin of a fashion product has be-
come more important to innovators, early adopters and early majority.

Keywords: consumer, innovativeness, fashion products, frequency of purchase, 
COVID-19 pandemic

JET classification: M3

INTRODUCTION
The economic crisis stemming from the COVID-19 pandemic is affecting the 

global economy (Sethi, Ranjan Dash, Kumar Swain, & Das, 2021), which has also 
challenged Serbian fashion retailers to adapt their practices to the new consumer buy-
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ing behavior. During the pandemic, the ability to shop physically has been limited 
due to social distancing restrictions (Sheth, 2020) and customers have been forced to 
buy goods online. Like most other industries, the fashion industry has had to adapt to 
changing customer behavior during the pandemic and to involve more innovations in 
their marketing and selling processes. 

During the challenging situations and especially long-lasting crises, the way 
customers and companies engage in two-way interaction can have an immediate and 
lasting impact on customers’ trust and loyalty. Adapting to current circumstances and 
innovations on both sides greatly simplify this whole process. There are numerous 
external influences on the consumers of fashion products, sometimes they are hidden 
and sometimes they are obvious and immediate (Slijepčević, 2019).

The subject of this paper is the analysis of the fashion products consumers’ in-
novativeness and consideration of the purchase of fashion products, before and during 
COVID-19 pandemic. The aim of the paper is to examine the behavior of consumers 
of different categories according to the degree of innovativeness (in terms of the speed 
of adoption of new fashion products), in relation to the degree of importance of certain 
factors for the purchase of fashion products and the frequency of fashion purchasing in 
terms of ordering, purchase of a certain type of fashion products and the influence of 
influencers, observed for the period before and during the pandemic, in Serbia.

The specificity of the paper is reflected in the buying behaviors of consumers of 
fashion products in Serbia, before and during the pandemic, including a comparative 
analysis of consumer innovativeness and fashion purchasing (considering the impor-
tance of certain factors for fashion purchasing and the frequency of fashion buying in 
terms of ordering, purchase of a certain type of fashion products and the influence of 
influencers). Based on the review of the literature and the authors’ assumptions, the fol-
lowing research hypotheses were defined: Null hypothesis H0 – There is no statistical-
ly significant difference in the responses of the respondents from Serbia in relation to 
the frequency of purchasing fashion products, as well as in relation to the degree of im-
portance of factors for buying fashion products, both for the period before and during 
the pandemic, caused by the differences in the respondents’ categories according to the 
degree of innovativeness (innovators, early adopters, early majority, late majority, lag-
gards); Alternative hypothesis H1 – There is a statistically significant difference in the 
respondents’ answers in relation to the frequency of purchasing fashion products, both 
for the period before and during the pandemic, caused by consumer categories accord-
ing to the degree of innovativeness; Alternative hypothesis H2 – There is a statistically 
significant difference in the respondents’ answers in relation to the degree of impor-
tance of factors for buying fashion products, both for the period before and during the 
pandemic, caused by consumer categories according to the degree of innovativeness.

INNOVATION AND CONSUMERS
Innovation is an extremely broad term, and therefore the definitions used in 

empirical research are varied. Innovation represents an idea, practice or object that is 
considered new (Rogers, Diffusion of Innovations (3th Edition), 1983). It is an em-
powering process in the context of acquiring or improving abilities, that is, increasing 
usefulness (Gunday, Ulusoy, Kilic, & Alpkan, 2011). It provides companies with stra-
tegic direction to address the challenges they face while striving for a sustainable com-
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petitive advantage (Rogers, 2003); (Gunday, Ulusoy, Kilic, & Alpkan, 2011). Also, 
through innovation, new knowledge is created and diffused, strengthening economic 
potential through the development of new products and more productive operating 
methods (OECD, 2005).

Therefore, innovation can be said to represent the application of a new or signifi-
cantly improved product, service or process, marketing method or new organizational 
method in business, organization and working conditions of employees or relations of 
a business entity with the environment (European Commission, 1996). They do not 
necessarily have to be new to the market or to the whole world, but they could be new 
to the organization (Zanello, Fu, Mohnen, & Ventresca, 2015) or the country (Stankov-
ić & Đukić, Strategijsko upravljanje portfolijom inovacija, 2015). Innovations ensure 
efficiency, improvement of product quality, cost reduction, greater customer satisfac-
tion, increase in sales and profits, greater market share and differentiation in relation 
to competitors (Jovičić, Gagić, & Sekulić, 2016) and represent a critical success factor 
and the basis for improving the competitiveness of the economy and society (Stankov-
ić, Đukić, & Popović, 2014).

The tendency of consumers to accept and buy fashion products may be related 
to the level of innovation of such products. Rogers defined innovativeness in his time-
of-adoption method as “the extent to which an individual adopts new ideas relatively 
earlier than the other members of his/her social system” (Rogers, 1983). In this con-
text, the ability of consumers to innovate is precisely related to their acceptance of 
new products and services. Different consumer groups based on innovativeness were 
identified with their adoption rates in Rogers’ Diffusion of Innovation Theory (Rog-
ers, 1983) and were the subject of various researches (Dickerson & Gentry, 1983); 
(Goldsmith & Reinecke Flynn, 1992); (Danneels & Kleinschmidt, 2001); (Steenkamp, 
2001); (Mattila, Karjaluoto, & Pento, 2003); (McDonald & Alpert, 2007); (Lyu, Hahn, 
& Sadachar, 2018); (Pan, Xin, & Li, 2021). Mentioned consumer categories based on 
innovativeness are: Innovators, Early Adopters, Early Majority, Late Majority, Lag-
gards.

FASHION PURCHASING
Opinion leaders, who can collect and select information to influence public at-

titudes or behavior (Reinecke Flynn, Goldsmith, & Eastman, 1996), are beginning to 
exert more influence online. With this in mind, it could be said that word of mouth (de-
fined as the informal dissemination of information about consumer experiences with 
a particular product (Anderson, 1998) plays a crucial role in fashion promotion and 
the sales process. In general, various studies have shown that word of mouth claim is 
more effective than other promotional elements such as an advertisement, direct sales 
or direct mail (Buttle, 1998); (Warring, 2013) responsible for 20-50% of all purchasing 
decisions (Bughin, Doogan, & Vetvik, 2010). Customer feedback is now available to 
a large number of other customers on the Internet (Citrin, Sprott, Silverman, & Stem, 
2000) so a considerable influence on the success of the goods and services can be ex-
pected (Hennig-Thurau & Walsh, 2003), at online tools such as tweets, online reviews, 
and blogs which are in a sense “big data” sources of real exchange behavior (Berger, 
2014). Some interesting statistics show that 88% of customers had the highest level of 
trust in a brand when a friend or family member recommended it. Also, the top four 
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most popular ways to recommend a brand or company are word-of-mouth, Facebook, 
Google, and Twitter (Todorov, 2021).

Internet and social media play vital role in helping consumers find the products 
they are looking for (Sudha & Sheena, Impact of Influencers in Consumer Decision 
Process: the Fashion Industry, 2017); (Perčić & Perić, The Analysis of Direct Market-
ing Media Usage and Effectiveness, 2022). Influencer marketing has been widely con-
sidered in recent years, especially in fashion industry (Chetioui, Benlafqi, & Lebdaoui, 
2020). Social media influencers (opinion leaders) are integrated into a brand’s brand 
communication on social media platforms, where influencer marketing is an extension 
to the concept of word-of-mouth marketing (Sudha & Sheena, 2017); (Bakker, 2018). 
Influencers are deemed to be the most cost-efficient and -effective marketing trends, 
and they have positive impact on consumers’ purchase intention (Lim, Radzol, Cheah, 
& Wong, 2017); (Sudha & Sheena, 2017); (Herjanto, Adiwijaya, Wijaya, & Semuel, 
2020).

The results of one study among Chinese consumers indicated that brand con-
sciousness, social comparison and fashion innovativeness have a significant impact 
on attitudes toward purchasing luxury fashion goods (Zhang & Kim, 2013). Another 
study set an examination of consumer innovativeness as a personality trait and looked 
at the hedonic, social, cognitive and functional motivational elements behind consum-
er innovativeness. The results proved that hedonic innovativeness had a positive im-
pact on customer attitudes. Furthermore, motivational elements of innovation, with 
the exception of hedonic motivation, positively influence purchase intention (Seyed 
Esfahani & Reynolds, 2021). In another study of outdoor-related consumer products, 
the empirical findings reveal that innovating users can be reliably distinguished from 
non-innovating ones by characteristics such as the benefit they expect from using prod-
ucts and the level of expertise they have in the use of the products (Lüthje, 2004).

The arrival of the COVID-19 generated a world crisis. The pandemic has caused 
changes in consumer behavior habits (Nikolić, Perčić, & Nećak, 2022). The fashion 
industry was hit hard, and had to undergo abrupt transformations to adapt to the new 
normal (Seibel, Santos, & Silveira, 2021). The global fashion industry faced excep-
tionally challenging conditions under COVID-19 restrictions through 2020 and 2021, 
and after those two years, the fashion industry has been considering the possibilities 
to overcome the crisis (McKinsey, 2022). On the other hand, changes in current envi-
ronment affect consumers’ buying behavior (Ong, Cleofas, Prasetyo, & Chuenyindee, 
2021); (Saiki, Kandiah, Adomaitis, & Jones, 2021); (Seibel, Santos, & Silveira, 2021); 
(Le Rolland, 2022); (Sumarliah, Usmanova, Mousa, & Indriya, 2022). Consumers in-
creasingly buy via social media (McKinsey, 2022). The revenue of the global apparel 
market was estimated to be around US$1.5 trillion in 2021 and is predicted to increase 
to approximately US$2 trillion by 2026 (Smith, 2023). The countries that account for 
the majority of this apparel demand are the USA and China. High percentage of US 
consumers (43%) said they would increase their fashion spending in 2021, with cloth-
ing for work and special occasions (McKinsey, 2022). High percentage of consumers 
(74%) say that they have been more influenced to shop via social media during the 
pandemic than they were before the pandemic, and 70% cite clothing as one of the 
product categories they shop for most on social media (McKinsey, 2022). Fashion is 
the largest single category sold via social media in the US (McKinsey, 2022). Prod-
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uct discovery and engagement with brands on social media is already commonplace 
across most global markets, with customers used to seeing brand activity and refer-
ences alongside social exchanges with one another and influencers (McKinsey, 2022). 
While Western markets may still lag China in rates of adoption, shopping via social 
networks has gained a global foothold and is poised to grow in the year ahead (McK-
insey, 2022). By 2027, worldwide social commerce sales are set to reach over $600 
billion (GlobeNewswire, 2020).

The choice of materials, packaging, and the disposal of scraps of production are 
factors that stand out as important to consumers during the pandemic (Seibel, Santos, 
& Silveira, 2021). It has become important to add sustainable value to the brand. Sus-
tainability priorities are critical to favourable consumer behaviour and implicitly to 
business during the pandemic (Vătămănescu, Dabija, Gazzola, & Cegarro-Navarro, 
2021).

METHODOLOGY
Survey research was conducted in written form, via a questionnaire. The online 

questionnaire was designed specifically for the purpose of this research and was dis-
tributed to respondents aged 18 through 72, in the period between 24 March and 21 
June 2021. Respondents from all regions of Serbia were included. The survey exam-
ined how innovative the consumers in Serbia are in terms of the speed of adoption of 
new fashion products, as well as whether there is a statistically significant difference 
in the behavior of consumers of different categories according to the degree of inno-
vativeness in relation to the degree of importance of certain factors for the purchase 
of fashion products, as well as the frequency of buying fashion products in terms of 
the way of ordering and paying, buying a certain type of fashion product and the in-
fluence of influencers, observed in the period before and during the pandemic. The 
used random sample consists of 1,002 respondents (male 26%, female 74%). The sam-
ple includes respondents of all levels of vocational education: lower education (1%), 
secondary education (27%), higher education (7%), high education (32%), master’s 
degree (15%) and doctor of science/arts (18%), from all regions of Serbia (Vojvodina 
10%, Belgrade 65%, Šumadija and Western Serbia 18% and Southern and Eastern 
Serbia 7%). According to monthly income, the structure of the sample is as follows: 
up to 50,000 RSD - 43% of respondents; 50,000-70,000 RSD - 20% of respondents; 
70,000-100,000 RSD - 14% of respondents; over 100,000 RSD - 7% of respondents. 
The statistical error of the sample is 3%. SPSS was used for data processing and anal-
ysis. The following quantitative statistical methods were used: descriptive statistics 
(frequency distribution, arithmetic mean) and comparative statistics (ANOVA). Some 
questions in the questionnaire were formulated in the form of a five-point Likert scale. 
When it comes to the frequency of buying fashion products, the answers considered 
(in tables 3 and 4), were: almost always, often, sometimes, rarely and never (which 
are assigned the values 5, 4, 3, 2 and 1, respectively). When it comes to the degree of 
importance of the tested factors that influence the purchase of fashion products, the 
answers considered (in tables 6 and 7), were: it is very important to me, it is important 
to me, sometimes it is important to me, it is not so important to me, it is not important 
to me at all (which were assigned values 5, 4, 3, 2 and 1, respectively).
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RESULTS
According to the results of the research shown in Table 1, laggards (44%) are the 

highest percentage of consumers of new fashion products in Serbia. They are followed 
by the early majority (35%), the late majority (11%), while early adopters and innova-
tors make up the least numerous consumer categories with 5%.

Table 1. Distribution of the respondents according to consumer category with regard to the speed of 
adoption of new fashion products

Consumer category – question Percentages

Laggards – I don’t like to change the habits and products I’m prone to 44%

Late majority – I restrain from new fashion products (I only become a user of a product 
when most of the people around me have it)

11%

Early Majority – I embrace new fashion products and become their user before the vast 
majority (the “average”)

35%

Early Adopters – When I see a fashion product for the first time on others, I quickly 
become a user of the same (I like to give advice and information)

5%

Innovators – I am the first to become a user of the product (I follow events related to a 
fashion product that I am interested in, outside the borders of our country)

5%

Source: Authors

According to Rogers (2003, p. 281), the structure of consumer categories ac-
cording to the speed of adoption of new products looks like this: Innovators 2.5%, 
Early Adopters 13.5%, Early Majority 34%, Late Majority 34% and Laggards 16%. 
Compared to Rogers’ structure, it can be concluded that twice as many consumers are 
innovators in Serbia when it comes to fashion products; that there are fewer consumers 
in the category of early adopters; that the percentage participation of the early majority 
is matched; that there is a smaller percentage of consumers in the late majority, and 
that almost three times more consumers make up the laggards. The most dominant 
category shows us that, on average, consumers in Serbia do not like to change their 
habits and clothing products. 

Looking at how important the design of a fashion product was for certain cat-
egories of consumers according to the degree of innovativeness before the pandemic, 
it can be seen that design is important to all innovators, as well as to early adopters 
(96%) and the early majority (93%). The design of a fashion product is important for 
87% of consumers of the late majority and for 92% of the laggards. And when looking 
at the importance of fashion product design during the pandemic, a slight decline in its 
importance can be observed among all categories.

There is a decrease in the frequency (sum of responses of respondents almost 
always and often) of ordering fashion products through domestic websites during the 
pandemic compared to the period before the pandemic, by at least 50%, looking at all 
categories of consumers according to the degree of innovativeness. Before the pan-
demic, 83-92% of consumers of all categories often ordered fashion products through 
domestic websites, and during the pandemic, 32-42% of consumers have ordered this 
type of product through domestic websites. 

There is an increase in the frequency of ordering fashion products through for-
eign websites during the pandemic compared to the period before the pandemic, except 
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for the late majority. Before the pandemic, the innovators were the largest percent-
age of consumers who ordered fashion products through foreign websites (28%), and 
during the pandemic, this category of consumers have ordered through foreign web-
sites in the largest number (56%), which is an evident increase of 50%. 

Innovators were the highest percentage of consumers who frequently ordered 
via Instagram before the pandemic (16%) and during the pandemic (12%). Innovators 
were also the highest percentage of consumers who frequently ordered via Facebook 
before the pandemic (8%). During the pandemic, early adopters were the highest per-
centage of consumers who frequently ordered via Facebook (20%). 

Innovators frequently ordered clothing fashion items in the largest percentage be-
fore the pandemic (84%) and during the pandemic (68%). Laggards frequently ordered 
the mentioned products in the smallest percentage before the pandemic (42%), and the 
late majority frequently ordered in the smallest percentage during the pandemic (23%). 

Before the pandemic, early adopters made up the largest percentage of consum-
ers (68%) who frequently ordered footwear as fashion products (68%) and fashion 
accessories (44%). The late majority was the smallest percentage who often bought 
footwear before the pandemic (28%) and during the pandemic (11%), and also the 
smallest percentage who frequently ordered fashion accessories before the pandemic 
(8%) and during the pandemic (6%). During the pandemic, innovators frequently or-
dered footwear (40%) and fashion accessories (32%) in the highest percentage (40%). 

According to the ANOVA, there are numerous statistically significant differ-
ences in the responses of different categories of consumers according to the degree of 
innovativeness, in relation to the frequency of ordering fashion products, both before 
and during the pandemic, when the following dependent variables were considered: 
ordering fashion products through foreign websites, ordering fashion products through 
Facebook, ordering fashion products which were promoted by influencers (domestic, 
foreign), ordering clothing and fashion products, ordering footwear, ordering fashion 
accessories. Further, there is no statistically significant difference in the responses of 
respondents of different categories of consumers in relation to the frequency of or-
dering fashion products through domestic websites, both before and during the pan-
demic, which would mean that all categories of consumers according to the degree of 
innovativeness order equally through domestic websites. The details of this test for all 
examined variables are presented in Table 2.

Table 2. Testing the statistically significant difference in the respondents’ answers according to consumer 
categories (according to the degree of innovativeness) in relation to the frequency of purchasing fashion 

products, before and during the pandemic (ANOVA test)

Purchasing fashion 
products...

Before the pandemic During the pandemic

Sum of 
Squares

df
Mean 

Square
F p

Sum of 
Squares

df
Mean 

Square
F p

...through domestic 
websites

1.146 4 0.287 0.408 0.803 7.142 4 1.785 1.343 0.252

...through foreign 
websites

41.211 4 10.303 10.732 0.000* 77.140 4 19.285 17.107 0.000*

...through Instagram 
(domestic products)

8.211 4 2.053 2.289 0.058 17.036 4 4.259 4.411 0.002*
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...through Facebook 
(domestic products)

51.906 4 12.977 16.778 0.000* 76.408 4 19.102 19.913 0.000*

...in physical stores 10.961 4 2.740 1.578 0.178 11.072 4 2.768 1.759 0.135

...which were 
promoted by 
domestic influencers

26.867 4 6.717 11.567 0.000* 31.209 4 7.802 14.401 0.000*

...which were 
promoted by foreign 
influencers

35.909 4 8.977 18.921 0.000* 36.539 4 9.135 21.476 0.000*

...i.e. clothing items 42.283 4 10.571 12.424 0.000* 61.096 4 15.274 16.056 0.000*

...i.e. footwear 53.353 4 13.338 12.285 0.000* 49.742 4 12.435 11.556 0.000*

...i.e. fashion 
accessories

69.663 4 17.416 16.203 0.000* 103.386 4 25.846 27.070 0.000*

* An asterisk indicates the existence of a statistically significant difference (where p < 0.05).

Source: Authors

According to Table 3, which shows the mean values for each question regarding 
the frequency of buying fashion products in relation to the category of consumers (ac-
cording to the degree of innovativeness), the findings presented in the previous section 
were also confirmed this way. Before the pandemic, innovators and early adopters 
bought fashion products most frequently compared to other categories (early majority, 
late majority and laggards). Innovators most often bought through foreign websites 
and Instagram; they most frequently bought products promoted by influencers (for-
eign, domestic); and they bought clothing (fashion) items more frequently.

Table 3. Mean values for the frequency of buying fashion products before the pandemic

Before the pandemic, I bought 
fashion products...

Innovators 
(N = 50)

Early 
adopters
(N = 50)

Early 
majority
(N = 353)

Late 
majority
(N = 106)

Laggards 
(N = 443)

...through domestic websites 4.36 4.52 4.41 4.42 4.37

...through foreign websites 2.84 2.48 2.50 2.02 2.20

...through Instagram (domestic 
products)

2.16 2.08 1.93 1.77 1.85

...through Facebook (domestic products) 2.04 2.24 1.82 1.49 1.47

...in physical stores 1.96 2.44 2.38 2.17 2.27

...which were promoted by domestic 
influencers

1.76 1.76 1.61 1.40 1.32

...which were promoted by foreign 
influencers

1.80 1.76 1.56 1.30 1.24

...i.e. clothing items 4.04 3.80 3.54 3.26 3.28

...i.e. footwear 3.60 3.80 3.20 2.89 2.97

...i.e. fashion accessories 2.96 3.28 2.89 2.30 2.48

* The highest values for each question related to the frequency of purchasing a fashion product in relation to 
consumer categories (according to the degree of innovativeness) are highlighted.

Source: Authors
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During the pandemic, innovators and early adopters bought fashion products 
most frequently compared to other categories of consumers (Table 4). Innovators most 
often bought through foreign websites and Instagram; they most often bought cloth-
ing items; and just as often footwear and fashion accessories as early adopters. Early 
adopters shop most frequently through Instagram and Facebook; and they most often 
buy products promoted by foreign and domestic influencers. It is interesting that the 
early majority most often buy fashion products through domestic websites.

Table 4. Mean values for the frequency of buying fashion products during the pandemic

During the pandemic, I bought 
fashion products...

Innovators 
(N = 50)

Early 
adopters
(N = 50)

Early 
majority
(N = 353)

Late 
majority
(N = 106)

Laggards 
(N = 443)

...through domestic websites 3.00 3.16 3.34 3.17 3.24

...through foreign websites 3.20 2.88 2.68 1.92 2.46

...through Instagram (domestic 
products)

2.20 2.20 1.93 1.70 1.75

...through Facebook (domestic 
products)

2.08 2.52 1.92 1.45 1.52

...in physical stores 2.08 2.32 2.35 2.09 2.15

...which were promoted by domestic 
influencers

1.76 1.88 1.56 1.32 1.29

...which were promoted by foreign 
influencers

1.64 1.92 1.50 1.38 1.20

...i.e. clothing items 3.84 3.52 3.27 2.79 2.99

...i.e. footwear 3.32 3.32 3.01 2.49 2.74

...i.e. fashion accessories 2.88 2.88 2.75 2.04 2.16

* The highest values for each question related to the frequency of purchasing a fashion product in relation to 
consumer categories (according to the degree of innovativeness) are highlighted.

Source: Authors

According to the ANOVA, there is a statistically significant difference in the 
respondents’ answers according to the degree of importance of fashion product design 
in relation to the mentioned categories of consumers (according to the degree of inno-
vativeness), both before and during the pandemic.

For all consumer categories, the method of payment had an approximate im-
portance before the pandemic and it was important for 40 to 45% of consumers, while 
an increase in the importance of the method of payment for purchased fashion prod-
ucts can be observed for all categories during the pandemic. The payment method is 
important for the largest percentage of innovators (68%) during the pandemic. For 
the period before the pandemic, there is no statistically significant difference in the 
responses according to consumer categories in relation to the degree of importance of 
the method of payment for fashion products, but for the period during the pandemic, 
there is a statistically significant difference between the mentioned variables.

The existence of a number of statistically significant differences in the respon-
dents’ answers according to consumer categories in relation to the degree of impor-
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tance of factors for purchasing fashion products, both before and during the pandemic, 
was determined. The results of this test are shown in Table 5.

Table 5. Testing the statistically significant difference in the respondents’ answers according to consumer 
categories (according to the degree of innovativeness) in relation to the degree of importance of factors for 

purchasing fashion products, before and during the pandemic (ANOVA)

Factors:
Before the pandemic During the pandemic

Sum of 
Squares

df
Mean 

Square
F p

Sum of 
Squares

df
Mean 

Square
F p

quality of 
materials and 
workmanship

6.542 4 1.635 2.519 0.040* 3.995 4 0.999 1.897 0.109

product design 6.631 4 1.658 3.936 0.004* 12.931 4 3.233 6.136 0.000*

product originality 62.863 4 15.716 14.853 0.000* 78.534 4 19.633 18.391 0.000*

geographical 
origin

28.687 4 7.172 5.230 0.000* 30.556 4 7.639 5.810 0.000*

brand awareness 52.101 4 13.025 12.432 0.000* 61.809 4 15.452 14.101 0.000*

packaging 41.768 4 10.442 9.800 0.000* 52.005 4 13.001 11.276 0.000*

price 21.637 4 5.409 5.409 0.000* 19.751 4 4.938 7.444 0.000*

discount 6.678 4 1.670 1.936 0.102 7.951 4 1.988 2.273 0.060

method of 
payment

3.450 4 0.963 0.518 0.722 17.004 4 4.251 2.877 0.022*

place of purchase 12.501 4 3.125 2.143 0.074 6.949 4 1.737 1.557 0.184

how and by whom 
the product is 
promoted

48.072 4 12.018 9.104 0.000* 32.309 4 8.077 7.487 0.000*

that the product 
is promoted by an 
influencer

24.758 4 6.189 9.895 0.000* 31.010 4 7.752 13.465 0.000*

friend’s 
recommendation

4.304 4 1.076 0.988 0.413 3.579 4 0.899 0.800 0.525

* An asterisk indicates the existence of a statistically significant difference (where p < 0.05).

Source: Authors

According to Table 6, for the period before the pandemic, for the category of 
consumers who are the fastest adopters of new fashion products (innovators), the fol-
lowing factors that influence the purchase of fashion products are the most import-
ant compared to other categories of consumers: product design, product originality, 
brand awareness, discounts, how and who promotes the product and that the product 
is promoted by an influencer. For the early adopters, the following factors are the most 
important compared to other consumer categories: packaging, place of purchase and 
friend’s recommendation. For the early majority, the following factors are the most 
important: quality of materials and workmanship and geographical origin, and for the 
late majority: price and method of payment, which means that they are the most price 
sensitive. It is also interesting that the innovators mentioned discounts as an important 
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factor for purchasing, which would mean that they are very rational buyers when it 
comes to fashion products.

Table 6. Mean values for the degree of importance of the tested factors for the purchase of fashion products 
according to consumer innovativeness (according to the speed of adoption of innovations – new fashion 

products) before the pandemic

When, before the pandemic, I was 
deciding which fashion product to 
buy, it was important to me...

Innovators 
(N = 50)

Early 
adopters
(N = 50)

Early 
majority 
(N = 353)

Late 
majority
(N = 106)

Laggards 
(N = 443)

...quality of materials and workmanship 4.12 4.32 4.35 4.09 4.28

...product design 4.64 4.52 4.50 4.38 4.37

...product originality 4.56 3.84 3.81 3.55 3.49

...geographical origin 1.96 2.36 2.65 2.30 2.56

...brand awareness 3.00 2.52 2.78 2.38 2.34

...packaging 2.76 2.84 2.62 2.11 2.32

...price 4.08 4.08 3.89 4.38 3.94

...discount 4.08 3.76 3.81 4.00 3.81

...method of payment (online, cash on 
delivery)

3.20 3.24 3.15 3.34 3.16

...place of purchase (physical store, 
online store)

3.48 3.52 3.21 3.40 3.43

...how and by whom the product is 
promoted

2.96 2.60 2.59 2.28 2.21

...that the product is promoted by an 
influencer

1.76 1.68 1.59 1.38 1.30

...friend’s recommendation 3.20 3.40 3.19 3.13 3.12

* The highest mean values for each tested factor in relation to consumer categories according to the degree 
of innovativeness are highlighted.

Source: Authors

According to Table 7, for the period during the pandemic, the following factors 
that influence the purchase of fashion products are the most important for innovators 
compared to other categories of consumers: product design, product originality, brand 
awareness, discounts, how and by whom the product is promoted (which coincides 
with the most important factors mentioned by innovators for the period before the 
pandemic) and the method of payment (which was the most important factor for the 
late majority before the pandemic). For the early adopters, the following factors are 
the most important compared to other categories of consumers: the quality of materi-
als and workmanship (which before the pandemic was the most important factor for 
the early majority), packaging, recommendations from friends and that the product is 
promoted by an influencer. For the early majority, the following factors are the most 
important: geographical origin and how and by whom the product is promoted, and 
for the late majority: price (which was the most important for this group of consumers 
even before the pandemic) and place of purchase (which before the pandemic was the 
most important for the early adopters).
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Table 7. Mean values for the degree of importance of the tested factors for the purchase of fashion products 
according to consumer innovativeness during the pandemic

When, during the pandemic, I was 
deciding which fashion product to 
buy, it was important to me...

Innovators 
(N = 50)

Early 
adopters
(N = 50)

Early 
majority 
(N = 353)

Late 
majority 
(N = 106)

Laggards 
(N = 443)

...quality of materials and workmanship 4.32 4.44 4.37 4.19 4.29

...product design 4.56 4.20 4.38 4.19 4.18

...product originality 4.40 3.64 3.77 3.34 3.34

...geographical origin 2.16 2.40 2.73 2.25 2.50

...brand awareness 2.96 2.76 2.73 2.26 2.27

...packaging 2.80 2.84 2.57 2.21 2.19

...price 4.12 4.00 4.01 4.47 4.03

...discount 4.16 3.80 3.90 4.13 3.93

...method of payment (online, cash on 
delivery)

3.84 3.72 3.57 3.75 3.43

...place of purchase (physical store, 
online store)

3.64 3.68 3.58 3.87 3.66

...how and by whom the product is 
promoted

2.20 2.16 2.20 2.02 1.82

...that the product is promoted by an 
influencer

1.76 1.84 1.54 1.38 1.26

...friend’s recommendation 3.20 3.32 3.07 3.15 3.09

* The highest mean values for each tested factor in relation to consumer categories according to the degree 
of innovativeness are highlighted.

Source: Authors

DISCUSSION
Regarding the consumer research in Serbia according to the speed of adoption 

of internet media as a marketing innovation (Perčić, Perić, & Kutlača, 2019), there are 
as many as 12% innovators, 9% early adopters, 27% early majority, 14% late majority 
and 32% laggards. Compared to the speed of adoption of fashion innovations, there 
are far fewer innovators (5%), as well as early adopters (5%), more early majority 
(35%), less late majority (11%), and more laggards (44%). According to this, it can be 
concluded that the vast majority of consumers in Serbia are traditionalists who do not 
like to change their habits.

All categories of consumers, except for the late majority, have increased the fre-
quency of ordering via foreign websites during the pandemic, with innovators leading 
the way with 50%. A drastic drop in the frequency of ordering fashion products via 
domestic websites was recorded during the pandemic, by at least 50% among all cat-
egories of consumers. Innovators in the largest percentage frequently ordered fashion 
products via Instagram, before and during the pandemic, and they most frequently pur-
chased via Facebook before the pandemic. Early adopters are the most numerous when 
it comes to frequently ordering via Facebook during the pandemic. The frequency of 
ordering fashion clothing items, footwear and fashion accessories has been in decline 
during the pandemic compared to the period before the pandemic among all categories 
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of consumers. Innovators most often ordered fashion clothing items before and during 
the pandemic, while early adopters most often ordered footwear and fashion accesso-
ries before the pandemic. During the pandemic early adopters share the first place with 
innovators. Before the pandemic, for innovators, the most important factor was that the 
fashion product was promoted by influencers. For early adopters, the mentioned factor 
is the most important during the pandemic.

The research results show that before the pandemic there was a statistically sig-
nificant difference between consumer categories (according to the degree of innova-
tiveness) in relation to the importance of the quality of materials and workmanship. 
There was no statistically significant difference in terms of the payment method before 
the pandemic, but it has appeared during the pandemic. Before the pandemic, the pay-
ment method was the most important factor in purchasing fashion products for the 
late majority, and during the pandemic for innovators. Both for the period before and 
during the pandemic, the existence of a statistically significant difference was estab-
lished for how and by whom the product is promoted and that the product is promoted 
by an influencer. Before the pandemic, influencers were the most important factor for 
innovators, and during the pandemic for early adopters.

Before the pandemic, the most important factors for buying fashion products 
were: quality of materials and workmanship, product design, product originality, price 
and discount, while during the pandemic: quality of materials and workmanship, prod-
uct design, price, discount, method of payment (online, cash on delivery) and place of 
purchase (physical or online store). It can be concluded that quality of materials and 
workmanship, product design, price and discount are constant factors of importance 
for the purchase of fashion products, regardless of economic and other circumstances. 
During the pandemic, the importance of the following factors has decreased among all 
categories of consumers: product design, product originality, brand awareness, pack-
aging, how and by whom the product is promoted, friend’s recommendation, while on 
the other hand, the importance of the following factors has increased: quality of ma-
terials and workmanship, price, discount, method of payment and place of purchase. 
During the pandemic, the geographic origin of a fashion product has become more 
important to innovators, early adopters and early majority, while it has become more 
important for early adopters to buy fashion products promoted by influencers.

As it has been proven that there is a statistically significant difference in the 
respondents’ answers according to consumer categories (according to the degree of 
innovativeness) in relation to: 1) the frequency of buying fashion products, both 
for the period before and during the pandemic, the alternative hypothesis H1 is con-
firmed; 2) the degree of importance of factors for the purchase of fashion products, 
before and during the pandemic, the alternative hypothesis H2 is also confirmed. As 
both alternative hypotheses are confirmed, the null hypothesis H0 is refuted, which 
was the aim of the research. Therefore, it was not confirmed that there are no statis-
tically significant differences in the answers of respondents from Serbia according 
to the frequency of buying fashion products, as well as to the degree of importance 
of factors for the purchase of fashion products, for the period before and during the 
pandemic, caused by the differences in the consumer categories according to the 
degree of innovativeness. 
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CONCLUSION
Based on the obtained results, we learned about the specific preferences of con-

sumers of fashion products in Serbia, which are significant for participants in the do-
mestic fashion market. In Serbia, the number of innovators is twice as large as the the-
oretical number of consumers who tend to be the first to buy a new product and follow 
it on the market outside Serbia. This fact is an indicator to global fashion brands as 
well as specialized marketing agencies that the appearance on the local market requires 
research and as precise as possible knowledge about the preferences of consumers in 
local markets. On the other hand, it is a signal to domestic producers of fashion prod-
ucts that domestic consumers of fashion products are innovators to a sufficient extent 
that they should be taken into account with their needs, above all the loyal consumers, 
and introduced first of all, in a targeted and personalized manner, with their new prod-
ucts, in order to properly compete with global brands. During the pandemic, the degree 
of importance of the method of payment has increased, unlike in the period before the 
pandemic. Before the pandemic, the payment method was the most important factor in 
purchasing fashion products for the late majority, while during the pandemic it was for 
innovators. The frequency of ordering via foreign websites has increased during the 
pandemic, with innovators leading the way with 50%, while the frequency of ordering 
fashion products via domestic websites has dropped drastically, by at least 50%. It is a 
signal for domestic manufacturers that they should significantly improve their online 
presentation, online shopping and delivery of goods emulating global fashion brands. 
Innovators most often ordered fashion clothing items both before and during the pan-
demic. Instagram is the dominant network when it comes to the fashion industry, and 
therefore some future research should focus on what exactly consumers buy on Face-
book and what on Instagram and what their user experiences are like when shopping 
on these social networks. The above data are important for manufacturers of fashion 
products, i.e. they indicate the need to be present on both social networks and that on 
each they need to develop relationships with their consumers and include them in their 
activities in order to connect them as strongly as possible with their brand. Quality of 
materials and workmanship, product design, price and discount are constant factors 
of importance for the purchase of fashion products, regardless of economic and other 
circumstances. During the pandemic, the importance of the following factors has in-
creased: quality of materials and workmanship, price, discount, method of payment 
and place of purchase, while the importance of product design has decreased.

The fashion industry has suffered a significant drop in sales during the pandem-
ic. This was contributed by a completely new way of living and working from home, 
the absence of various festivities, socializing on a private and business level (Ristić, 
Pajvančić-Cizelj, & Čikić, 2020); (Krstić, Tomanović, & Stanojević, 2022). Demand 
for fashion products has actually decreased, and the very atmosphere of uncertainty 
has obviously contributed to consumers buying in smaller quantities. Fashion consum-
er behavior has not been widely discussed during the pandemic despite the fashion in-
dustry being heavily affected. In order to respond to new consumer habits, brands need 
to be present in the digital environment (Seibel, Santos, & Silveira, 2021); (Llorens, 
Carrasco, Bueno, Herrera-Viedma, & Morente-Molinera, 2022). Brands that are think-
ing ahead about long-term growth of commerce via social media while recognizing 
the permanent changes in global consumer buying habits, should use social media 
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platforms. The obtained results of the research are important for future marketing and 
sales activities, primarily of domestic manufacturers of fashion products, but also of 
global fashion brands and specialized marketing agencies that represent their interests 
on the domestic fashion market. The limitations of the research are reflected in the fact 
that data on promotional and marketing activities of fashion product manufacturers, 
budgets and distribution of budgets on social networks, and their impact on consum-
ers of fashion products, both before and during the pandemic, are not included. The 
limitation is also reflected in the larger number of female respondents who are more 
ready to fill out the survey than males. The study didn’t cover all categories of fashion 
products, all factors that influence consumer behavior like circular economy, situation-
al factors, hedonic and utilitarian motives. It would be useful to conduct research on 
the period of the year with the highest frequency of buying fashion products, as well 
as on what contributed to the increased purchase of fashion products through foreign 
websites. Analysis of consumption habits according to generations, before and during 
the pandemic, will be given in another paper by the authors.
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