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Abstract: - The considerations presented in the paper concern the impact of Covid-19 on sales possibilities in 
the pre-paid system and development perspectives of the researched business entity. As part of its operations, 
this entity is responsible for the supply of fuel to nearly 4,500 customers conducting business operations 
throughout Poland. The study was carried out by means of the method of quantitative analysis of economic 
data. The acquired data constituted a closed set of 518 479 contacts collected as a result of reporting the work 
of the call center department. The purpose of the paper is to analyze the impact of the Covid-19 pandemic on 
the possibilities of acquiring new customers by the entity that sells pre-paid fuels and the prospects for its future 
development. The analyzes allowed showing the relationship, before and after the introduction of socio-
economic restrictions, between the number of sales contacts made and their effectiveness. It was proved that 
lockdown caused changes in the scope of managing executive operations within the call center of the entity. 
This, in turn, affected operational and management decisions at both ownership and management levels. 
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1 Introduction 
Changes that are taking place in the global 
economy, caused by the situation that arose as a 
result of the coronavirus pandemic, triggered 
diametrical and very damaging effects not only for 
economies themselves but also for a number of 
enterprises. Lack of mobility, inability to make 
purchases, and often even work, made that a number 
of people were locked up in their homes and 

apartments, which translated into a reduction or a 
total decline in revenues for companies. Entities 
such as hotels, restaurants, and the entire tourism 
industry experienced the effects of pandemic 
containment. The struggle for survival became a key 
and search area for management boards of 
companies which, in place of pro-developmental 
and strategic thinking, took up operational 
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management of the effects of the crisis caused by 
COVID-19. 

It was noticeable that the necessary restrictions 
imposed by governments in this situation hit the 
demand considerably. Some companies did not have 
sufficient funds to allow them to survive the first 
months of the pandemic. Thus, there were a number 
of falls. There was a change in the approach to work 
and a number of business entities switched to 
teleworking and providing online services, as well 
as conducting distance education. 

It is very likely that components of the global 
economy such as companies will be forced to re-
evaluate their approach to strategic planning. 
Disturbed economically entities will be looking for 
new solutions for their sales activities, but the 
demand itself will also be rebuilt for a long time. 
Limiting the demand will depend on the extent and 
size of macroeconomic parameters such as the 
unemployment rate or inflation. There are 
companies and industries that will not only undergo 
changes but will experience balancing on the border 
of profitability, some will not repay loans, will not 
regain lost markets. The need to adapt to changes, 
but also the mere fact of their constant impact on 
companies, will be a key feature of the changes that 
are taking place in connection with the situation 
caused by the pandemic in the world. 

This paper is an analysis of the effects of 
economic events caused by a coronavirus pandemic. 
On the example of a specific company, it indicates, 
in relation to micro and macro-economic 
parameters, how the global problem affected the 
economic situation, in particular the possibility of 
sales in the pre-paid system and the development 
perspectives of a business entity. 

The aim of the article is to analyze the impact of 
the Covid-19 pandemic on the possibility of 
acquiring new customers by the entity selling pre-
paid fuels and the prospects of its future 
development. The article also shows the 
relationship, before and after the introduction of 
socio-economic constraints, between the number of 
established sales contacts and their effectiveness. 
 

2 Literature Review 
Economic crises and their impact on enterprises 
were widely described and thoroughly studied in the 
literature. One points out that various types of 
enterprises cope differently in times of economic 
crises, some perform better than others [1]. 
Research indicates that the crisis actually 
contributes to business failures by increasing their 
likelihood, but enterprises with higher levels of 
human capital and research and development are 

much better prepared to survive in adverse 
conditions [2]. It is also said that the phenomenon of 
crises and their effects is particularly important for 
enterprises from the SMEs sector, which are the 
basis of the economies of many countries. 
According to F. Eggers, SMEs are responsible for 
their small size, and crises additionally cause 
problems related to the availability of certain 
resources and liquidity problems, which results from 
the fact that clients often reduce or completely 
suspend expenditure [3,4]. Therefore, the most 
frequent victims of financial crises are precisely 
SMEs, because even small payment gridlocks can 
lead to their bankruptcy [5]. It can be noticed that as 
a result of the Covid-19 pandemic, enterprises are 
afraid of such problems and are changing their 
receivables management strategies [6]. On the other 
hand, other studies show that relatively small and 
young companies can have an advantage when it 
comes to growth in times of crisis, which may be 
due to their flexibility and small size. However, 
young companies that grew steadily during the time 
when the crisis was gone were disproportionately 
negatively affected by the effects of the crisis, when 
it already appeared [7]. 

In the literature, much of the research is devoted 
to how companies grow in times of crisis and what 
the results of their activities are. The majority of 
research concerns the global financial crisis that 
began in 2007. Research conducted in countries 
from different parts of the world shows that as a 
result of the crisis all industrial growth rates are 
falling, more adverse effects are manifested in 
sectors that are more dependent on external 
financing, and rely more on commercial loans [8]. 
Other studies provide evidence of significant 
differences in the profitability of enterprises in the 
pre-crisis and post-crisis periods [9]. In some 
countries, scientists show that individual sectors are 
at varying degrees of vulnerability to the effects of 
the crisis, but the economic crisis has the greatest 
impact on return on equity and employees' added 
value [10].In turn, according to some scientists, 
during the crisis, both investments in enterprises and 
the level of financial leverage are lower [11]. 
According to research, the recession that started in 
2008, apart from obvious financial losses, also 
manifested in the fact that companies lost 
significantly on sales [12]. The economic crisis is 
reflected in the sharp decline in trade flows and the 
conditional decline in demand, which in turn leads 
to a decrease in production and reduction of 
employment [13] At the same time, it necessitates 
the monitoring of the risk of losing receivables, 
regardless of the area where the business is 
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conducted [14]. In addition, financial crises seem to 
have a greater negative impact on diversified goods 
compared to overall export flows and persist even 
after taking into account the income effect [15]. Due 
to consumer spending constraints, the economic 
crisis often results in price increases, which is 
particularly pronounced in the food sector [16]. 

However, it is pointed out that despite many 
negative consequences, the financial crisis may have 
a positive impact on the company's financial results, 
its liquidity, and work efficiency. The crisis may 
also have an impact on the company's image, which 
also translates into its stability [17]. This means that 
enterprises are making much greater efforts to keep 
the results at the current level in the face of adverse 
environmental conditions [18] In addition, research 
suggests that enterprises can survive the crisis and 
even achieve good results by changing their 
marketing strategy [19]. 

The latest research conducted by scientists from 
various parts of the world also highlighted the first 
effects that the current pandemic already had and is 
likely to continue to exert on companies, their 
results, and their business strategy. At the moment, 
the impact of the crisis caused by the pandemic on 
the marketing sphere of enterprises is widely 
studied. Available studies report the very diverse 
effects of a coronavirus pandemic on enterprises and 
their business models. The conclusions of the 
analysis already indicate that even after the crisis 
some enterprises may remain in virtual interaction 
[20]. 

Crisis caused by a pandemic particularly affects 
the companies operating in the B2B sector, causing 
a decrease in sales, and thus intra-organizational 
tensions. This makes it necessary to change 
management practices. One often talks of the need 
for digital transformation [21, 22]. The literature 
also indicates that in a pandemic era it may be 
necessary to re-evaluate the business relationships 
of the company as a whole, as it may be an 
opportunity to find new partners who will be able to 
better meet the urgent, short-term needs of the 
company [23]. In a pandemic era, it also seems 
necessary to manage uncertainty appropriately. The 
current situation shows how important information 
uncertainty is, as well as the impact of direct 
communication and social media because 
uncertainty and various sources of communication 
caused panic and confusion [24]. The pandemic also 
gave companies an opportunity to switch to more 
authentic CSR, as well as to contribute to global 
environmental and social change [25]. With the help 
of CSR, it is possible to effectively build an external 

image, which impacts the reception of their brand 
during a crisis [26]. 

The pandemic also showed how important 
cooperation between enterprises was. However, 
after the end of the pandemic, business managers 
will also have to consider whether to continue 
working with competitors or resume operations 
under individual business models [27]. 

In spite of some positive effects of the pandemic, 
which gave companies an opportunity to look 
differently and re-evaluate certain decisions and the 
way of doing business, many of its negative effects 
cannot be ignored. As PWC points out, many 
companies face problems such as changes in the 
supply chain and associated changes in routes, 
delays, and thus the negative impact on customers. 
Some companies experience a drastic drop in sales 
that lead to financial problems. B2B companies, in 
turn, were particularly affected by restrictions on 
movement, which affected business relations, and 
regulations issued by governments often posed 
compliance challenges in some sectors [28]. As a 
significant proportion of world production takes 
place in China, there is a risk that the deterioration 
of the situation in this country will affect global 
value chains, and therefore other countries may also 
be affected by distortions in the Chinese market 
[29]. Simulations conducted by scientists show that 
in a worse scenario, a pandemic may have a 
negative impact on exports in all sectors and in most 
countries [30]. 

The COVID-19 pandemic that spread all over the 
world showed how important e-commerce is, 
especially at a time when direct contact with 
customers was very difficult or even impossible. It 
is pointed out that e-commerce can be an extremely 
relevant solution for consumers in times of crisis, it 
can also be a driving force for the economy and 
enterprises from the SMEs sector [31]. Studies show 
that the pandemic has increased the use of e-
commerce and has also made this type of shopping a 
habit of customers [32]. Similar conclusions can be 
drawn from studies by other researchers, who 
indicate that although, due to the restrictions 
imposed during the pandemic, many businesses no 
longer exist, through huge disruptions to trade, 
communication, entertainment, and online shopping 
are experiencing unprecedented growth [33]. 
Studies show that the decrease in the availability of 
retail premises and the increase in health concerns 
have also been a huge stimulus to the growth of 
alternative distribution channels [34]. In addition, it 
is highly likely that increased sales via the internet 
will continue after the pandemic. Digitisation and 
technological progress result not only in 
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technological innovation but also in changes in 
society and public awareness [35]. It should be 
noted, however, that business based on the use of 
alternative distribution channels, including the 
Internet, is not only a source of innovation and 
development. It is also a source of risk, which is 
linked to the growing number of threats in 
cyberspace [36]. Therefore, the current pandemic is 
the time when some enterprises struggle to survive, 
while others, thanks to the bold use of the 
opportunities offered by e-commerce, become 
market leaders [37]. Some relevant studies can be 
found in [38] and [39]. 
 
3 Research methodology 
The paper contains the results of analyses related to 
the functioning of the call center of a company that 
is a fuel distributor for about 4,500 business entities 
in the Polish market based on the fuel card system 
over the years 2019 and 2020 in terms of changes 
caused by the coronavirus pandemic. This entity, 
like a number of others, was strongly influenced by 
the changes that took place in connection with the 
pandemic that happened in the world. The study was 
carried out by the method of quantitative analysis of 
economic data. In each similar case, the basis for the 
analysis is the data collected in the course of 
research. Similarly, in this situation, the data 
constituted a closed set collected as a result of 
reporting the work of the call center in the entity. 
The data was acquired and reported continuously at 
weekly intervals. All the collected data was 
processed for further analytical work. They were 
reviewed. Finally, after an initial verification and an 
assessment of the usefulness of data in terms of 
detailed inference, 518,479 contacts were subject to 
analytical work, of which 33,142 contacts referred 
to the period from the 12th week of the year, i.e. 
March 12 when restrictions described as 
"Lockdown" went into life. The diagram based on 
which reporting in the entity analyzed takes place is 
presented in figure 1. 
 

Figure 1. Reporting scheme - categories assigned 

to contacts 

Source: own research  

* - grouping variables 

Each contact analysed was described using one 
of 12 categories. Nine categories have a disjoint 
charter, while three categories: "Number of 
attempted contacts", "Receives" and "Interested" are 
grouping variables. 

In this way, a set was created, which was then 
subject to the quantitative analysis. As part of this 
inference, the accepted research hypotheses closely 
related to the effectiveness of the reported indicators 
were tested. These hypotheses are indicated in the 
next part which is devoted to data analysis. It can be 
seen that the weekly number of contacts from the 
call center is subject to fluctuations throughout the 
year. During the period under review, the largest 
decreases were recorded in the periods caused by 
public holidays: 

• 1st week of the year 2019 (Christmas and New 
Year break), 

• 18th week of the year 2019 (Easter), 
• 25th week of the year 2019 (Corpus Christi), 
• 33rd week of the year 2019 (holiday of the 

Polish Armed Forces, Assumption of the 
Blessed   Virgin Mary), 

• 52nd week of the year 2019 and 1st week of the 
year 2020 (Christmas), 

• 15th week of the year 2020 (Easter) 
The analysis used not only an assessment of the 

frequency of phenomena but also correlations that 
allow a precise verification of the hypotheses. 
Frequency analysis allows to determine the 
distribution of responses in the sample. Its task is to 
present general information about the number and 
their percentage share in the examined sample. 
Correlation used in the analysis denotes the 
relationship between selected variables and is used 
to determine whether and what relationship occurs 
between two variables. The indicated methods of 
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analysis are the basis for verification of the theses in 
this article and are used in its subsequent part. 
 

4 Data analysis obtained during the 

research process 
Lockdown has significantly changed the way 
companies operate. It has caused the necessity to 
reorganize processes and employee teams work. It 
caused the need for changes in the area of reaching, 
supporting and responding to customers’ needs. It 
also brought about changes in the area of business 
relations at B2B level. Therefore, in order to obtain 
a broader knowledge of the changes that affected the 
economy on a micro scale, research was undertaken 
to indicate the areas important from the point of 
view of the surveyed entity. They are presented in 
this analysis.  

As part of the research work, the initial 
hypotheses related to the effectiveness of the 
indicators were tested. The first hypothesis is 
expressed in the statement: the greater the number 
of contacts, the greater the number of calls received. 
The correlation coefficient in the period before the 
lockdown was Person’s r = 0.954, p <0.001, while 
in the lockdown period – Person’s r = 0.972; p 
<0.01. Both before and after the lockdown, the 
calculated ratio showed almost full correlation1. 

Another hypothesis relates to the theorem: the 
higher the number of calls received, the greater the 
number of interested parties, and here also 
statistically significant relationships were observed, 
with the factor before the lockdown being high – 
Person’s r = 0.551, p <0.001, whereas after the 
lockdown the correlation was almost full – Person’s 
r = 0.956, p <0.01. 

Finally, the above two analyses are confirmed in 
the test carried out as part of the hypothesis 
verification: the greater the number of contacts, the 
greater the interest. An increase in the correlation 
coefficient is seen from the average – Person’s r = 
0.451, p <0.001 before the lockdown, to very high – 
Persons r = 0.890, p <0.05 in the lockdown cycle. 
The last initial hypothesis tested was the 

                                                 
1 In the article, the method of interpretation of the 
correlation strength is based on the J.Guilford 
classification: |r|=0 – no correlation 
0,0<|r|≤0,1 – faint correlation 
0,1<|r|≤0,3 – weak correlation  
0,3<|r|≤0,5 – average correlation 
0,5<|r|≤0,7 – high correlation 
0,7<|r|≤0,9 – very high correlation 
0,9<|r|<1,0 – almost full correlation 
|r|=1 – full correlation 

relationship expressed in the statement that the 
greater the number of contacts, the greater the 
number of transactions finalized. It turns out that 
before the lockdown there was a high correlation 
between these variables – Person’s r = 0.569, p 
<0.001, while after the start of the lockdown the 
relationship between the variables was not 
significant. This means that in the analysed period 
broken into the period before the 12th week of 2020 
and after the 12th week, when social limitations and 
very significant restrictions were introduced in the 
scope of business activity, the strength of the 
relationship between the number of contacts made 
and the number of received calls did not change and 
was of a character almost full correlation. In 
addition, the strength of the relationship between the 
number of contacts made and the number of people 
expressing an interest in the offer increased. The 
relationship between the number of received calls 
and the number of interested parties also grew up. In 
turn, the high correlation between the number of 
contacts and the number finalized before the 
lockdown and the time after the start of the 
lockdown ceased to have a statistically significant 
character. 

The relationships expressed in the initial 
hypotheses translated into a number of further 
analytical activities aimed at obtaining information 
on how individual indicators featuring the 
effectiveness of customer acquisition through call 
center activities changed during the period under 
review. 

Chart 1. The number of contact attempts broken 
down by categories. 
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Source: own research 

 

Chart 2. Percentage of contacts in specific 
categories relative to 'Number of attempts to 
contact” 

Source: own research 

While the above correlations are based on 
absolute numbers and fluctuations in values depend 
on external factors such as holidays or decisions 
regarding the number of attempts made and the 
persons involved, the following analyses are based 
on interest rates, which means that regardless of the 
number contacts, the maximum will always be 
100%. This allows one to better observe what 
changes occur within a given indicator. The number 
of contact attempts broken down by categories is 
presented in chart 1 and the percentage of contacts 
in individual categories relative to the "number of 
contact attempts" in chart 2.  

Chart 3. Percentage of contacts in specific 
categories relative to "Receives" 
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Source: Own research 

When comparing the period from the 12th week 
of 2020 to the previous period, one can notice a 
significant change in relation to the percentage of 
received and missed calls. An analysis of variance 
showed a significant decrease in the average 
percentage of the missed calls, from an average of 
64.5% for the 63 weeks before the 12th week of 
2020, to 59.1% for the six weeks after the 12th week 
of 2020 (F = 27.575; p <0.001), simultaneously in 
the same period the percentage of received calls 
increased significantly from 28.4% to 33.6%. (F = 
32,554; p <0.001). The percentage of contacts in 
individual categories, including the "received" item, 
is presented in chart 3, while the "interested" item is 
shown in chart 4. 

Lockdown made customers more accessible to 
companies that were willing to communicate with 
them. Permanent residence in homes and apartments 
resulted in a greater presence in the network, but 
also in an increased number of phone calls, not only 
on a personal level but also in the professional area. 
The social needs that had been fulfilled so far at 
work or with friends were replaced and 
supplemented by substitutes, among which were 
representatives of different companies calling to 
potential clients. 

Chart 4. Percentage of contacts in specific 
categories relative to "Interested" 

Source: own research 

 
When comparing the period from the 12th week 

of 2020 to the previous period, one can notice a 
significant change in the percentage of those 
initially interested in relation to all those interested. 
An analysis of variance showed a significant 
increase in the average percentage of those initially 
interested relative to the general interest from an 
average of 84.8% for the 63 weeks prior to the 12th 
week of 2020, to 91.2% for the six weeks after the 
12th week of 2020 (F = 10.722; p <0.01). At the 
same time, in the same period, there was a 
significant decrease in the percentage of interested 
persons to whom documents were sent relative to 
the total number of interested persons received from 
28.4% to 33.6% (F = 6.683; p <0.05). Also, the 
percentage finalized in relation to all interested 
parties decreased significantly from 6.8% to 4.1%. 
The percentage of people to whom documents were 
sent relative to those initially interested was also 
analysed. A significant decrease is observed from 
10.2% to 5.1% (F = 6.761; p <0.05). The number of 
customers acquired weekly also decreased from 
9.51 to 4.67 (F = 8.751; p <0.05). It is worth noting 
that this indicator, unlike the above interest rates, is 
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relative as it depends on the number of weekly 
contact attempts. 

Figure 1. Reported categories including changes in 
the period after the introduction of lockdown 
relative to the period before the introduction of 
lockdown 

 

Source: own research 

* - Grouping variables; The color indicates significant 

changes in the percentage together with the value by which 

the percentage changed during the lockdown relative to 

the period before the lockdown (100% category one level 

higher e.g. for Initially interested 100% is Interested) 

An important element that distinguished the 
lockdown situation was also the fact that the interest 
of customers in the products and services increased. 
A significant part of people who were deprived of 
the possibility of making purchases in the normal 
reality moved their activity to the network. They 
also became more susceptible to sales 
representatives calla. This change was made in a 
very fast and dynamic way. Nevertheless, during the 
lockdown, a decrease in the number of final 
decisions was observed, especially in companies. 
This was due to a situation of uncertainty that 
developed in companies, sudden drops in the area of 
orders, reduction of queries. The lack of decision-
making was due to waiting. The boards of 
companies were not able to predict further changes 
that would appear in the business environment, 
because they were very fast, largely independent of 
companies, lying on the side of the business 
situation of other entities and the overall pandemic 
situation. 

One can notice a drastic decrease in the number 
of relations connected with the introduction of 
restrictions on week 12th of 2020. The data, 
however, show that the reasons for this state of 
affairs should be seen in external conditions, not 
related to the relationship between a call center 
employee and a potential customer. The reduction in 
the number of connections may have been related 
to, among others with the reorganization of 
stationary work, the transition to remote work, or 
reduced availability of employees who were forced 
to take care of children due to the closing of schools 
and kindergartens. In the case of internal conditions, 
a clearly increased percentage of received calls 
could be observed. Intuitively, the situation should, 
first of all, intensify call center activities. At the 
same time, the number of those initially interested in 
the offer has increased, which in itself should be an 
incentive to intensify activities related to reaching 
customers. However, the number of interested 
persons to whom the document was sent and the 
number of acquired clients dropped. 

The lockdown has brought about very significant 
changes in every aspect of social and economic life. 
It has triggered changes in purchasing processes. It 
evoked in people the need to look for substitutes for 
the activities that have been carried out so far but 
have been blocked by the state. To a great extent, 
the companies which faced at the same time 
increased interest in online shopping were not able 
to cope with this, due to the limitations and decrease 
in human resources available to the company. On 
the one hand, the restrictions and limitations caused 
positive changes, and on the other hand, the slower 
reactions to the increased demand have been 
observed. 

Lockdown caused several different reactions. It 
triggered fear in people, but also the need to change 
their behaviour. This also applied to companies. The 
companies faced the need to change their methods 
and techniques of delivering goods to customers. 
They started to see the potential in remote work and 
changed the methods of establishing and 
maintaining contacts. They started to use new 
technologies and videoconferences on a massive 
scale. The changes in the methods of maintaining 
relations were not only significantly visible but also 
very dynamic. Some of the changes were short term. 
Some of the implemented principles were retained 
in companies and were eventually recognized as 
new standards and regulations. Companies had to 
adapt very quickly to the new reality. A similar 
situation applied to the entity analysed in this 
article.  
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One can notice a statistically significant increase 
in the percentage of calls received during the 
lockdown relative to the period preceding the 
introduction of restrictions. This was due to the 
initial shock experienced by companies and the need 
to adapt to new realities. Changes in the area 
analysed were caused by the expectation of 
employee teams for the decisions of management 
boards, with a simultaneous observation of the 
socio-economic environment. It should be noted that 
at the same time the percentage of persons initially 
interested in the offer increased among the general 
interest. On the other hand, the percentage of 
acquired clients and people interested enough to 
receive application documents was reduced. Thus, 
there was a blockade even at the level of operational 
decisions, awaiting government decisions, but also a 
reluctance to take any risk, which consisted in 
limiting the incurrence of any external obligations, 
and such certainly included decisions that are 
discussed in this article. 
 

4 Conclusion and summary 
Based on the research, it can be concluded that there 
is a correlation between the activity in the scope of 
making management and operational decisions, and 
the shock experienced by the global economy. 
Changes and shifts in the area of purchasing 
decisions are noticeable. 

Both before and after the lockdown, almost full 
correlation was observed, which allowed indicating 
that the greater the number of contacts, the greater 
the number of received calls. After the lockdown, an 
almost full correlation was also observed during the 
proof of the hypothesis that the higher the number 
of received calls, the greater the number of 
interested parties on the part of the entity. In the 
period analysed, which was divided into the time 
before and after the introduction of socio-economic 
restrictions, which translated into very serious 
restrictions on doing business, it was observed that 
the strength of the relationship between the number 
of contacts made and the number of received calls 
did not change and was almost fully correlated. 
However, the strength of the relationship between 
the number of contacts made and the number of 
people expressing interest in the offer presented 
during contacts increased. The relationship between 
the number of received calls and the number of 
interested parties also went up. In turn, the high 
correlation between the number of contacts and the 
number finalized before the lockdown and the time 
after the start of the lockdown ceased to have a 
statistically significant character. Thus, it was 

proved that the lockdown resulted in changes in the 
management of operations performed within the call 
center of the entity. This, in turn, affected 
operational and management decisions at both 
ownership and management levels. 

Thus, on this one but important example, one can 
conclude about a clear correlation of coronavirus-
related events on activity and decisions made as part 
of business operations. Therefore, coronavirus 
forced quick and often key decisions, caused 
reactions that had an impact on the current situation 
of companies, and planning future activities. 

The results of the research may have practical 
implications for salespeople in companies. The 
results highlight how important it is nowadays for 
companies to have the flexibility to adapt their 
operations and distribution channels to external 
conditions and customer needs. The research shows 
that in some difficult times, in crisis situations, it is 
necessary to make quick decisions that affect the 
current situation of companies and to plan future 
actions. Therefore, the research may make managers 
of companies aware of the importance of training 
their employees and ensuring that they are able to 
make effective decisions in crisis situations. 

The most important novelty and added value of 
this work in relation to previous works in the 
literature is a very practical approach to presenting 
the effects of current events related to the covid-19 
pandemic on business activities.  

While previous studies have shown the impact of 
various types of crises on such aspects as the 
financial performance of companies or the 
development of individual financial indicators, this 
study shows how effective the distribution of 
services through the call centre sales channel was. 

Thanks to data coming directly from an 
enterprise engaged in the distribution of fuel on the 
Polish market, it was possible to show how the way 
and speed of making purchase decisions by 
customers has changed, as well as how this has 
translated into the economic situation and 
development prospects of a particular business 
entity. The research is valuable because there are 
very few works in the literature that refer to the use 
of call centres as a method of service distribution in 
the economy. 

These studies have the following limitations. 
Firstly, the research has been limited to the territory 
of Poland only, which gives a picture of customers' 
purchasing decisions and the effectiveness of the 
call centre as a method of distribution in one 
country only. Secondly, the research has focused on 
the distribution of one type of service. Focusing on 
more companies that distribute a wider range of 
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services could give better results and allow more 
universal conclusions to be drawn for the economy 
as a whole. In addition, the use of a wider range of 
statistical methods could give slightly more accurate 
results. Nevertheless, the authors hope that the work 
has highlighted a number of interesting issues that 
will continue in the work of other authors. 

Future research by the authors will focus, among 
other things, on studying the economic and financial 
impact that the crisis caused by the COVID-19 
pandemic has had on the economies of individual 
countries and companies. The research will focus, in 
particular, on the impact of these events on 
enterprises from the SME sector, which are the basis 
of the economies of many countries. Moreover, in 
the future, the authors would like to examine how 
this situation will affect companies' access to 
financing opportunities for their activities. 
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