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ABSTRACT: With the appearance of the coronavirus, companies across sev-

eral industries were required to alter their business models in order to avoid 

going bankrupt. Hospitality is commonly considered as one the most vulnera-

ble industry for pandemics, therefore the decline on a global scale was inevita-

ble. The occupancy rate of European hotels experienced an overall significant 

decline in 2020 and reached the lowest peak in May at 13.3%. Compared to the 

data from May 2019, this meant a drop of 82.3%. Restaurants also felt the neg-

ative effect of the pandemic: compared to the data of 2019, at the end of Feb-

ruary, European restaurants started to experience declines on a daily basis. 

With the additional unfortunate events and governmental restrictions, not even 

in a single month were restaurants able to achieve the number of customers 

served that they reported in 2019. Even though restaurants on a global scale 

were seriously impacted by the COVID-19 pandemic, the role of delivery ser-

vices and food delivery applications (FDAs) has significantly grown and the 

number of global customers is still increasing. The market size of the global 

online food delivery sector was 107.44 billion US Dollars in 2019 and expected 

to reach 154.34 by the end of 2023. There is a wide range of factors that influ-

ences consumer behaviour such as quality of information, the design and ac-

cessibility, reduction on waiting time and experiences regarding online orders. 

This research aims to uncover the significance of these dimensions with the 
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support of a primary research conducted in Hungary in order to discover 

whether the international trends are also applicable in the country. 

KEYWORDS: COVID-19, pandemic, consumer behaviour, customer satisfac-

tion, food delivery 
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ABSTRACT: During the pandemic, brands found themselves in a difficult situ-

ation, as when the first lockdown came, they could not be sure what would be 

the best solution in terms of customer satisfaction: to stop marketing campaigns, 

continue them without any changes or adapt to the situation. Since then, con-

sumer research has shown that what people needed the most was being sur-

rounded by brands being part of their daily lives to provide predictability and 

certainty – often even replacing slow-responding governments in the delivery of 

information. 

In our article, we will summarize the main findings of consumer research on this 

topic and highlight the best practices of IKEA that demonstrated creativity, cred-

ibility, crisis resilience and social responsibility in the eyes of their customers 

with success. 

KEYWORDS: consumer trust, coronavirus, brand communication, Corporate 

Social Responsibility, creativity 
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Territorial aspects of the changes of food purchase habits 

in the first wave of Covid-19: Romania and Hungary 
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ABSTRACT: The outbreak of COVID-19 in 2020 has led to economic uncer-

tainty, digital solutions and an increase in the number of home office workers, 

changing consumer behavior, including food purchasing habits.  The aim of our 

research was to examine the food purchase habits during the first wave of the 

pandemic together with consumer decisions and their motivations emerged due 

to the epidemic among the Hungarian urban population of two countries. In the 

present study, we conducted a survey among Hungarian urban consumers in Ro-

mania and in Hungary at the beginning of the pandemic when curfew was im-

plemented. 
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ABSTRACT: The volume of organic production of processed animal products 

is steadily increasing in Germany and other EU countries. The EU Commis-

sion expects a quota of up to 30 percent by 2030. This has positive effects on 

the environ-ment, climate, biodiversity and animal welfare. An increase in 

organic farm-ing also has a direct impact on reducing and eliminating the use 

of non-organic fertilizers, pesticides, fungicides, genetically modified organ-

isms and the use of antibiotics. 

Egg production in particular is experiencing high growth rates in the organic 

sector, while other processing sectors have so far only been able to come up 

with small shares. In the case of fattening poultry and pigs, this is still well 

below 2%, while eggs have already reached over 15%, and the trend is up-

wards. 

Protein requirements are met primarily by soybeans, but other protein sources 

such as legumes and, above all, sunflowers and rapeseed have now also be-

come increasingly important. 

Sustainability and CO2 reduction are at the center of public interest. The 

origin of soy from European cultivation is therefore of great importance. This 

significantly reduces the impact on the climate. The previous main suppliers 

in South America are waiting with smaller market shares. This mainly affects 

the organic sector, while conventional processing continues to rely on non-

European origins for cost reasons.  

KEYWORDS: CO2 reduction, sustainability, organic farming, climate pro-

tection 

JEL Codes: D18, D20, E23, Q01, Q50 
  



100  Gazdaság & Társadalom / Journal of Economy & Society – 2021/1. 

Equestrian Tourism at Fertő Landscape 

Csilla OBÁDOVICS  
Prof. Dr. Csilla Obádovics Professor, University of Sopron, Sándor Lámfalussy Fac-

ulty of Economics (obadivics.csilla@uni-sopron.hu) 

ABSTRACT: Hungary has a long and historical tradition of horse breeding, 

equestrian sports and horseback riding. Hungarians are generally considered a 

riding nation. In the 19th century, significant development began in horse breed-

ing, horse racing, and hobby riding. Development has slowed as equine-related 

sectors such as tourism, NGOs and entrepreneurship, as well as those closely 

linked to cultural and historical heritage, have been relegated to the background 

in the run-up to the regime change. The number of horses has increased in the 

last few decades after the change of regime, as has the number of non-govern-

mental organizations and entrepreneurs dealing with equestrian tourism or the 

cultural heritage related to horses. Equestrian tourism plays an important role in 

Hungary, which is one of the attractions of Hungarian tourism. You can still ride 

freely in the most beautiful landscapes, meadows and forests of Hungary. The 

development of a horseback riding route across the country, the mapping of suit-

able accommodation and the creation of equestrian resting places are in progress.  

Equestrian tours include riders, horses, riding stables, hosts, restaurants, and hik-

ing trails. There are 587 registered riding stables in the register, 418 riding stables 

include cross-country riding and hiking. There are more than 3,500 qualified 

horses. The horseshoe rating of riding stables indicates the standard and diversity 

of activities. There are several riding stables in the settlements around Lake 

Neusiedl. Some of them are racing sports stables or horse-keeping places for fee, 

there are a few riding schools, but hiking, tour organization and horseback riding 

serving tourism are dealt with only by the Equestrian Club on the Fertő 

Lanscape. An annual equestrian tour named the Footsteps of the Széchenyi, 

where in addition to horseback riding, horse-drawn carriage rides, the goal is to 

get to know the cultural environment. 

KEYWORDS: equestrian tourism, equestrian tour route, Horseshoe qualifica-

tion, active tourism, passive tourism  
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