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THE IMPLICATIONS OF THE ECONOMIC CRISIS FOR
POLISH CONSUMER BEHAVIOURS

The economic crisis, affecting with varying intédgsa host of countries across the
world, has not gone unnoticed among Polish conssiraad households. The economic
slowdown has triggered among consumers and howsehal array of remedies and adapta-
tions to the changed crisis-time economic realitidany of the Polish consumers and
households, and especially those with lower incofmend it imperative to cut down on
consumer spending, scale down certain needs afgk rtheir pre-crisis consumption pat-
terns. In Poland the consequences of the recenbeto crisis were not so dramatic as in
other countries, however the country’'s economigvdlmvn had its impact on the standards
of living and behaviours of Polish consumers andslebolds, resultingnter alia, in ration-
alisation of consumer behaviours and spendingalf be assumed that the latest economic
crisis has prodded Polish consumers to reflechensense of the pre-crisis fever of credit-
based consumption and materialistic approacHdoThe basic objective of the paper is to
provide an empirical insight and highlight majssues related to the impact of the crisis on
Poles’ consumer behaviours on the basis of thdablairesearch findings, and author’s
own questionnaire research conducted in 2009 ad8.28n in-depth analysis of the new
tendencies in consumer behaviours and consumptitierps of contemporary Poles draw-
ing upon statistical data and latest availableaesefindings may provide useful tips and
recommendations for economic policy makers andaratp strategists.
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1. INTRODUCTION

The latest global financial and economic crisis,iohhbegan in 2007-2008, was
sparked off by a crisis on the subprime debt magket in a relatively short period it
spilled over to other sectors, morphing into a dwitle recession. Poland was among the
affected countries: even if its economic perforneapmved quite impressive compared to
other markets with GDP decreases, the resultinggdgloyn meant that business had to
operate in much deteriorated conditions, while mangspecially lower-income — con-
sumers and households faced the necessity of guitimvn on consumer spending and
revising their previous consumption patterns.

Prior to the crisis, Polish macroeconomic indicateere favourable, with GDP on the
rise, unemployment continually going down, inflatiat a stable level and consumption
growing robustly. Due to the welcome socio-econogti@anges in the country, many
investors perceived Poland as a dynamic econonty patential for growth. Polish con-
sumers and households, able to meet many of tbesumer needs and seeing growing
affluence, declared increasing satisfaction withdhality of their life.

! Professor at Warsaw School of Economics, Factiliyjanagement and Finance, Al. Niepodlggial62, 02-
554 Warszawa, Poland; e-mail: bogdan.mroz@sgh.wWaphpne/fax: (+48 22) 564 93 09.
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The present article discusses the consequencés ddtest economic crisis for Polish
consumers and households. It begins with outlitirigmacroeconomic context of chang-
es in Polish consumer behaviours, which is followselction 3) with a description of
households’ problems in the light of research figdi and statistical data. Section 4 pre-
sents conclusions of the author’'s empirical studfirtd out how Polish consumers react-
ed to crisis-induced economic problems. Selectedirigs of the author’s research into
Polish consumers’ contribution to the “shadow eecoyih as a way of cushioning crisis-
related hardship, are highlighted in Section 5 |evtiie final part deals with the weightiest
long-term consequences which the crisis has broaghPolish consumers and house-
holds. In the concluding part, the reader will fikely takeaways from an empirical study
by this writer and from literature on crisis-timeHaviours by Polish consumers.

2. THE MACROECONOMIC CONTEXT OF CHANGES IN BEHAVIOU RAL
PATTERNS OF POLISH CONSUMERS

Over the past quarter-century, it was many times Holish households had to adapt
to their changing environment and learn how to fiomcin a free market economy. The
first stage of Polish transformation was a traumexiperience for many Polish consumers
and families, reflecting a drastic decline in riemlomes which affected their living stand-
ards and consumption. In step with the market ecy'® consolidation in Poland, afflu-
ence levels, living standards and consumption vgeaelually increasing. The resulting
consumeriseuphoria and a sense of consumeristic hedonism therecooled down by
the crisis, which came to Poland with a certairetilng. With a set of macroeconomic
data which stood out among other countries, Polzaslproved fairly resistant to the
crisis, which in fact was confined to a delayedsslown. Still, the country’s GDP decel-
erated, unemployment went up and households samctiralitions deteriorating.

The change from the 7.2% real GDP growth rate dmmbrat the peak in 2007 was
quite substantial: to +3.9% in 2008 and +2.6% 002 — even though the 2009 result
meant that Poland was then the only expanding engrin the EU. The next two years
witnessed some GDP acceleration (up 3.7% in 20dd,up 4.8% in 2011), followed by
lower rates in 2012-2013 and a renewed upturn38&63yrowth in 2014, as estimated by
the Central Statistical Office (Eurostat’s figuraswup 3.4%). That came in part as a result
of increased consumptién

Thus, following a period of sustained growth, PdlarGDP in 2013 was 14.2% high-
er than in 2008 — the year in which most EU coesthiegan to feel the pinch. The runner-
up in this classification is Sweden, with 6.7% gtiowver the period, while the EU area
as a whole reported a combined GDP decline by rime 1%. In 2015-2016, Polish
GDP growth is projected by various institutionshe tPolish government, the European
Commission, the International Monetary Fund — o atian average rate of 3.2—3.5%.

The first symptoms of the economic slowdown begafilter through to the Polish
consumers in 2009, when they still perceived thsicmore like media reports from a
distant place than a hard reality. As demonstratedindings of a CBOS research con-
ducted in early March 2009 on a representative &aof®79 adult Poles, the households

2 Roczne wskaniki makroekonomiczne. 2015. Warszawa, Gtéwnyadr8tatystyczny.
3 Analiza sytuacji gospodarczej Polski w 2014 r.20&/arszawa, Ministerstwo Gospodarki, March, p. 7.
4 Polska 2014. Raport o stanie gospodarki. 2014s¥dava, Ministerstwo Gospodarki, p. 96.
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already felt the consequences of the crisis. So#f respondents declared so — an in-
crease of 26 percentage points on November 2008ereas 52% thought otherwisen
2001, too, respondents were expressing anxietytdhture living standards and family
finances. Such concern was declared by 74% of thagpy with their financial status and
as many as 91% of those unhappy. Respondents I8Hoyears of age, inhabitants of
large cities (with above 100,000 population) andvewsity/college graduates were slight-
ly more likely to state that they were not afrafdacrisis threat. Asked about which hard-
ships they associate with the crisis, respondentt frequently pointed to being forced to
cut spending on food (48%), being affected by $tmat redundancies at the workplace
(48%) and having one’s pension payments delaye®)4Bor one in five (22%) the crisis
would mean having to cut down electricity consummptiand for 15% it would mean a
loss of savings due to bank bankruptcy

Asked in a 2014 Eurobarometer survey about the meeses problems facing the
country, respondents most frequently indicated ypleyment (60%), the economic situa-
tion (22%), and rising prices/inflation (19%). Wheeplying to questions about their
personal perception, they pointed to rising prioéstion (30%), unemployment (27%),
the financial condition of their household (17%}ydrealth and security (16%), while the
country’s overall economic situation (12%) and pens (16%) stayed further down the
list. Well, people indeed seem to be “looking farmber one” — and Poles, accordingly,
take greater interest in the condition of their $ehold budgets than of the country’s
economy.

3. PROBLEMS FACED BY POLISH HOUSEHOLDS IN MEETING T HEIR
NEEDS IN TIME OF CRISIS

Seeking to adjust to their changing environmentjsetiolds tend to alter their con-
sumer behaviours which are strongly determinedhbir financial status, and particularly
the income level. Some Polish households actuwdle problems with satisfying their
needs, including basic needs such as food.

One manifestation of adjustment to the new, wordesmnditions is when more eco-
nomical ways of meeting one’s needs are embracethether in terms of shopping or
household maintenance.

In a survey taken in April-May 2009 by the Centne €onsumer Behaviour Research
at the Warsaw School of Economics, respondentsttatitio cutting down on consump-
tion, giving up some consumer purchases and swifctt cheaper substitutes. They also
opted to limit using paid-up services, and eitheitch to DIY or give up a service entire-
ly. The biggest reductions were in spending onajftheme entertainment (62.1% re-
spondents), electronic gadgets (62.1%) and elégtrigas and water bills (61.4%0)Prob-
lems with meeting their needs were also signallgddspondents in a comprehensive

5 Odczuwane i przewidywane konsekwencje kryzysu928@munikat CBOS, BS/51/2009, Warszawa, March.
6 Czy Polacy baj sic kryzysu. 2012. Komunikat CBOS, BS/2/2012, Warszaleauary.

7 Living conditions in the European Union. 2014. dharometer Standard 81, report, Spring 2014 — TNS
opinion & social, Brussels, European Commission,5pp4.

8 Reakcje polskiego konsumenta na kryzys gospodaeckyby Teresa Staby. 2009. Warszawa, Szkota Giown
Handlowa, pp. 53-55.
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national study of all major aspects of the lifeRafles, known as “Societal Diagnosis”
Contacted in early 2013, households described pusbhlems as minor (36% respond-
ents), regular (20%) and considerable (more théf)17

The past four years saw an increase in the pegerd& households who declared
leading a very frugal life in order to save for lsasecessities (up 5 percentage points,
from 17.2% to 22.6%). At the other end of the speut there were decreases in the re-
spective percentages of households who declarémiMolp a frugal way of life and, as a
result, keeping their heads above water (down byentikan 2 percentage points, from
39.2% to 37.1%) and not saving but still havingwegtoto meet all their needs (down by
nearly 2 percentage points, from 10.1% to 8.2%)bRms appear not only with meeting
needs related to food, but also non-food articiesluding consumer durables. While
durables’ penetration of households in Poland heen ltontinually improving, there are
still households not capable financially to buytsitems. In early 2013, financial con-
straints were a factor behind not purchasing amtegest/house (as declared by 60% of
the households not in possession of these itemsyutomatic washing machines (some
59%) and an LCD/plasma TV set (nearly 59%).

According to a CBOS research, the percentage o$dtmlds encountering financial
constraints in meeting their needs has droppe@dent years. In particular, households
felt short of money for the purpose of rest andreation (holidays, children’s sum-
mer/winter camps). purchase of home furnishingiuiand medical treatment. Lower
percentages were reported in respect of finan@aktraints on clothing/footwear pur-
chases, household bills, food purchases, educatidrpersonal hygiene (cf. Table 1).

Table 1. Households’ financial constraints on pasgs of selected goods/services in 2010, 2011

and 2014*
Spending category/ Consumer goods | or Year
services not purchased due to shortage of 2010 | 2011 | 2014
funds: % of respondents
Recreation (holidaying, children’s sum- 41 45 41
mer/winter camps)
Home furnishings 41 42 38
Culture (books, papers, theatre, concerts), 26 28 25
etc.)
Medical treatment 25 27 21
Clothing and footwear 21 23 20
Household bills (utilities, rent, etc.) 18 19 18
Food 16 19 16
Education 12 12 11
Cleaning agents, personal hygiene 13 14 9

* Last 12 months preceding the study
Source: Jak nam ¢izyje? Materialny wymiarzycia rodzin. 2014. Komunikat CBOS nr 44/2014, Wavea,
April, http://cbos.pl/SPISKOM.POL/2014/K_044_14.Pdecessed: 16 January 2016).

9 Diagnoza Spoteczna 2013. Warunki i jakaycia gospodarstw domowych. Polakow - Raport. [Sgdssuel].
2013. DOI: 10.5709/ce.1897-9254.99, available #&p:Mwww.ce.vizja.pl/en/issues/volume/7/issue/3at;
cessed 20 January 2016.
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Problems with current expenditure were felt prifyalby the households describing
their financial situation as bad (19% had not emoegen for basic necessities, and 62%
had to economise intensely on a daily basis). Antbnge who declared being in an aver-
age financial condition, 74% said they had enowgttfirrent spending but had to save for
higher value purchases, while one in four (23%) toashve to allow even everyday shop-
ping. As regards the respondents perceiving thenfiral situation of their households as
good, half of them (51%) believe economising is me¢ded in respect of current spend-
ing but is required in order to enable higher vghuechases. Two-fifths of the respond-
ents (40%) declare living without savifig

Crisis-time saving is not only a Polish phenomeraond saving methods are similar in
different countries. As demonstrated by a reseaached out by the GfK institute, 39%
of Poles declare cutting down on their food spegdand the same is declared by 38.6%
of French people, 35.7% of Britons and 42.7% olidtes. Spending was down also in
restaurants and pubs, where in 2011 Western Eunop@asumers left 13% less money
than in 2007. Culture is another affected sectath wpending reduced by 41% of the
French, 33.6% of Britons and 26% of the Ddtch

In a 2013 survey, the Polish polling institute CB&gjuired about purchases during
the preceding 12 months of various items, includiacg, furniture and home furnishings,
computers and other electronic equipment. It turaetithat the purchase of all these
categories was declared by fewer respondents il 2pt3, as compared to July 2012.
The proportion of those declaring purchase of turei and/or household appliances was
down 6 percentage points; the corresponding chorgaurchase of computers was down
5 points and for other electronic equipment it wasteep as down 9 percentage points (to
a 26% proportion overall, including 15% for TV setsd 24% for digital cameras).
Asked about plans for the coming 12 months, orterirdeclared the intention to purchase
furniture and home appliances (11%), one in thirteear, the same proportion a piece of
electronic equipment (e.g. a TV set, a digital caa)e8% an iPod, and 5% a compditer

4. REACTIONS OF THE POLISH CONSUMERS TO THE ECONOMI C PROB-
LEMS — FINDINGS OF EMPPIRICAL RESEARCH BY THE AUTHO R

Seeking to establish how the crisis impacts Pdal@hsumers and households, the Centre
for Consumer Behaviour Research of the Warsaw Satfdgconomics launched a two-
stage project, conducted in 2009 and 2015 amompnelents representing urban house-
holds in seven selected towns of Mazowieckie Vosrop (Ciechanow, Ostrgita, Plock,
Radom, Siedlce, Sochaczedyrardéw). Judgmental (purposive) sampling and tines
naire research were used in the project which iratlthe same sample size of 365 in
both years, and which asked respondents an idesgtaof questions on how far their
needs have been satisfied. To ensure the same esatnptture in 2009 and 2015, the
weighing procedures were followed which are ofteadiin research based on quota sam-
pling and purposive sampling. With research repiom, a comparative perspective was

10 Ibidem.

1 wydatki Polakéw: wprowadzamy w domu politykiszczdnaici,
http://forsal.pl/artykuly/689874,wydatki_polakow_wgwadzamy w_domach_polityke_oszczednosci.html,
accessed: 16 January 2016.

12 Zmiany w postrzeganiu kryzysu i zachowaniach ekoicenych Polakéw. 2013. Komunikat CBOS,
BS/152/2013, Warszawa, October.
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sought to juxtapose the findings of 2009 and 2Qdry identify behavioural changes
among Polish consumers and households over sis'year
Ten attitudes towards the crisis were researcheadty divided into three groups:
e protective (economising on “anything you can”; lgilmg down consumption to
absolute necessity, buying in advance “while | stih afford”);
e problem-tackling (seeking help from family, friedl@squaintances or NOGs;
migrating to work abroad, taking up work in theamhal sector of the economy);
» alternative (taking jobs with lower skill requirents, accepting lower pay).

Table 2. Reactions of Mazowieckie Voivodship resprisg to economic problems (%)*

Attitude 2009 2015
economising on “anything you can”; 40.9 59.0
bringing consumption down to necessity 30.8 64.0
buying in advance “while | still can afford”); 16.5 31.0
seeking help from family 11.3 49.0
taking up work in shadow economy 11.0 46.0
seeking help from acquaintances 9.9 43.0
seeking help from NGOs 9.1 44.0
migrating to work abroad 8.0 52.0
taking jobs with lower skill/education requirements 7.7 56.0
taking lower-paid jobs 6.0 43.0

* Respondents could indicate more than one reply.
Source: Author’s compilation based on findings wipérical research in 2009 and 2015.

In 2009, soon after early signs of the crisis eraéng the Polish economy — carrying,
in particular, the threat of job losses — two pectitee attitudes proved dominant: econo-
mising on “anything you can”, (indicated by 40.9&spondents) and bringing consump-
tion down to necessity (30.8%). These attituded,especially the latter, were found to be
much more frequent in the 2015 survey, which mantgo either harder economic prob-
lems, as compared with six years previously, oreatgr propensity to save and control
everyday spending. The second explanation seems coowvincing, given that 2015 saw
a much lower percentage of those fearing a job (48%6) while at the same time the
proportion increased of those respondents who detlaringing consumption down to
necessity. Rationalisation of consumer behavious throved to be a side-effect of the
crisis. The 2015 numbers reveal lower spending lothing/footwear by 73% respond-
ents, on energy by 80% respondents, on out-of-hembertainment by 80%, on gadgets
by 77%, on eating out by 75%, and on food by 7%

In 2009, 77.5% of the respondents actively respdrid expected economic problems,
and the proportion seen in 2015 was similar (76.08bgre was an unchanged percentage
in both years (some 31%) of those seeking comiforeligious practice, and a small drop
in the share of those expecting government helpaasistance in improving the labour

13 Zmiany zachow polskich gospodarstw domowych pod wptywem kryzysd, by Bogdan Mroz. 2015.
Warszawa, Szkota Gtéwna Handlowa.

14 Anna Dybrowska, Mirostawa Jakekresto, Bogdan Mroz, Teresa Staby. 2015. Zmianghpwa polskich
gospodarstw domowych pod wptywem kryzysu — Il eapspodarstwa miejskie — badania empiryczne, War-
szawa, Szkota Gtéwna Handlowa, October.
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market situation. Significantly, the percentageé@ased of those dispelling/ignoring fears
of the future- from 6.3% in 2009 to 11% in 2015 — which may reffla 2015 increase in
social transfers and, possibly, a weakening of vatitn to work and actively seek im-
provement in the economic situation of consumedshauseholds.

In both surveys, answers were sought to the quesfidllow a worsening of consum-
ers’ and households’ financial situation influenc¢kdir use of paid services — remember-
ing about substitutive relationship between paivises and household members’ own
provision (some activities, such as house/apartnotgdning can be outsourced on a
commercial basis).

The comparison of 2009 and 2015 findings of theidog research confirms the con-
jecture that households’ worsened financial sibrateads to a reduction or abandonment
of paid services. The intensity of this reductidaladonment is diversified in accordance
with respondents’ socio-economic characteristieg, ibis noteworthy that the relevant
percentages increased perceptibly in 2015. Theg#si impact of aggravated economic
situation on service reduction/abandonment was seeespect of services which meet
less urgent needs, further down in hierarchy (&grism, culture) and services which can
be replaced with work performed by household mestbemselves (e.g., renova-
tion/construction, cooking). The biggest differemdsetween replies given in 2009 and
2015 were seen in respect of caregiving, renovatmostruction, insurance and food-
serving — cf. Tables.

Table 3. Categories where a worsened financial teitudas influenced or will influence limita-
tion/abandonment of using a paid service

Service category 2009 2015
Tourism 56 79
Culture and culture —related 46 75
Food-serving 43 75
Repair/construction 45 82
Telecommunications 35 59
Banking 31 58
Insurance 26 60
Education 25 52
Caregiving 21 60
Medical 20 49

Source: Author’s compilation based on findings @92 and 2015 surveys.

15 Zmiany zachow polskich gospodarstw domowych pod wptywem kryzysii,by Bogdan Mréz, op. cit.

16 Anna Dybrowska, Mirostawa Jasekresto M., Bogdan Mrdz, Teresa Staby. 2015. Zmiaaghowa polskich
gospodarstw domowych pod wptywem kryzysu — |l el@pspodarstwa miejskie — badania empiryczne, op.
cit.
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5. PARTICIPATION IN SHADOW ECONOMY AS A WAY TO LIMI T CRISIS
CONSEQUENCES FOR POLISH HOUSEHOLDS

In response to the economic crisis, a tough labwanket situation and shrinking wage
earning opportunities in the official sector, comgus and households resort to a variety
of adaptation strategies. These may include tHeviiaig:

- households forgo meeting some needs and bring dmmeumption, adjusting it to
their lower income earning potential;

— consumers seek to keep at any price the pre-diigig standards and consumption
levels, looking for new income earning opportusitigncluding in the shadow econo-
my). The ratchet effect, widely covered in liter@on consumer behaviour, is at work
here.

One behavioural variant of coping with the crisisconditions of official sector re-
dundancies, is to delve into the shadow economigiwthen acts as a buffer against
shocks in the official sector, producing incomen@ay opportunities for many house-
holds. This option, as a means of cushioning theseguences of economic slowdown
and preserving the living standards and consumpéiegls, was indicated by quite many
respondents in the 2015 survey in seven MazowieXkiodship towns (Ciechanow,
Ostrokka, Ptock, Radom, Siedlce, Sochacz&wardow) (cf. Table 4).

Table 4. Seeking jobs in the informal sector aseams of coping with the crisis in 2009 and 2015

Total and in breakdown by age % of respondent indications
bracket, education and net income 2009 2015
Total 11 44
Age group

-25-34 13 38
-35-44 10 46
-45-54 15 43

- 55-64 7 50
Education

- primary/vocational 12 40

- secondary 11 53

- higher 12 40
Net income of household

- up to 2000 zt (€ 450) 15 54

- 2001-3000 zt (€451-680) 10 35

- 3001-4000 zt (€681-910) 14 41

- 4001-5000 zt (€911- 1135) 6 43

- above 5000 zt (€1135) 17 44

- reply refused 8 60

Source: Author’'s compilation based on findings mofpérical research.

The survey demonstrates that taking jobs in therimél sector is seen by respondents
as an important means of replenishing the famikg@uin 2015, 44% respondents admit-
ted to looking for shadow economy jobs in an efformitigate the consequences of the
crisis (against just 11% in 2009). A comparison2009 and 2015 findings reveals an
enormous increase in informal sector engagemeat! inreakdowns (by age, education,



The implications of the economic crisis for ... 123

income, etc.) — cf. Table 4. The percentages aistbought from the informal sector rose
in all product/service categories over 2009-201%he most spectacular change was in
alcoholic beverages, where this proportion incréasearly six times, followed by com-
puter equipment/accessories (nearly threefold aserén the percentage in question) and
cosmetics (percentage almost doubled). In servibegpp table includes house/apartment
cleaning and window washing (nearly threefold gtowt the proportion of such services
purchased from the shadow economy), private tegcfviere the percentage more than
doubled), and repair of home appliances and rafi@duipment (more than doubling)

cf. Table 5.

Table 5. Goods and services purchased from thenmaflosector in Mazowieckie Voivodship towns
under study in 2009 and 2015

Product/service % of respondent indications
2009 2015
Food 40 71
Clothing 64 80
Footwear 53 72
Home appliances 41 46
Alcoholic beverages 6 34
Cigarettes 31 52
Cosmetics 34 66
Computer equip- 14 46
ment/accessories
Computer software 20 36
CD 17 36
Repair/construction 49 49
Caregiving 14 34
House/apartment cleaning, 11 32
window washing
Private teaching 17 39
Car repair 38 51
repair of home appliances and 22 54
radio/TV equipment

* Replies do not add to 100 because respondentd galicate more than one product/service.
Source: Author’'s compilation based on findings mipéical research.

Such eye-catching increase in the proportion opordents using informal-sector
products and services brings up a question absutritlerlying causes. While a precise
answer is hard to obtain, two factors seem to Ingireg to the fore. The respondents in the
Mazowieckie Voivodship towns under review must héei the pinch of the economic
crisis, and their dire financial condition forcetemn to increasingly buy goods and ser-

17 Bogdan Mréz, Rola szarej strefy w zaspokajaniuzedt polskich konsumentéw w warunkach kryzysu gespo
darczego, in: Reakcje polskiego konsumenta na krgospodarczy. 2009. ed. by Teresa Staby, Warszawa,
Szkota Giowna Handlowa; A.dbrowska, Mirostawa Jade<resto, Bogdan Mréz, Teresa Staby. 2015. Zmia-
ny zachowa polskich gospodarstw domowych pod wplywem kryzydli etap. Gospodarstwa miejskie — ba-
dania empiryczne, op. cit.
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vices from suppliers in the unofficial sector. Bupoor financial condition alone does not
explain the scale of this increase. A likely expléon is that in 2015 respondents were
more open and prepared to admit buying from thel@vaeconomy, not seeing anything
wrong in that. It may be that consumer attituded mrentality changed over the period
towards being more permissive: being a customéneinformal sector is now perceived
differently, no longer attracting sharp moral cigim and no longer carrying a stigma.

Table 6. Purchases of goods and services fronnfbamal sector as reaction to economic crisis

(Faced with an economic crisis, do you or your household members buy goods and services without
requesting a bill/invoice[i.e., in the shadow economy] ?)

Total and in breakdown by % of respondent indications
gender, age bracket, education 2009 2015
and town

Total 18 38
Age

- women 14 34
- men 21 42
Age

-25-34 22 35
- 35-44 17 30
-45-54 23 41
- 55-64 9 47
Education

- primary/vocational 20 58
- secondary 14 42
- higher 20 30
Town

- Ciechanéw 15 54
- Ostrotka 9 45
- Plock 16 25
- Radom 15 32
- Siedlce 33 36
- Sochaczew 17 20
- Zyrardow 17 56
Net household income

- up to 2000 z} (€450) 21 65
- 2001-3000 zt (€451-680) 19 30
- 3001-4000 zt (€681-910) 21 29
- 4001-5000 zt (€911-1135) 24 36
- above 5000 zt (€1135) 16 28
- reply refused 10 56

Source: Author’s compilation based on findings mojpérical research.

In their efforts to brave the economic crisis, aamers and households — in addition to
looking for additional employment outside the atficsector — also seek to rationalise
their consumer spending, and one way of achievingis through buying some goods
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and services from the shadow economy. Such acdguisiire often of inferior quality,
coming with no backup servicing but their costs peeceptibly lower, thus pulling con-
sumers and households into the embrace of thenmaflosector.

This was confirmed by findings of the author’'s omesearch, demonstrating that en-
trenchment-induced purchases from the informal ecgnwere declared by a much high-
er proportion of the respondents in 2015 (38%) tha2009 (18%). Buying on the unoffi-
cial market was more frequent among men (42%) thamen (34%) and among elderly
people (47% of the respondents in the 55-64 agekbta- cf. Table 6). Seen from another
angle, the heaviest buyers in the shadow economthase with primary/vocational edu-
cation (58% respondents in that group).

In by-income breakdown, the penetration of shadoanemy purchases is strongest
among households with the lowest net incomes, b@@00 zloty (€450) per household
(64% respondents representing households in tb@rie bracket). Among the researched
towns of Mazowieckie Voivodship, the highest petage of respondents who in 2015
purchased from the second economy with a view tme@mising was irzyrardéw (56%)
and Ciechanow (54%), and the lowest in Plock - 26fb Sochaczew - 20%

6. WHAT THE CRISIS TAUGHT POLISH CONSUMERS

In the past quarter-century, and especially instlidy, traumatic years of transition, Polish
consumers often found themselves compelled to athuthe changing economic condi-
tions. Following the switch from a centrally platheconomy towards a free market
system, real incomes took a nosedive and peopledaginvent themselves in the new
economic realities.

With the “shock therapy” receding into the pasting standards and consumption
levels gradually began to recover and Poles gresusiomed to hard economic con-
straints when planning their consumer spendingstép with these processes, a modern
consumer society could be seen emerging in Poleordplete with a fascination for the
world of shiny merchandise and shopping malls. Wit economy picking up speed,
expansive consumerism and materialistic valuesdaurfiertile ground among the grow-
ing numbers of Polish consumers.

The crisis of the 21st century’s first decade cawea cold shower for the consumer
spree which was largely credit-financed (especiaily respect to real estate and certain
durables). Polish consumers and households weserdiguiired to sit a test — so to speak —
of maturity in conditions of a modern capitalisbeomy, with its natural cycles of expan-
sion and contraction. It is fair to say that theygged this test, while enriching themselves
with new insights and experiences.

After a period of uncritical enthusiasm over thevrsystem (a syndrome of “Alice in
capitalist wonderland”), Polish consumers have grawore mature, more aware and
better aligned with the realities of a free markebnomy?®. The recent economic crisis
thus had a positive side to it, by toughening Potisnsumer and households, and inject-
ing in them a resistance to the vicissitudes of enndlay cyclical fluctuations. Adjust-
ment to the crisis-induced changes in economic itiond was more mature than in the

18 Anna Djbrowska, Mirostawa JakdKresto, Bogdan Mroz, Teresa Staby. 2015. Zmianghaavan polskich
gospodarstw domowych pod wptywem kryzysu — |l e@pspodarstwa miejskie — badania empiryczne, ap. ci

19 Bogdan Mr6z, Konsument w globalnej gospodarcey perspektywy. 2013. Warszawa, Oficyna Wydawni-
cza, Szkota Gtéwna Handlowa.
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early stages of the country’s systemic transforomain the early 1990s, when a trauma of
crashing into market economy realities was followgd swift increase in consumption.

Still, the Polish consumers and households hatéoymatch their counterparts in the
most advanced capitalist countries when it come®&oling the macroeconomic signals
that precede a downturn and quickly adjusting &danging economic conditions. This
is understandable, remembering that the buildingoohomic awareness and smart con-
sumer education require a lot of time to completd ehave to be backed by “empirical
tests” of how economic perturbations influence #weryday life of consumers and
households, bringing new experiences in the process

It is hard to establish unequivocally how much thange in Poles’ living conditions
induced by economic slowdown has influenced subjedssessments of the quality of
peoples’ lives. It can only be surmised that whesasumption of certain goods and ser-
vices caved in, this found reflection in lower mabive assessments of the quality of life
in those households. In other households, thesasmmnt of how economic slowdown has
impacted the quality of life was strongly diversdi in accordance with the extent of
deprivation of needs, levels of aspiration, memnifiprsn certain social/occupational
groups, etc.

Polish households took an attempt to limit thesemuences of economic slowdown
by taking various kinds of remedial action and dd#pn to the changed crisis-time eco-
nomic conditions. The adjustment effort was focusedseeking to keep the pre-crisis
living standards and consumption levels, givingoughe meeting of some needs, revising
consumption priorities of household members, arttingudown on some consumer ex-
penditures.

Poland is a country “working its way up”, wherensamption and quality of life still
lag far behind the most advanced capitalist natiSasne consumers, seeking to catch up
in a civilisation race and yearning for Westerruagfice, have turned to credit as a means
of fulfilling their rampant consumer aspirationsddimancing purchases of some consum-
er goods (especially homes/apartments, cars, fwenitonsumer electronics, home appli-
ances, etc.). This led to an increase in houseld#ts and problems with repayment. It
would certainly be a welcome development if botidkers and borrowers in Poland took
to heart the tenets of responsible lending andolwéng. Large-scale public education
campaigns would be welcome here. Consumers shealise that the consequences of
their decisions about going into debt will havebtoborne for years to come, and that the
price of chasing consumer goods and living beyomelsomeans may prove to be exces-
sive. It is to be hoped that this will be among kiey lessons drawn from the latest eco-
nomic crisis by Polish consumers and households.

7. CONCLUDING REMARKS

While the consequences of the latest crisis fortbksh economy have been less painful
than in other countries and coming with some delag,economic slowdown did make
some impact on consumers and households. Sloweitlymaf the official sector had the
effect of curtailing income-earning opportunitigslacausing problems with the balancing
of many households’ budgets.

The present article highlights selected aspecBotfh households’ efforts to adjust to
the consequences of the economic crisis. The a@salf/shanges in the level and structure
of consumption spending leads one to concludeRbésh households have demonstrated
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an ability to adjust to the changing economic tedj as reflected in their planning family
budgets more rigorously, restricting and/or ratlsieg some consumer spending items,
giving up on the satisfaction of some higher-omtseds, controlling expenditure on electric-
ity/gas/water, looking for new sources of incomerking in the shadow economy, etc.

One could therefore venture the opinion that, teedain extent, the latest economic
crisis played an educational role, by giving Polisinsumers and households a lesson in
how to function in a free-market capitalist econowlyere cyclical ups and downs are a
matter of course. Importantly, it has been a kégaavay from the crisis for consumers
that economic growth has its limits, and that théhpf rampant consumerism, debt and
living beyond one’s means may lead many of theim éntleadly trap.
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WPLYW KRYZYSU GOSPODARCZEGO NA ZACHOWANIA
KONSUMPCYJNE POLSKICH KONSUMENTOW

Kryzys gospodarczy, ktory z ig intensywndcia odczuto wiele krajow néwiecie nie
pozostat bez wplywu na zachowania polskich konsuéveri gospodarstw domowych.
Spowolnienie gospodarcze uruchomitogcsére reakcji dostosowawczych i strategii adap-
tacyjnych do zmienionych kryzysowych realiéw gospaavania. Wiele gospodarstw do-
mowych, zwlaszcza dyspongych nizszymi dochodami, zmuszonych byto ogranicayy-
datki konsumpcyjne i zaspokojenie niektérych pdirpeaz zrewidowa przedkryzysowe
wzorce konsumpcji. W Polsce konsekwencje ostatnie@gaysu gospodarczego nie byty
tak dramatyczne, jak w innych krajach, jednak sgoigaie gospodarcze wptglo na stan-
dard zycia i zachowania polskich konsumentéw oraz gosmidadomowych, skutkgg
m.in. racjonalizag ich zachowa i wydatkéw konsumpcyjnych. Mma rownie s3dzi¢, ze
ostatni kryzys gospodarczy sktonit polskich konsaoter do refleksji nad przedkryzysgw
goraczka konsumpcji opartej na zaganiu kredytow, rewizji systemow waftn, a take
do porzucenia, lub przynajmniej ograniczenia, nialistycznego nastawienia dgycia.
Podstawowym celem artykutu jestémaetlenie najwaniejszych zagadniezwigzanych z
wptywem kryzysu na zachowania konsumpcyjne polskichsumentéw na podstawie do-
stepnych wynikéw rénych bada empirycznych oraz wiasnych badankietowych prze-
prowadzonych w 2009r. i w 2015r. Pelgibna analiza nowych pokryzysowych tendencji
w zachowaniach konsumpcyjnych i wzorach konsumpspotczesnych Polakéw, odwotu-
jaca st do dosgpnych danych statystycznych, raportéw badawczyelz arynikéw bada
empirycznych mege dostarcz§ uzytecznych wskazowek i rekomendacji dla decydentéw
ksztattupcych polityle gospodarcg, menederdw i korporacyjnych strategow.
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