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THE DETERMINANTS OF SHOPPING PLACE SELECTION
IN POLAND - THE SURVEY RESULTS

Summary

Goal — The aim of the empirical research using the electronic survey questionnaire was to identify
the determinants of consumers’ behavior on the market on the basis of the type, place and frequency
of purchasing goods that satisfy the basic needs.

Research methodology — There were presented results of the survey conducted online (n=482)
in Poland. The character of the sample was random and representative.

Score — The research showed that 97% of respondents do shopping at least once a week, whereas
33% of surveyed individuals go shopping every day. There was observed statistically essential depend-
ence of preferences related to the shopping frequency on the age and the character of the town and re-
gion. The selection of the shopping place was, in statistic terms, influenced by the region — voivodeship
(except for coffee/tea ) and by the character of the town (except for bakery products and sweet baked
goods) ot the level of incomes (chiefly with regards to the purchase of cold meats and coffee/tea).

Key words: consumers’ behaviors, shopping frequency, shopping place, determinants of shopping,
consumption in Poland

JEL classification: D12, D15
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1. Introduction

The aim of the empirical research using the electronic survey questionnaire was
to identify the determinants of consumers’ behavior on the market on the basis of
the type!, place? and frequency® of purchasing goods that satisfy the basic needs.*
The necessity to conform to certain work volume did not enable making a precise
analysis of all the essential factors included in the survey questionnaire. The ques-
tionnaire was limited to analyze only the basic factors, i.e. the age of the respondent,
the number of persons in a household, the town’s character (village, a town with less
than 100 000 inhabitants, a town with 100 000-500 000 inhabitants, and a city with
more than 500 000 inhabitants), the region of residence (voivodeship), the place of
residence — voivodeship, the average monthly spending on shopping in a household
in general.

Owing to the adopted methodological assumptions of the research, the statistical
analysis is focused on consumers. The research comprised the group of 482 respon-
dents who do shopping in Poland.

2. Literature review

The knowledge of the consumer’s decisions is trade basis — a consumer is an ac-
tive (not passive) participant of market interactions [Chmielak, 2015]. The prefer-
ences, expectations, satisfaction and all the other emotional states of a purchaser set
the direction and scale of the activities undertaken (at present and in the future) by
trade companies [Anselmsson, 2006; Rajagopal, 2011]. The selection of the place of
doing shopping and its frequency are of considerable importance in the times of the
purchaser’s market and considerably stronger necessity to build efficient competitive
advantage [Carpenter, Moore, 2006]. The usefulness of market research in this de-
gree increases proportionally to the increase of the uncertainty of activities under-
taken by trade entities. The uncertainty increases simultaneously with the expansion
of outlet and the assortment of offered goods [Jaciow et al., 2013, p. 26; Kaczmar-
czyk, 2003, p. 17; Kamran-Disfani et al., 2017; Mitchell, 1992]. Additionally, there
are observed changes in the shopping behaviors of purchasers [Bell et al.,, 2011;
Nilsson et al,, 2017]. The changing needs and preferences of consumers are
accompanied by the multitude and diversity of the sources of information regarding

1 Types: in gourmet groceries, in discount stores (Biedronka, Lidl, Aldi, Netto, etc.), in hypermarkets
(Tesco, Auchan, Carrefour, ...), in stores located near home (local one or Zabka), in ecological
stores, in Internet stores, in supermarkets (e.g. Intermarche, Piotr i Pawel).

2 Place — The research was conducted mainly in two voivodeships — Dolnoslaskie and Podlaskie and
also for controlling purposes in all remaining ones by using the principle: 50% — the indicated two
voivodeships for comparison and 50% — other voivodeships.

3 Type: once a month, a few times a month, once a year, twice a year, a few times a year, occasio-
nally, I never buy.

4 Type: food products; housewares /RTV; clothes, underwear, shoes, bags /handbags, books, jewelty,
medication, domestic detergents, cosmetics.
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the products and change in the trade structure [Kim, Lee, 2008]. In the shopping
process there are listed not only factors that are taken into consideration by
consumers, but there is included also the place where shopping is done [Angowski,
Domanska, 2015, p. 386; Caitlin et al., 2017; Hill, 1988; Morganosky, Cude, 2000;
Ruff 2016; Urban, Michatowska, 2013, p. 136; Urban, Michatowska, 2013a, p. 109].
The selection of the place of purchasing goods constitutes one of the stages of the
purchasing process. At the beginning of this process there arises the general problem
of selecting the type of a shop, the subsequent stage is related to seeking
information and later on alternatives are analyzed and the final decision is made
[Angowski, Domariska, 2015, p. 387; Gensler et al., 2012, p. 988; Kamran-Disfania
et al., 2017]. Therefore, one may assume that the purchaser assesses the possible
purchase places while taking into consideration, among others: the accessibility of
products, the time devoted to shopping and the price [Jacobs et al., 2010, pp. 169-
171].

The changes that have occurred in recent years in the trade sector in Poland
contributed to the fact that consumers have larger possibilities as regards the place
of doing shopping. They may select: marketplaces, food stores, supermarkets and
hypermarkets, discount stores, specialist stores and Internet stores. In recent years in
Poland there has been observed dynamic growth of the network of discount stores.
At the end of 2016 their number was estimated as more than 3.800. In comparison
with 2015 there were 116 stores more stores. Discount stores compete with other
trade forms by offering better prices. The price is one of the basic factors that are
taken into account during the purchase of food [Kosicka-Gebska et al., 2011].

In the development of the trade sector considerable importance is also attached
to the shopping frequency of consumers. In accordance with the report prepared by
Pentor, Polish consumers more willingly do shopping ad hoc — they spread shop-
ping over time — they do shopping on various week days (yet the dominating role of
Friday and Saturday is still observed), seek savings in a larger number of shops by
appreciating smaller stores [Zachowania zakupowe..., 2010]. There are more people
who devote little time for doing shopping (e.g. one hour a week). They do their eve-
ryday shopping in the stores located in the vicinity of their home when the com-
muting time does not exceed 10 minutes [Zachowania zakupowe. .., 2010].

Consumers’ preferences regarding, among others, the shopping place and fre-
quency determine the selection of the location and assortment policy by trade com-
panies [Szwacka-Salmonowicz, 2003, pp. 34, 87].

3. Data collection and methodology
3.1. Data collection
The presentation of analyzed issues is based on the results of the survey con-

ducted in February 2018 in all voivodeships. The survey had anonymous character.
The selection of respondents was random, but still it was controlled in terms of the
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age, the place of residence of respondents, the size of a household. For the needs of
this statistical analysis there were selected 482 propetly filled in questionnaires, i.e. 3-
4% respondents from 14 voivodeships, which constituted 50% of sutveyed
individuals and 50% of answers given by people living in Dolnoslaskie (133
individuals) and Podlaskie (133 individuals) voivodeships in order to make a compa-
rative analysis. In the analyzed group every third respondent represented a house-
hold composed of 2 persons, every fourth respondent was from a household
composed of 4 persons. One half of respondents comprised people who are older
than 29 years old, whereas the second half included persons in the age from 30 to
more than 70 years old.

The empirical research was realized thanks to the technique of a survey while

using an electronic survey questionnaire that is available online.

The survey questionnaire included two basic questions that described:

—  the frequency of doing shopping as regards food products, housewares/RTV,
clothes and underwear, shoes, bags, jewelry, books, medication, domestic
detergents, cosmetics and other items necessary for man’s existence (symb.
Xat; Xaz,...Xai2, for the mentioned 12 groups of goods); the range of ans-
wers comprised, among others: every day, a few times a week, once a month,
a few times a month, once a year, twice a year, a few times a yeat, occasio-
nally, never;

—  the place of most frequent purchases of: bakery products, cold meats,
sweets, dairy, vegetables and fruits, baked sweet products, coffee and tea
(symb. variable Xp1...Xy7; for the 7 listed groups of goods); the range of an-
swers comprised, among others: in gourmet groceries, in discount stores
(Biedronka, Lidl, Aldi, Netto etc.), in hypermarkets (Tesco, Auchan, Carre-
four, ..), in the stores located near home (a local store or Zabka), in eco-
logical stores, in Internet stores, in supermarkets (e.g. Intermarche, Piotr
i Pawell);

—  the main determinants of the purchase location.

3.2 Methodology

Statistical methods included in this part of the paper are based chiefly on the
basic statistical methods that could be employed while using the available empirical
material. Owing to the fact that in the majority of cases the analyzed characteristics
had quality character, the most frequent description concerned the structure, inten-
sity of a certain process, the comparisons of structures for various subpopulations
(in accordance with the division into a town — village or division depending on the
sex or age).

In order to specify whether, owing to selected classification criteria of the ana-
lyzed group of consumers, the selected qualitative variables: X (possessing the cate-
goties X7, Xo, ... X)) 1 Y (with categories Y7, Y2, ... Y)) are self-reliant, there were
constructed proper contingency tables (also known as a cross tabulation or crosstab)
with r lines and s columns and there were used basic measures of independence
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[Aczel, Sounderpandian, 2017, pp. 747-760; Szreder, 2010, pp. 170-175]. The lines in
such table correspond to the levels of one classification category — the value of vari-
able X (e.g. Xa — the frequency of purchases of selected groups of goods® and Xp —
the place of the most frequent purchase of the selected groups of goodsS), and
columns — second classification category — the values of variable Y (e.g. Y1 — age
group, Y2 — the character of the town of residence, Y3 — the number of persons in
a household,Y4 — a voivodeship and Ys — the average monthly expenditures on
shopping). The inside of the contingency table denote the numbers of #; these
elements of our 7 — element sample (#=482), where the values of both characte-
ristics belonged to #line of j column. To sum up, in lines and columns of most
numbers 7;there are obtained marginal values, i.e. for /line it amounts to:

S
P =D

=L fori=12,. M

=l and for j column: for j=1,2,..., s 2

In order to verify the truthfulness of the hypotheses regarding the independence
of classification variables X and Y (at the adopted relevance level «=0.05), there was
offered the most frequently used independence test %2, which is based on the possi-
bility to calculate the anticipated numbers — theoretical in contingency table (which
means numbers that would be expected if there was dependence between the varia-
bles).

On the basis of data from the sample there was specified the value of test statis-
tics:

7=y Z—(nj _.n.pij)z
=l j=1 n pij (3)

By using statistic packages the decision regarding either rejection/acceptance of
the zero hypothesis was made on the basis of the probability value p (p-value) calcu-
lated (on the basis of sample data) for the specific value of test statistics ¥2
If p-valne was lower or the same as the adopted relevance level «=0,05, the hypothe-
sis regarding independence was rejected.

Apart from checking whether the selected variables are dependent it was inter-
esting to specify also how strong the dependence was. In practice, the majority of

5 Food products; housewares/RTV; clothes, underwear, shoes, bags, books, jewelry, medication,
domestic detergents and cosmetics

6 Bakery products, cold meats, sweets, dairy, vegetables and fruits, sweet baked products /sweets,
coffee / tea.
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the existing dependence measures (correlation measures) of quality features are con-
structed on the values of statistics y2 The most frequently used coefficient was
v—Yule coefficient in the following form:

2

p=.%
" )

The coefficient (4) adopts the values from 0 to 1. If the values of the coefficient
oscillated around 0, it showed the independence of values X and Y (the lack of con-
nection between the variables). When the value of a certain coefficient was closer to
1, the stronger was the dependence between the analyzed characteristics X and Y.

The calculations were made using Excel spreadsheet program and the statistical
package STATISTICA.

4. Results

In accordance with the expectations (knowledge of the needs and the frequency
of purchases of basic consumption goods) the data obtained from the survey re-
search showed that most frequent shopping (at least once a week) is done in case of
food products — 97% of the total number of respondents (also every day — approx.
1/3 of respondents).

At the most a few times a month— there were purchased mainly domestic deter-
gents, cosmetics and clothes, whereas at the most a few times a year — chiefly shoes
and underwear. The vast majority of respondents purchased jewelry occasionally
(comp. table 1).

-

In case of coefficient ¢ — Yule, if r > 2 and s — optional, ¢ may be slightly higher than 1.
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TABLE 1

The percentage structure of the frequency
of purchases of the analyzed groups of goods
The frequency of purchases (Xa)
Selected groups of l-afew |1-afew | 1-afew .
goods Every times times times a occasio- never
day aweek | amonth year nally

Food products 32.8% 64.2% 2.6% - 0.4% -
Housewares / RTV - - 5.9% 43.8% 49.5% 0.8%
Clothes - 2.2% 53.9% 37.0% 6.9% -
Underwear 0.2% 0.4% 31.5% 60.0% 7.9% -
Shoes - 0.4% 6.1% 81.9% 11.6% -
Bags/handbags - 0.2% 2.3% 45.3% 46.1% 6.1%
Books - 1.0% 14.5% 40.5% 38.7% 5.3%
Jewellery - 0.2% 1.8% 30.1% 61.6% 6.3%
Medication 0.2% 2.4% 38.6% 35.5% 22.7% 0.6%
Domestic detergents - 5.9% 68.0% 19.0% 5.3% 1.8%
Cosmetics - 4.1% 67.0% 23.2% 4.5% 1.2%
Source: own elaboration based on data from the survey.

TABLE 2

The percentage structure of selected places for the purchase
of the analyzed groups of goods

Shopping place (Xs)

g [y ’J g [
W ~~
8 4 |€%8| g5 | 85 |8¢83
] o =1 = | =t & o 4
sE| 5 25%| $5| T3
Groups of goods R ® B> A 2 s 8 |2EN
b= ® iy g & 20 |9 b
5 = 2 2 8% =] ¥ . | 3.8 8
> 3 £ % o g S g =<3
2. | & Ead|l 29 ES |3 ¢E
_: o M S E -
& > 39| AT ¢ |8 8.2
- o-¥: 9 &2 gL
gv| 8| g-
Bakery products 5.5% | 10.1% 8.3% 33.7% 3.2% | 33.3%
Cold meats 7.9% | 7.9% 18.7% 21.1% 6.7% | 22.7%
Sweets 0.2% | 9.9% 1.6% 54.2% | 15.4% | 12.0%
Dairy products 4.9% | 9.7% 5.1% 49.9% | 11.4% | 14.0%
Vegetables and fruits 12.2% | 9.5% 3.0% 46.0% 8.1% 15.2%
Sweet baked products 3.7% | 11.8% 8.5% 39.4% | 11.0% | 11.8%
Coffee / tea 1.6% | 8.3% 2.6% 55.0% | 19.1% | 5.7%

Source: own elaboration based on the research results.
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TABLE 3

The results of independence tests (p-value) for the qualitative variables
Xa — the frequency of purchases of selected groups of goods
and Y — the selected determinants of consumers’ behaviors

Selected determinants? (Y)

The frequency of the Yz - the Ys - the aVZiage

putchases of selected Y - number character Yf‘ - monthly

groups of goods age .of persons | of tl}e lo- voivo- expendi-

in a house- cation/ deship cures on

hold place shopping
Xa1 — food products 0.427 0.887 0.716 0.435 0.952
X2 — housewares / RTV 0.099 0.322 0.335 0.162 0.450
X3 — clothes 0.003 0.918 0.340 0.491 0.253
Xas — underwear 0.119 0.731 0.148 0.268 0.880
Xas — shoes 0.390 0.458 0.098 0.650 0.130
Xae — bags / handbags 0.161 0.903 0.012* 0.920 0.857
Xa7 — books 0.017* 0.535 0.001* 0.643 0.120
Xas — jewelry 0.785 0.155 0.137 0.388 0.313
X9 — medication 0.000* 0.435 0.228 0.002* 0.867
;ﬁ;‘ domestic deter- 0.002% 0.002* 0.180 0.355 0.018%
Xa11 — cosmetics 0.049* 0.404 0.802 0.829 0.949

2Y7: age groups: less than 24; 25-30; 31-39; 40-49; 50-59; 60-69; 70 and over;

Y2: 1,2, 3, 4 and 5 or more persons in a household;

Y3: a village, a Town with: less than 40 000 inhabitants,100,000-500,000 inhabitants ; from
41,000 to 100,000 and more than 500,000 inhabitants;

Y4: voivodeships: Dolnoslaskie and Podlaskie

Ys: the ranges of incomes (in PLN): less than 1000,00; 1000,01-2000,00; 2000,01-3000,00;
3000,01-4000,00; 4000,01-5000,00 and 5000,01 and more.

Statistically significant dependence (at level p<0.05) ate given in a table *

Source: own elaboration based on data from the survey.

The obtained results of the survey research showed considerable difference in
terms of the selection of the place of purchases of particular groups of food prod-
ucts. The most popular shops were discount stores (Biedronka, Lidl, Aldi, Netto, ...),
mainly in case of the purchases of coffee/tea, sweets and daity products. On the
other hand, in case of bakery products and cold meats the stores located near home
(local stores, Zabka) were as popular as the aforementioned discount stores. Among
the analyzed groups of goods bakery products and cold meats were most frequently
bought in gourmet groceries (characterized by high prices, but also by the good
quality of products) than hypermarkets. For all the analyzed groups of goods very
insignificant role was played by both Internet and ecological stores.
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By using statistic tests, attempts were made to solve the following problem:
whether there are major statistic differences (at the level of 0.05) in terms of the
shopping frequency and place depending on the consumert’s age, the number of per-
sons in the consumer’s household, the place of residence and wealth specified by the
average expenses on shopping. Therefore, it was checked whether there is depen-
dence of consumer behaviors on the selected determinants characterizing the re-
spondents.

Tables 3 and 4 present the results of the conducted tests ¥%, with the restriction
made to only the basic parameter p-value. With the exception of, among others, do-
mestic detergents for all the other groups of goods there was not observed statisti-
cally essential dependence between the frequency of shopping and both the number
of persons in a household and the average level of expenditures on shopping — rele-
vance level p>0.05 (comp. table 3).

TABLE 4
The results of independence tests (p-value) for the quality qualitative varia-
bles Xp — shopping place of selected groups of goods and Y — selected deter-
minants of consumers’ behaviors

Selected determinants? (Y)
Y,-the | Y;-—the Yi N
Selected groups Y- number character Y- ;l:’:n?ﬁe
of goods ! of persons | of the loca- | voivo- Y
age . . . expendi-
in a house- tion/ deship cures on
hold place Hres ¢
shopping
X1 — bakery products 0.000* 0.628 0.453 0.015* 0.111
X2 — cold meats 0.001* 0.000* 0.000* 0.001* 0.010*
Xp3 — sweets 0.000* 0.494 0.017* 0.000* 0.052
X4 — dairy products 0.000* 0.628 0.002* 0.002%* 0.214
X3ps — vegetables and fruits | 0.000* 0.496 0.001* 0.011* 0.803
X - sweet baked 0.000% |  0.016* 0.093 0.001* 0.122
products
X7 — coffee/ tea 0.000* 0.216 0.000* 0.167 0.000*

2comp. table 3.
Source: own elaboration based on data from the sutvey.

For the vast majority of groups of consumption goods also the character of the
place of residence and the region (whether it is Dolnoslaskie or Podlaskie voivode-
ship), in statistic terms, had no considerable impact on the shopping frequency.

In terms of the way shopping frequency of such goods as: clothes, books, medi-
cation and domestic detergents has changed, there were differences depending on
the consumer’s age. The dependence level is evaluated by using Yule coefficient ¢
which increased at most by approx. 0.4.
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Slightly different results of statistic tests were obtained for variable X — shop-
ping place (comp. table 4). Namely, in case of all the products there was rejected the
hypothesis regarding the equality of structure indicators in accordance with the con-
sumet’s age groups, i.e. there occurred statistic dependence of the preference of
shopping place on age (especially for cold meats; the coefficient amounted to
slightly more than 0.4). The selection of shopping place was considerably influence,
in statistic terms, by the region of residence — voivodeship (for the majority of
groups of goods, with the exception of coffee/ tea), and also the character of the
town (for the vast majority of groups of goods, with the exception of bakery prod-
ucts and sweet baked products). On the other hand, in the analysis of the variable —
the number of persons in a household there was no basis for rejecting the hypothe-
sis regarding the equality of structure indicators, i.e. there were no basis for rejecting
the hypothesis regarding the dependence of the purchase place on this variable.

5. Conclusions

The conducted research implies that 97% respondents do shopping at least once
a week, as many as 33% reviewed persons go shopping every day. High frequency
results from the need to purchase food products. Polish people purchase domestic
detergents a few times a month, clothes, shoes and underwear — a few times a year
whereas jewelry — occasionally. The most frequently selected type of retail trade is
a discount store where respondents purchased sweets, dairy products, coffee, tea,
vegetables and fruits. The conclusion was drawn that respondents select better
quality of cold meats, vegetables and fruits in stores that are located near their home
but guarantee high quality.

There was observed statistically essential dependence of preferences in terms of
the frequency of purchases on the consumer’s age (especially in case of medication
and clothes) and on the character of the town and the region (in particular, as re-
gards the purchase of cold meats and coffee/tea). The selection of the shopping
place was in statistic terms considerably affected by the region of residence — a voi-
vodeship (for most groups of goods with the exception of coffee/tea), and by the
character of a town (for the majority of groups of goods, with the exception of bak-
ery products and sweet baked products) or the level of allocated incomes (mainly as
regards the purchase of cold meats and coffee/tea).
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