
Research and analysis:

IN CRISIS
TO E-COMMERCE

Content Partners:Author:



In crisis to e-commercewww.eizba.pl2

03 Introduction

10 Households financial  

condition

SPIS TREŚCI

06 What's in store  
for us this fall?

15 Poles' financial  
strategies for  
troubled times

23 Poles’ shopping  
Strategies for   
difficult times 33 E-commerce  

as a cure  
for the crisis

42 Different people  
- different strategies  51 Methodology 



In crisis to e-commercewww.eizba.pl3

As we prepare this report, we are at the end of summer and vacation. We are at the end of August and Poles  
are seriously beginning to worry about what will happen in the fall. The biggest fears are inflation and the  
specter of an economic crisis, but also the likely return of a pandemic. We are concerned about possible 
shortages and disruptions in the supply of raw materials and restrictions on the ability to purchase certain goods. 
Inflation of 20% or more is predicted by one in four Poles. Concern is compounded by the poor financial 
situation of consumers. Only 16% of respondents assess the situation of their household as good or very good. 
Changes for the better in the near future are expected by 12%, and for the worse by as many as 36%. Poles have 
no savings, and if they do, it is most often at a level not exceeding PLN 10,000.  

However, we do not remain passive in the face of the coming crisis. We keep a household budget (79%),  
we intend to save (30%), and above all, we take many measures to optimize our spending (71%). As the results 
show, the financial and shopping strategies adopted in this difficult time are very different, but often involve 
moving a significant part of shopping to the Internet, which 58% of all people surveyed and 79% of e-buyers 
consider the most attractive shopping channel, allowing rational and optimal purchases.  
In the report you will find not only an analysis of the current situation of Poles, but also a description of the 
strategies used to improve the financial status quo from the income or outgoings side, i.e. optimization of 
spending.   

We hope that the study will not only show you how serious the country's economic situation is as seen through 
the eyes of Poles, but also how dynamically we react and act as consumers. We believe that the information 
presented will both inspire you to take corrective measures within your own household budget, as well as 
business-wise help you design communication and sales activities to minimize potential losses during the 
economic downturn. We warmly invite you to read and, as always, we look forward to a lively discussion of the 
results. 

DEAR READER,
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e-Chamber actively participates in the process of e-commerce development and actively educates Polish 
consumers and e-entrepreneurs and supports them in building business relationships to reach beyond our 
country's borders. Uninterruptedly for the past 9 years, e-Chamber, together with the wonderful affiliates that 
make up its strength, has made significant contributions to the development of e-commerce in Poland and 
Europe. We stand up for the interests of both sellers and buyers. We invite you to cooperate in all ongoing 
legislative projects and activities within the framework of the Same Start and the project Digital Poland.  
Package of Changes, School of Digital Economy, Responsible e-commerce Project, Competitions: e-Commerce 
Poland awards, e-Commerce Director of the Year, Performance Marketing Diamonds. More about the activities 
of the Chamber of Digital Economy on our website www.eizba.pl.  

Together we can create a strong Polish e-commerce.  

We invite you to cooperate with us.

PATRYCJA  
SASS-STANISZEWSKA 
PRESIDENT OF THE BOARD 
OF CHAMBER OF DIGITAL ECONOMY

KATARZYNA  
CZUCHAJ-ŁAGÓD 
MANAGING DIRECTOR,  
MOBILE INSTITUTE 
MEMBER OF THE COUNCIL  
OF CHAMBER OF DIGITAL ECONOMY



In crisis to e-commercewww.eizba.pl

KEY FINDINGS

5

 
ONLY 16% OF 

RESPONDENTS 
ASSESS THEIR 

FINANCIAL SITUATION 
AS GOOD AND EVERY 

3. PREDICTS THAT 
THEIR SITUATION 

WILL WORSEN IN THE 
COMING MONTHS

INFLATION IS FEARED 
BY 54% OF POLES, 
AND ONE IN FOUR 
BELIEVES THAT ITS 

LEVEL WILL REACH AT 
LEAST 20%

78% OF 
HOUSEHOLDS 
MAINTAIN A 
HOUSEHOLD 

BUDGET

 
31%  

OF CONSUMERS  
INTEND TO BUY 

EVERYTHING POSSIBLE 
ONLINE DUE  

TO THE CRISIS71% OF CONSUMERS 
TRY TO OPTIMIZE 

SPENDING 

 
ACCORDING TO  

58% OF INTERNET USERS,  
E-COMMERCE SHOPPING 

 IS MORE OPTIMAL

THE POSSIBILITY  
OF ECONOMIC CRISIS  

IN POLAND MAKES  
41% OF POLES 

FEARFUL, WHILE  
THE CRISIS IN EUROPE 

AND THE WORLD IS 
FEARED BY 34%

79%  
OF CONSUMERS 
HAVE CHANGED 

THEIR SHOPPING 
BEHAVIOR DUE TO 

THE COMING  
CRISIS

32%  
OF INTERNE 

T USERS THINK 
THE SITUATION 
 IN POLAND IS 
WORSE THAN  

IN OTHER 
COUNTRIES



www.eizba.pl

WHAT'S IN STORE  
FOR US THIS FALL?

01



www.eizba.pl In crisis to e-commerce

Poles are aware that autumn can be - both domestically and internationally - a very difficult time. Virtually every 
one of the 1,526 people surveyed indicated that they fear something in the context of the economy or security. 
By far the most common is a price increase, which 54% of those surveyed fear, a pandemic (49%) and an 
economic crisis at home country (41%) and around the world (34%). Every 2nd person is also concerned about 
the development of the situation in Ukraine and, despite the fact that Poles generally do not foresee the war 
"spilling over" into Poland, they are concerned about its prolongation and economic consequences for the entire 
region. The price and access to energy sources, such as gas and coal, is also becoming an increasingly visible 
problem. Every 3rd Pole is concerned about energy supply interruptions, the so-called blackouts. 
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 What is causing your 
anxiety at the moment?

What causes your greatest 
fear at the moment?

To what extent do you 
think it is likely that...  

[rating 0-5]

Significant price increase  
in Poland 54% 19% 3.25

 Prolonging war  
in Ukraine 52% 21% 3.20

 Return of the  
pandemic 49% 14% 3.58

Economic crisis  
in Poland 41% 10% 3.55

 Power cuts 33% 8% 3.10
Environmental crisis 30% 5% 3.37

Who is most worried about the economic situation? The rating of the likelihood of a crisis in the autumn, which 
was 3.55 among Poles on a scale of 0-5 - among women it rises to 3.77, in the group of people aged 45+ years to 
4.02, residents of large cities to 4.04, and among people with a university education even to 4.15. People who 
shop on the Internet (3.72), as well as those earning more than PLN 5,000 net / month, have savings and invest 
(rating of 4.3) are also much more worried about the current economic situation and a potential crisis. 

WHAT WILL HAPPEN IN THE FALL? 

Chart 1 - Main factors inducing anxiety 
Report In crisis to e-commerce, N=1526, all respondents
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The perceived fear is also fueled by the rather pessimistic vision that Poles in general have about the future of 

humanity. We predict that even if we survive the next waves of pandemics, the world will not recover quickly 

from them (rating 3.36 on a scale of 0-5). We are also increasingly concerned about our security, and not just 

financially. 23% of respondents indicated that they are considering emigrating to another country due to the 

current economic situation, but also due to the proximity of hostilities. On the other hand, some respondents 

hope that "humanity will emerge better from the pandemic," as people will try to live more consciously. We also 

believe that difficult periods, such as economic downturns, are a great opportunity for clever and resourceful 

people (rating 3.28 on a scale of 0-5). Although Poles have been very eager to welcome migrants from Ukraine, 

there is also beginning to be a visible fear of a growing number of refugees in Poland, not only from Ukraine, but 

various regions and countries.

Chart 2 - What is currently causing you anxiety? 
Report In crisis to e-commerce, N=1526, all respondents
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The situation of Poland compared to other European countries is considered worse by as many as 32% of the 

people surveyed, and the same by 48%, so only one in five respondents considers it better. The worst 

assessment of the economic situation in Poland in relation to other countries is given by people earning up to 

PLN 5,000, with higher education, but also with vocational education, as well as those who could not work 

remotely during the pandemic. Worse assessments of Poland's situation compared to other countries are also 

given by residents of the largest cities (over 500,000 residents) and smallest cities (up to 20,000 residents), 

men, people in relationships and those aged 25-54 (so not from the oldest and youngest groups). It is worth 

noting that those who buy online are much more optimistic in this regard (+6p.p.). 

One of the main reasons for the negative assessment is the increasingly rapid rise in prices and the fear among 

Poles that they will no longer fall to the levels of the beginning of this year, but may even rise faster. Every 4th 

respondent expects that inflation in Poland may exceed 20% in the autumn. In this regard, greater pessimism is 

again characteristic of men, but in terms of age, these are people in the oldest group of 54+ years, as well as 

residents of the smallest cities and rural areas. Online shoppers do not expect such high price increases. In this 

group, no one estimates that it will exceed 25%, and twice as many people expect it to reach 20% than among 

respondents in general. On the other hand, even the prospect of these smaller increases makes e-customers 

much more likely to anticipate an economic crisis and related perturbations. 

Chart 3 - In your opinion, the economic situation in Poland compared to other European countries is currently: 
Report In crisis to e-commerce, N=1526, all respondents

20%48%32%

worse similar / the same better

Chart 4 - To what maximum levels do you think inflation in Poland can rise? 
Report In crisis to e-commerce, N=1526, all respondents

6%19%50%25%

15% or less 15-20% 20-25% 25% and more
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It is definitely easier to survive a crisis if you have secured funds for the so-called "black hour". Unfortunately,  
in this context, the initial situation of Polish households is not the best, although it is worth noting right away 
that the surveyed Internet users are taking a great deal of action to remedy this. Why is the initial situation not 
good? Only 48% of Internet users have any savings. In addition, if we ask about the size of these savings, then 
(leaving aside 1/3 of those who did not want to share this information) in the case of 45% it will be an amount up 
to PLN 5,000, and free funds above PLN 10,000 are available only to every 4th household with savings. In the 
case of the amount of PLN 100,000 and more it is only 4%. In the segment of online shoppers, the situation 
looks a little better, but again, less than 60% of respondents have savings. 
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Chart 5 - Do you have savings? 
Report In crisis to e-commerce, N=1526, all respondents

52%48%

Yes No

Chart 6 - At what level are your savings? 
Report In crisis to e-commerce, N=624, respondents with savings

34%3%3%6%6%19%16%10%4%

1000 PLN or less 1000-3000 PLN 3000-5000 PLN 5000-10000 PLN

10000-25000 PLN 25000-50000 PLN 50000-100000 PLN 100000+ PLN

I don't want to answer this question

HOUSEHOLDS CONDITION
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Respondents are well aware of their financial situation and are not satisfied with it. It was described as bad or 

very bad by almost every 4th Internet user (23%). It is also worth noting that 14% rated their situation as good, 

and only 2% as very good. Negative assessments are by far more frequent from the mouths of men, of whom 

17% assessed their situation as rather bad, and 19% as very bad. Worse assessments of their finances were also 

given by those who could not work remotely during the pandemic, or after the pandemic were „forced" to return 

to a company facility or office, and looking at their profession - managers/managers, doctors and medical 

workers and lawyers. Only directors and board members actually assessed their situation well. Those in 

relationships, those aged over 54 (33% indicated that their situation was very bad) and residents of the smallest 

cities and villages also evaluated their finances negatively. 

Chart 7 - How would you rate your household's financial situation? 
Report In crisis to e-commerce, N=1526, all respondents

2%14%29%32%9%14%

very bad rather bad average acceptable rather good very good

Importantly, this situation is unlikely to be temporary, or at least medium-term, as when asked how their 

financial situation has changed over the past 12 months, Poles tend to lean toward the opinion that it has 

remained the same (67%). Deterioration was indicated by 17%, and improvement by 16%. Those who felt that 

their situation had worsened as a "culprit" point primarily to rapidly advancing inflation (39%), the pandemic and 

its impact on the economy (37%) and - again partly related to the pandemic - deterioration in their own or their 

loved ones' health (8%). 
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High inflation was felt most in their wallets by women, people in relationships, Internet users earning up to  

PLN 5,000/month and mature people aged 45+. Pandemic, on the other hand, as a reason for the deterioration 

of the financial situation is most often indicated by people who could not work remotely and employees of 

industries such as tourism, transportation and services, primarily beauty, hairdressing or catering.  

What, on the other hand, made the financial situation of 16% of the people surveyed improve? Most often  

it is a change of job or a raise, i.e. an improvement in one's or one's partner's professional situation, followed by 

emigration or relocation (13%) and starting or developing one's own business (12%). One in five respondents 

cited a change in their approach to shopping as a reason, including 11% of people who indicated that they had 

started doing most of their shopping online.  

Chart 8 - How would you rate your household's financial situation? 
Report In crisis to e-commerce, N=1526, all respondents

4%12%67%11%6%

has deteriorated significantly has somewhat deteriorated has remained unchanged

has improved significantly has somewhat improved

Chart 9 - What is the reason for the change for the worse? 
Report In crisis to e-commerce, N=363, respondents rating their financial situation as worse
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Unfortunately, the prevailing negative assessments of the current situation are not enough. Poles also do not 

expect a change for the better in the coming months, but rather expect a slight (10%) or significant deterioration 

(24%). Why this pessimistic outlook? Those who indicate that their situation will worsen believe that inflation in 

Poland will continue to rise (30%), and that the prices of goods and services will not return to their former levels, 

i.e. it will generally be expensive (23%). Another reason is the likely arrival of another wave of pandemics 

indicated by 17% of those who expect their situation to worsen in the fall. 

Chart 10 - How do you think your household situation will change in the next 6 months? 
Report In crisis to e-commerce, N=1526, all respondents

2%10%54%10%24%

will deteriorate significantly will deteriorate slightly will remain unchanged

improve slightly will improve significantly

Chart 11 - Why do you think your situation will get worse? 
Report In crisis to e-commerce, N=445, respondents predicting deterioration of their financial situation
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5%
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30%

iInflation in Poland will continue to rise

prices of goods and services will not return to former levels (it will be expensive)

there will be another wave of pandemics

regulations and taxes related to global warming and ecology will be introduced

there will be a slowdown / economic crisis

my health after COVID will continue to be worse than before the pandemic

some new dangerous virus appears

there will be declines in the stock market, in general there will be nothing to invest in

the war in Ukraine will not end soon

the opportunity to work remotely / additional work (so-called over-working) will end

I'm facing increased expenses for a new family member

State aid measures, such as 500+, will end

countries will arm themselves

freedom to travel will not return

Poles also expect that there will be changes related to climate change, i.e., for example, there will be mandatory 

subsidies for products or services that have a negative impact on the environment, which will be associated with 

price increases. One in 10 people spoke directly about the likely economic crisis that will come in the next few 

months. 7% of Internet users indicated that their health after COVID-19 is unsatisfactory and does not allow 

them to function (and therefore earn) as they did before the pandemic. It is worth noting at this point that in the 

survey, 56% of people said they had undergone COVID-19, while 53% said someone had fallen ill of their closest 

family. 
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A bad initial situation, i.e. a lack of savings and a negative assessment of their current finances, does not mean 
that Poles are passively waiting for what the coming months will bring. With the belief that difficult times are 
coming, respondents are taking various measures to improve or prevent further deterioration of their own and 
their loved ones' financial situation. 78% of households are running a budget, and a further 20% are likely to 
start doing so within a few months. According to the survey, these are likely to be households where the 
householder's earnings do not exceed PLN 5,000/month. More careful handling of finances and budgeting is 
also declared by young people in the 18-24 age group, residents of large and largest cities, people in 
relationships, as well as those with secondary and vocational education. Internet users who have passed 
COVID-19 also want to take care of their future much more often, with as many as 43% of people in this group 
intending to start keeping a budget. 20% of people already admit that due to the worsening economic situation 
in the country, they have started to keep such a budget and keep track of expenses and monitor their financial 
situation. 

16

Chart 12 - Do you or another person in your household keep a household budget and control spending? 
Report In crisis to e-commerce, N=1526, all respondents

22%78%

Yes No

FINANCIAL STRATEGIES

STRATEGY 1:  BUDGETING NOT JUST FOR ACCOUNTANTS 

Chart 13 -Do you intend to start keeping a budget? 
Report In crisis to e-commerce, N=539, respondents who do not currently keep a budget

80%20%

Yes No
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Running a budget is about operating on the outgoings side. However, Poles know that the revenue side also has 

a key impact on their financial situation. They are not idle in this regard either. The data show that as many as 

34% of the surveyed Internet users are working on a casual basis, i.e. working permanently or casually for more 

than one employer. It can be seen that Poles have made excellent use of the opportunities offered by remote 

work, which has become popular - at least in some professions - during the pandemic. Among those who work 

or worked remotely during the successive waves of the pandemic, the percentage of those with two or more 

sources of income reached as high as 57%. 

Chart 14 - Do you earn extra money - do you do other work on a permanent or casual basis in addition to your main source of income (known as over-working)? 
Report In crisis to e-commerce, N=1526, all respondents

66%34%

Yes No

STRATEGY 2:  STAND ON 2+ FEET 

Who else has demonstrated resourcefulness in the area of earning? Women, young people in the 18-24 age 

group and residents of large cities are slightly more likely to have more than one source of income. So-called 

"over-working" is also more common in the two extreme income groups - among those earning up to PLN 2,000 

a month and those earning above average, i.e. more than PLN 5,000 / month, and especially those in the range 

of PLN 7,000-10,000 / month. More than one employer is also much more common among IT specialists, 

lawyers and doctors, as well as among those who run their own business and work as consultants, advisors or 

freelancers. 
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Poles are trying to invest their hard-earned - often at the cost of a lot of overtime - money.  

This strategy for improving their financial situation has been implemented by 38% of those surveyed. The most 

frequent investors are those whose earnings are in the range of PLN 7,000-10,000 / month (66%), followed by 

those earning more than PLN 10,000 / month (45%) and PLN 5,000-7,000 / month (42%). It is clear that the 

limiting amount, which allows more freedom and the allocation of certain funds not for current expenses, but for 

investment, is the earnings of 5000 PLN / m-c.   

Chart 15 - Do you invest your money, such as in the stock market, bonds, real estate, etc.? 
Report In crisis to e-commerce, N=1526, all respondents

62%38%

Yes No

STRATEGY 3: DON'T KEEP UNDER THE MATTRESS

Willingness to invest is not differentiated by gender, age, place of residence or level of education. Investors,  

on the other hand, are more likely to be found among people in relationships, and in terms of occupation - 

directors, board members, executives and managers, advisors and experts and (by far the most common, 78%) 

IT professionals.  

In uncertain economic times, investing tends to come under question, and certainly what we invest in requires 

rethinking and often dynamic changes. Poles, in the face of inflation and the crisis, have also made such 

changes, while it must be admitted that the places they have invested in are very diverse, so it can't be said that 

they have a single, infallible recipe for protecting themselves from losses or building wealth in times of crisis. In 

response to the market situation, surveyed Internet users invested in stocks (8%) or bonds (8%), bought real 

estate, mostly plots of land (7%) and foreign currencies (4%). 7% of people withdrew money from the stock 

market, and 8% postponed major investment expenses, such as buying a car or real estate. 

What did IT professionals do as the group investing most often? They invested in real estate (23%), bought 

bonds (9%) or stocks (9%). 6% withdrew money from the stock market. 
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MAGDALENA   
GRABLEWSKA 
MARKETING MANAGER, PRZELEWY24 

After many years of economic growth in Poland, a slowdown has come, and with it - inflation. We hear this word, 

nowadays pronounced by all cases, practically every day. Consumers are looking for a recipe for ubiquitous price 

increases: they are changing their shopping habits, looking for additional sources of income and trying to manage 

their household budgets more wisely. They are also eager to take advantage of deferred payments. 

ZData presented in the report "In Crisis to E-commerce" shows that already 78% of respondents have moved the 

purchase of selected products or services to the web, due to the desire to optimize spending. Online stores are the 

place where customers look for special bargains, compare prices and opinions of other buyers. As many as 56% of those 

surveyed indicated that they want to move the purchase of more products or categories to the web.  

Already 2/3 of respondents believe that prices offered online are more attractive than stationary. Respondents also point to 

other arguments in favor of e-commerce: more frequent (34%) and attractive (24%) promotions, easier comparison of 

offers (32%), greater choice of brands (32%) and products (27%). In light of the above data, it is clear that e-tailers 

should do everything to use this crisis as their opportunity.  

Let customers defer payment, not purchases 
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However, inflation is not just a problem for consumers. Sellers are also feeling it: smaller shopping carts than before,  

or less frequent spontaneous purchases, translate into lower turnover. An effective way to counteract declining sales  

is to implement alternative payment methods, also known as financing solutions, namely deferred payments and online 

installments.  

Customers themselves (more than 20%) point to deferred payments as the most important factor in deciding  

to buy in the face of the crisis. They were followed by free return, low delivery costs, long return period or low prices. 

Deferred payments are no longer associated only with the fashion industry. The possibility of extending the repayment 

period turns out to be particularly useful when customers want to buy products in stock or take advantage of an attractive 

promotion, without straining the set monthly budget.  

How to prevent sales drops?

Your customers pay later, you get paid right away

In the offer of the Przelewy24 service, it is worth noting the P24NOW revolving limit, which allows you to defer payment  

up to 54 days or spread it into convenient installments. 

What distinguishes P24NOW from other available financing solutions? First of all, the maximum amount of the granted 

limit. Buyers can receive up to PLN 10,000 for their purchases. This makes P24NOW also suitable for industries with 

high basket values, such as consumer electronics/appliances or tourism.  

PARTNER COMMENTARY



www.eizba.pl In crisis to e-commerce21

The second differentiator is flexibility. The customer decides separately for each transaction whether he wants to pay  

up to 54 days later or in installments. With available funds, he simply selects the P24NOW payment method and approves 

the transaction with an SMS code. From the consumer's point of view, it's also a great convenience that once P24NOW  

is activated, he can use the allocated limit at multiple stores and buy products from different categories.  

Most importantly, deferred payments for sellers do not pose a risk, because the money from the sale goes to the store's 

account at the time of finalizing the transaction. The buyer settles only with the entity providing the financing (e.g. in the 

case of P24NOW it is Santander Consumer Bank). 

Easy activation without formalities

Adding the P24NOW limit to the payment methods of a store that already uses the services of Przelewy24 is very simple 

and requires no development work or additional paperwork. The product has been prepared in a way that provides comfort 

to both sides of the transaction process. 

P24NOW is already available in thousands of e-shops in Poland, including: Empik, Vobis, Kappahl, Notino, Ithaca or Diverse. 

It is worth joining them and offering customers a payment method that will help them make the right purchasing decisions. 

MAGDALENA GRABLEWSKA 
MARKETING MANAGER, PRZELEWY24

PARTNER COMMENTARY
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One-third of the Poles surveyed for greater peace of mind even in these troubled times are allowed by funds set 

aside for the so-called "black hour" or "just in case".  Admittedly, less than half of the respondents have savings, 

but in the context of the coming crisis, 30% declare that they want to start saving, 17% are already trying to put 

away more every month, and every 5th respondent admits that they have withdrawn some cash to have it on 

hand in case of unforeseen situations related to, among other things, also a pandemic and an ongoing war  

in the neighborhood. 

Chart 16 - Have you taken any of the following actions due to the current situation? Which ones? 
Report In crisis to e-commerce, N=1526, all respondents

I intend to start saving

I try to put aside more every month so that  
there is room for unforeseen situations

I have put aside pleasure expenses

I withdrew some cash just in case 81%

84%

83%

70%

19%

16%

17%

30%

Yes No

STRATEGY 4: HAVE A RESERVE 

STRATEGY 5: KEEP TRACK ON THE MONEY

Chart 17 - Have you taken any of the following actions due to the current situation? Which ones? 
Report In crisis to e-commerce, N=1526, all respondents

I stopped paying in cash to  
better control spending

86%14%

Yes No

As the results of successive editions of the survey conducted by e-Isba "Omni-commerce. I Buy Conveniently" 

for several years, Polish consumers have been paying less and less in cash both in stationary stores and in e-

commerce. In June of this year, only one in eight respondents paid for online purchases on delivery, and one in 

four paid in cash at a stationary store. Consumers no longer find cash a convenient form of payment, and the 

results of the current survey showed that in times of crisis they have additionally found that spending by card, 

bank transfer or BLIK is much easier to track, and thus control their budget. One in seven Poles declares that 

they stopped paying in cash precisely to gain more control over their money. 
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As a result of increasingly palpable inflation and the impending economic crisis, as many as 79% of surveyed 
Poles have changed their shopping behavior. 9 out of 10 consumers are now implementing completely new 
buying policies, including the purchasing factors they consider, the scale of purchases they make, and the 
shopping channels they use. The most important shopping strategies that have emerged in response to 
economic uncertainty are: e-shopping, i.e., moving most errands to the Internet; promo-hunting, i.e., shopping 
cheaply and at bargains; quality shopping, i.e., buying good quality and proven products but less frequently; 
low-risk shopping, i.e., shopping with easy returns and as long as possible without financial commitment; belt-
tightening, i.e., buying only essential products and services; and ASAP shopping, i.e., buying as quickly as 
possible to "get ahead" of price increases.

24

SHOPPING STRATEGIES

STRATEGY 1: E-SHOPPING

Redirecting category-by-category purchases to the Internet is the most frequently indicated strategy by which 
Polish consumers want to improve their household budget. Above all, respondents point out that buying online 
makes it easier to compare offers, and thus to better think about the purchase and make more rational choices. 
64% of surveyed consumers agree with this statement. 72%, on the other hand, believe that when buying online 
you can better control your spending, because there is easy access to your purchase history and spending 
history from your account. An additional advantage, with which 71% agree, is the possibility to return without 
giving a reason, which significantly reduces purchasing risks. Straightforwardly, 31% of respondents say that  
e-purchasing is the best possible strategy for times of crisis. 
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Chart 18 - Do you think online shopping is more attractive/optimal than in stationary stores? 
Report In crisis to e-commerce, N=1526, all respondents

42%58%

Yes No

Online shopping is considered optimal by 58% of respondents, and among those who already shop online, 79%. 
The main arguments in favor of e-commerce are lower product prices than in stationary stores, as noted by 34% 
of e-customers, more frequent (36%) and attractive (25%) promotions, a greater choice of brands (32%) and the 
possibility of much easier and faster comparison of offers (36%). Every 10th e-commerce customer indicated all 
of the listed advantages. Importantly, among online shoppers who have been shopping online the longest - 
more than 5 years - the number of indicated advantages of e-commerce is even higher, especially in the context 
of wide assortment, promotions and prices.

Chart 19 - Why do you think online shopping is optimal? 
Report In crisis to e-commerce, N=649, surveyed online shoppers who find e-shopping attractive
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In what direction are foreign payments headed?

Until now to pay for goods or services from abroad we had realistically two popular methods: cards and transfers. 

Both methods had their advantages and disadvantages, and both are evolving. The development of cards, however, 

is mainly their tokenization. In transfers, on the other hand, we are seeing more breakthroughs, such as SEPA 

Instant, or instant transfers in euros, which could also revolutionize the crossborder e-commerce industry . 

The end of the cards as we knew them? 

Everything seems to have appeared in cards. Especially since the name itself is slowly starting to become heavily 

misleading. After all, hardly anyone actually uses plastic. Since the advent of contactless payments, it turned out that 

 the same functionality can be had on another device. We are talking about both phones with NFC and smartwatches.  

On the Internet, however, we will not pay by contactless. Of course, there are forms of tokenization to facilitate these 

processes for us, but it is not that simple. This still doesn't change the fact that a virtual card solves our problems,  

as we only need the plastic data. It is also worth remembering that cards are increasingly being paired with applications  

as part of security enhancements. Thanks to this additional verification, the chance of using the card by unauthorized 

persons significantly decreases. Talking about the end of development of a technology in retrospect often ends up in a big 

compromise after a few years. Instead, it is safe to talk about the transition of cards into post-card products, doing card 

transfers rather than being a card. 

PARTNER COMMENTARY
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Why did we dislike fund transfers? 

What do we associate fund transfers with? With waiting? Unfortunately, yes. A very common problem with money transfers, 

whether at home or abroad, is waiting for the transfer. This, among other reasons, is why pay-by-link services in Poland 

have become so popular. They made it possible to eliminate the waiting process, and the recipient was informed 

immediately about the transfer made by the buyer. This service made it possible to hide a certain disadvantage of the 

technology. Over time, however, the transfers themselves began to evolve. No wonder. Banks, after all, prefer to make 

money themselves rather than give money to intermediaries. This movement appeared from two sides, on the one hand,  

a peculiar phenomenon was created in Poland in the form of BLIK. Instant transfers to the phone have made it possible  

for us to transfer money as we imagine it should work in 2022. The funds are either with the sender or the recipient, rather 

than hovering somewhere along the way. However, it is important to remember that BLIK was not created in a vacuum. 

Here we come to another important evolution. Other regions have introduced express transfer technologies so that funds 

arrive in an increasingly instantaneous manner. 

Where are the transfers headed? 

This has resulted in solutions such as Express Elixir in Poland, and SEPA Instant in the Single European Payments Area, 

which we fortunately belong to. What makes these transfers different? Until now, international transfers have accustomed 

us to being told how many working days it will take for the transfer to reach the recipient. Poland's standard Elixir transfers, 

on the other hand, are "magic" incoming and outgoing bank sessions. Also a strange solution, but at least not so slow. 

There are several innovations in Express Elixir and SEPIE Instant. First of all, the "express" or "instant" in the name is no 

deception. Express Elixir has been on the market for a long time and has very high coverage in Poland. SEPA Instant is just 

entering our country. In Eurozone countries the coverage is much higher and often exceeds 80% of the market. From 

Polish companies it is already supported by a company - Currency One, the operator of the Walutomat service. These are 

the technologies of the 21st century, where you order a transfer, authorize it, and then it simply finds its way to the 

recipient. More importantly, we don't have to keep track of shipping hours or business days. A transfer made over the 

Internet works like the Internet - 24/7. This is extremely important when it comes to the e-commerce industry as well, 

where we can receive immediate confirmation of payment for our foreign purchases.  

MACIEJ PRZYGÓRZEWSKI 
CHIEF CURRENCY EXPERT, 

WALUTOMAT.PL 

PARTNER COMMENTARY
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STRATEGY 2:  PROMO-HUNTING

Poles shop smart. Comparing offers both online and in stationary stores, they look for the most optimal 
shopping options. Most often online they check products and compare promotions in 2-3 places (23%),  
and - buying stationary - in as many as 5 (35%). 57% of consumers believe that in times of crisis the best option 
is to buy cheaper products. 12% of respondents admit that as part of their new financial strategy they compare 
offers in various online and offline stores, similarly - 12% - wait for sales, and 8% are basically guided by price 
alone when shopping. Lower prices and more frequent and attractive promotions are also the main factors that 
have changed the shopping paths of 78% of consumers, who, at a time of threatened crisis and rising inflation, 
have decided to move some part of their shopping to e-commerce. Attractive promotions and price bargains are 
also the most frequently cited shopping factor that respondents are paying attention to more often in the face 
of inflation and the specter of a slowing economy. 

Chart 20 - Which of the following shopping behaviors do you think is better in the face of rising prices and the specter of the economic crisis? 
Report In crisis to e-commerce, N=1526, all respondents

57%43%
buy more expensive, but better quality and more durable products buy cheaper products

Chart 21 - Do you pay more attention to any of the following in the face of inflation and the specter of 
economic crisis? 

Report In crisis to e-commerce, N=1526, all respondents
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The survey results indicate negative consumer sentiment and a lack of faith in a rapid return to the normality known  

before the pandemic and the war in Ukraine, which will translate into the entire e-commerce industry. On the one hand,  

the looming crisis is an opportunity for the development of e-commerce and the spread of online shopping, especially as 

there is a growing number of people who fulfill their shopping needs exclusively online. On the other hand, more and more 

people are beginning to cut spending and make more thoughtful purchases, paying more attention to the price of the 

products they buy.  

Nearly 60% of surveyed Internet users indicate that online prices are more attractive, which may make consumers more 

willing to shop online than offline. Internet users also indicated that in times of crisis they will be more likely to use proven 

vendors, so it is crucial to build a long-term relationship with the customer and pay attention to the high quality of services 

provided. Vendors also need to adapt to the new expectations of consumers, who will buy more prudently in the near 

future, looking for cheaper substitutes, good promotions and the possibility of fast and free returns. 

An undoubted advantage of online shopping is the ease of deferred payment. Many retailers offer payment services that 

allow deferring payment for an order for up to 30 days or spreading the payment even over several installments. This is  

a much faster and more convenient solution than the installment purchase procedure in stationary stores, and probably 

this method of payment will be more willingly chosen by Internet users. 

The coming time is an opportunity and a challenge that will face all of us: consumers and retailers.

EXPERT COMMENTARY
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STRATEGY 3:  QUALITY SHOPPING

43% of consumers surveyed indicated that they believe the best strategy in the face of rising prices and the 
specter of economic crisis is to buy good quality products. Additionally, 19% of respondents describe their 
current approach to shopping as trusting (buying brands I trust), followed by prudent (15%) and informed (11%). 
Why? Because with this approach, the lifespan of purchased products will be longer, and thus we won't have to 
replace them as often. Probably also for this reason, Internet users asked what factors they pay much more 
attention to in the current situation, indicated, among others, good quality, brand and positive customer reviews. 
In addition, every 3rd consumer confirms that in times of crisis they will be more likely to buy from reliable 
places. This is the most popular indication when it comes to shopping solutions and facilities preferred in the 
event of a possible crisis.

Chart 23 - Do you pay more attention to any of the following in the face of inflation and the specter  
of economic crisis? 

Report In crisis to e-commerce, N=1526, all respondents

good quality

recognized brand

positive opinions in the Internet

friends reccomendations 95%

91%

89%

89%

5%

9%

11%

11%

tak nie

Chart 22 - Which online shopping facilities will you use in the event of a possible crisis? 
Report In crisis to e-commerce, N=1526, all respondents

shopping in trusted places 70%30%
Yes No
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STRATEGY 4: LOW-RISK SHOPPING

One of the reasons why consumers are now directing their "clicks" and wallets to the Internet is the possibility  
of free and hassle-free product returns. Next to deferred payments, this is the most important shopping factor 
for e-purchases today (19% and 21% of indications, respectively). In addition, 18% of respondents indicate a long 
return period. All of the above-mentioned aspects are also in the set of those that Internet users consider much 
more often in times of crisis. Well, if, when buying, we don't have to pay right away, and we can easily return the 
product, the risk of a misguided purchase or one that exceeds our purchasing capacity decreases significantly. 
And this is a great asset in uncertain economic and difficult times.

Chart 24 - Which factors do you pay attention to when shopping online? / Do you pay more attention to any of the following in the face of inflation and the specter of economic crisis? 
Report In crisis to e-commerce, N=1526, all respondents

deferred payments free returns długi okres zwrotu

11%10%
7%

18%19%
21%

I pay attention when buying online I pay attention more often in times of crisis
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STRATEGY 5: BELT-TIGHTENING

Just as in the case of financial strategies, some people recognize that in times of crisis it is necessary to withdraw 
from investments, while others recognize that it is precisely to invest more boldly, so in the case of purchases, 
some opt for caution, while others opt for quick and dynamic decisions. The strategy of tightening the belt,  
i.e. postponing all unnecessary spending, was advocated by 59% of Internet users in our survey. Careful planning  
of spending is also the most popular indication when it comes to shopping activities done more often due to the 
current situation, i.e. advancing inflation and the risk of an economic slowdown. Planned shopping was chosen 
as their buying style by 15% of Internet users, prudent similarly by 15%, and task-based by another 13%.  
Thus, it can be seen that half of consumers prefer, especially in times of crisis, purchases that are the result of 
in-depth analysis, well, and are based on real needs rather than whims. 

Chart 25 - Which of the following shopping behaviors do you think is better in the face of rising prices and the specter of economic crisis? 
Report In crisis to e-commerce, N=1526, all respondents

59%41%

to buy all that I intend to now, even before prices rise

to postpone all unnecessary purchases, buy only what is necessary

STRATEGY 6: ASAP SHOPPING

When prices are rising rapidly and the future is uncertain, 4 in 10 consumers prefer to buy everything they need 
as soon as possible. Why? Because money is losing value rapidly, and thus savings and money that doesn't work 
are worth less and less. How does asap shopping manifest itself when buying? Followers of this strategy buy  
in a planned, but also in bulk, and have a taste for substitutes. Asap shopping in the face of the current situation 
is already admitted by 12% of respondents. They intend to buy substitutes more often during the crisis, 27%,  
and buy larger quantities of products, 12%. Interestingly, among online shoppers, those following this strategy 
will be encountered much more often. As many as 52% of e-buyers (+11 p.p.) want to buy everything they 
intended as soon as possible, even before prices rise.
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E-commerce or online shopping, comes with a number of perks, such as convenience, speed and - a key time  
of pandemonium - security. Consumers have been pointing to these for many years, including in the Chamber  
of Digital Economy's annual survey "Omni-commerce. I buy comfortably." Nowadays, they also agree with the 
statements that online shopping saves money, because prices are lower and promotions more attractive, less 
risk - because you can return the product without giving a reason, or speed - because you can buy everything 
from the proverbial couch.

34

E-COMMERCE CURE

Online shopping  
is more eco-friendly  
because I don't drive my car  
from store to store 

Shopping online is convenient  
because I can order  
delivery straight to my home  
or pick up the goods  
at a nearby location

3,65

3,64

Online shopping saves money,  
prices are lower, there are more  
attractive promotions

3,52

Buying online is less of a risk  
because I can return the purchase 
without giving a reason

3,51
Online shopping  
is much faster than stationary,  
I can buy everything  
"from the couch" without  
moving from home

3,50

When you buy online,  
it's easier to control  
spending because your  
purchase history  
remains 3,46

When buying online,  
you can make more  
rational choices,  
think through your 
 purchase better

3,33

Chart 26 - Which of the statements about online shopping do you agree with? [scale 0-5]. 
Report In crisis to e-commerce, N=1526, all respondents
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E-advantages, as you can see, is many. And now it turns out that e-commerce is also a good strategy for the 

crisis, as well as a key element supporting other commonly used strategies, such as low-risk shopping, ASAP 

shopping or promo-hunting. Due to the desire to optimize spending in the current economic situation, Poles 

have begun to redirect their purchases to the Internet category by category. This applies to 78% of surveyed 

Internet users, and 56% intend to continue or start this process. 

Chart 27 - Moving purchases to the Internet  
Report In crisis to e-commerce, N=1526, all respondents

I have moved some purchases  
due to the desire to optimize

I'm going to move some of my purchases  
due to a desire to optimize 56%

78%

44%

22%

No Yes

Poles have digitized shopping and entertainment consumption the most so far (19%). 18% order food with 
delivery instead of going out to restaurants. 16% are training online. They have also largely shifted their 
spending in categories such as electronics/appliances (14% of respondents), fashion (13%), home furnishings 
(12%), cosmetics (12%), and children's products (11%). One in 10 Poles say they are moving their drug purchases 
online, and one in 12 - food. In the near future, respondents intend to intensify, in turn, mainly e-commerce 
purchases of fashion (11%), food (9%), entertainment (8%), as well as purchases of electronics (8%), cosmetics 
(8%) and household appliances (8%). 
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Chart 28 - Purchases of which products and services have you moved largely to the Internet due to a desire to optimize spending? / And which ones are you planning to move to the Internet? 
Report In crisis to e-commerce, N=1526, all respondents
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What does it mean that Poles are moving shopping in various categories to the web? According to those 
surveyed, e-shopping will account for the majority of purchases in these categories in their households.  
42% of Internet users confirm that they have already - due to the crisis - started buying online much more often. 
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Over the course of the year, the market situation has changed drastically... The war in Ukraine, galloping inflation  

and interest rate hikes have made people who were calm about their household finances feel anxious. Peaking loan 

installments, are forcing even Poles with good incomes to cut back on spending. This raises concerns about the immediate 

future.  

Once again, as was the case with the pandemic, online shopping is proving to be the remedy for hard times.  

Customers say they perceive online buying as convenient and economical, with this form allowing them to control their 

spending and easily compare offers. The report reads that 33% of respondents admit that they buy online even more often 

in the current situation, and 31% of people intend to buy everything they can online.   

It's worth noting that Poles, due to the crisis, when shopping are more likely to pay attention to: attractive promotions  

and price bargains (18%), short delivery time (15%) and low delivery costs (13%), convenient payment methods (12%)  

and low prices (12%). Deferred payments (21%), on the other hand, became the factor most often indicated as a deciding 

factor for online purchases.   

EXPERT COMMENTARY
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Why is this the case? 58% of consumers outright say that shopping online is more optimal than in stationary 
stores, and they justify their opinion in a number of ways. First and foremost, Poles appreciate e-commerce  
for its frequent and deep promotions, lower product prices than stationary stores, as well as a wide selection  
of brands and products and easy returns. 

Chart 29 - Why do you think online shopping is more attractive/optimal than in stationary stores? 
Report In crisis to e-commerce, N=727, respondents who find e-commerce shopping more attractive
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62% of respondents say they are more likely to look for promotions online or omni-channel, i.e. across shopping 
channels. A clear preference toward the Internet is held by 21% of people, while for loyalty programs it is 60% 
and 19%, respectively. In particular, when it comes to finding attractive deals and loyalty programs, the Internet 
is favored by those who say they like to shop and those who prefer to shop cautiously (in proven places) and 
trusted (proven brands). 
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Online shopping is also conducive to making rational choices, as it is much easier and faster to compare offers. 
The data shows that when buying online, experienced e-consumers in the analysis phase, very often compare 
offers in more than 5 places (31%). They also know exactly what their purchase path looks like. When asked 
about the number of places where they mostly make comparisons, only 8% of respondents in this group could 
not answer. In contrast, 13% have their favorite shopping place, where they usually start and finish their 
purchase, trusting that the conditions there are the most attractive, and shopping is easy and safe.  
That's almost 3 times the number of respondents, which is interesting given that, after all, stationary shopping 
has a much longer history and therefore more time to generate customer loyalty…

Chart 30 - How many places do you mostly compare prices, promotions, or purchase terms? 
Report In crisis to e-commerce, N=1526, all respondents
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more than 5 places 3-5 places 2-3 places

I usually look in one proven place / store / platform don't know

Those new to e-commerce do not yet have a single preferred shopping destination, but they are already 
noticing the ease of comparing offers. As many as 44% of e-buyers in this group, look for the most optimal 
buying conditions in 3-5 places.  
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Chart 31 - Which online shopping facilities will you use in the event of a possible crisis? 
Report In crisis to e-commerce, N=1526, all respondents
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shopping with free returns option shopping with free shipping

loyalty programs / applications price comparison sites

shopping on foreign platforms / e-shops deferred payments / purchase credit

In this time of crisis, e-commerce also offers consumers a number of additional solutions to optimize shopping. 
As many as 57% of surveyed Internet users want to use at least one of the suggested ones, 75% of e-buyers  
and 84%, those who have been in e-commerce for more than 5 years. Above all, it will be to buy from a proven 
site that is guaranteed to provide a good shopping experience. Poles are also keen to support the option of 
buying replacements, the possibility of buying in bulk, and the option of free delivery and return. In particular, 
these options will be useful to those who follow an ASAP shopping or low-risk shopping strategy in a crisis, 
although they will also make shopping more attractive to those who hunt for bargains or look for proven quality 
products. 
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And for autumn, increase your body fat! 

The beach season is slowly coming to an end... which means the end of swimsuits.... and it's high time for mass! The fat 

tissue of your business or household should be cash resources or activities that can create them. Savings are welcome. 

Whether you are thinking about your household or business. In the fall, there will be opportunities to buy either stocks  

or entire companies at much better valuations than we have seen so far. Therefore, be ready, because as Warren Buffett 

says, the tide is coming in and we will see who "swims without pants." The second key area, is automation. If you do mail 

order, have a warehouse than conduct optimization activities. See through a chronometric analysis what you spend the 

most time on, how to improve it and what you can eliminate completely! In addition, think about whether you can distribute 

some of your volumes more sensibly, taking into account the various surcharges that occur on invoices, i.e. non-standard 

items, long-haul allowances or remote zone codes. Third, flexibility. Carriers around the world, road, sea, air, every now and 

then experience difficulties that can negatively affect your business. Once it's COVID, once it's strikes or interrupted 

transport links due to conflicts, and another time it's clogged Transshipment Hubs... That's why the most important thing is 

that you can offer your customers multiple delivery options at the same time, such as through GlobKurier.co.uk. Whatever 

happens, without any insight into what stage of development your home or business budget is at, do analytics on your 

assets and liabilities. And you will certainly see more there than you may think. 

EXPERT COMMENTARY
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As the multitude of financial and shopping strategies shows, Polish consumers are trying to "tame" the crisis in 
many ways. They often depend on the initial situation, i.e. what resources the respondents have at their disposal, 
but also on their previous habits and behavior. It is therefore worth looking at different groups of consumers to 
see what measures they have taken and what ways they have of dealing with pandemonium, inflation and the 
coming economic downturn. We have selected and present below the attitudes of 5 different groups of 
consumers in response to their current financial situation and their perception of what is happening in the 
country . 

43

DIFFERENT STRATEGIES

Chart 32 - Assessment of financial situation,  
Report In crisis to e-commerce, N=1526, all respondents across segments
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How likely is it that  
it will be difficult to buy  
certain goods, such as electronics,  
in Poland?

How likely is it  
that Poland will soon  
begin an ecological crisis,  
rapid changes in weather,  
water shortages, etc.?

How likely is  
a pandemic to return  
in Poland in the fall?

How likely is it that  
Poland will be  
hit by an economic  
crisis in the fall?

How likely is it that  
the war in Ukraine  
will spread to Poland?

How likely is it that  
it will be difficult  
to access energy resources, 
 e.g. gas, coal, in Poland?

Chart 33 - Rating of probability of occurrence of various events/phenomena [scale 0-5]. 
Report In crisis to e-commerce, N=1526, all respondents in different segments

Experienced e-customers

Affluent customers

Silver Generation 

Z Generation

Covid-survivors
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EXPERIENCED E-CUSTOMERS  

Group characteristics: They have been shopping online for more than 5 years, mostly 5 or more times a month and in 
many categories. Their e-shopping baskets tend to be larger than offline shopping baskets. They are mainly residents of 
large and major cities (71%), both women and men, mostly aged 25-44 (79%). 

How are they preparing for the crisis? 89% of experienced e-customers admit that they optimize their 
spending. 9 out of 10 households in this group maintain a household budget. Already 85% have reacted to the 
specter of the crisis by changing their previous shopping behavior. Experienced e-customers, in response to the 
current situation, have first of all started to compare prices even more often (note: omnichannel, i.e. online and 
offline), hunt for sales (i.e. shopping bargains rather than low prices, because what matters to them is a trusted 
brand) and plan carefully what and when they will buy. Every 3rd respondent in this group, in response to the 
crisis, has started to buy even more often in e-commerce, and in fact everyone has already moved some part of 
their shopping - in response to the current situation - online. In particular, these are purchases of fashion (46%), 
entertainment (43%), home appliances (36%), as well as electronics (29%) and children's products (26%). 
According to experienced e-customers, the arguments for digitizing their shopping are primarily lower prices 
than in stationary stores (46%), more frequent promotions (37%) and a greater selection of brands (40%). 
Consumers in this group also recognize that it is easier to compare offers online, which is why as many as 46% 
are definitely more willing to e-buy, but it is worth noting that in this aspect, as well as in terms of loyalty 
programs, they have not given up on the offline channel, but rather seek optimal offers here and here. Their 
current approach to shopping is primarily planned and task-based. They don't give up on planned purchases, but 
rather try to buy everything they set out to buy, even before prices rise and the economy worsens. Online in 
times of crisis, they don't look for substitutes, and more often than not, relying on their own experience, as well 
as tried-and-true sites and Internet user reviews, they try to buy good-quality products that will last longer. 

Keywords in crisis: ecommerce, quality, planning 
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EXPERT COMMENTARY

JUSTYNA   
ANDREAS 
MANAGING DIRECTOR 
PACKETA POLAND 

The survey clearly shows that the current situation - after the pandemic and in the face of the economic crisis - has 

modified shopping habits. We are more and more willing to buy online (as many as 31% of respondents say they want to 

buy everything online!), but we also look at prices more carefully, look for price bargains and promotions more often than 

before, appreciate the possibility of deferred payments, attach great importance to the time and cost of delivery, as well  

as the possibility of free returns. Above all, consumers consider online shopping to be greener, more convenient and more 

economical. 

In a crisis to e-commerce? It seems so. What's more - one is tempted to say that objectively negative factors - pandemic, 

inflation and economic slowdown - have further accelerated the already rapidly growing online trade, and the Polish e-

commerce market is benefiting from it. Interestingly - the loosening or removal of Covidian restrictions has not slowed 

down these processes at all. On the contrary, markets from all over the world have opened up to us. And while it's been 

possible to order goods from other countries for a long time, I don't think it's ever been as easy and inexpensive as it is 

today - thanks primarily to the growth of cross-border delivery companies.  

Packeta is a case in point - it operates in 34 markets, has an extensive network of its own pick-up points and partner points 

in many countries, and is able to deliver shipments quickly and cheaply. For customers who value, as the survey showed, 

time and cost of shipping, this is a downright ideal solution. It's also an advantage for e-stores, which, by entering into 

partnerships with entities such as Packeta, gain easy access to foreign markets, where they can attract new customers with 

relatively low barriers to entry.  
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AFFLUENT CUSTOMERS 

Group characteristics: They earn 7,000+ PLN per month. They are slightly more often male (+7p.p.). They work most often 
in industries such as IT, R&D, E-commerce, Retail, Real Estate, Public Administration and Healthcare.  
They are mostly managers, directors and entrepreneurs, as well as lawyers and doctors. 

How are they preparing for the crisis? This is a group that has savings (70%) and invests (60%), even in times 
of crisis. On a daily basis, on the other hand, they optimize spending and run a household budget less often than 
other consumers. It is worth noting that after exceeding the level of earnings of 10,000 PLN / month, keeping  
a budget is declared by only 1/3 of affluent customers. Changes in shopping habits in the face of the crisis also 
affect this group much less often than other consumers. Less than half of people in this segment admit to 
taking any preventive or optimization measures in the area of shopping, and if they do, it is mainly planning 
purchases, comparing prices more often and using loyalty programs. Affluent customers (although the vast 
majority of them are e-customers) have not started to buy more often online during the crisis, but if they were  
to digitize any part of their shopping, according to their declarations, it would most likely be electronics, 
entertainment, home appliances and food services, i.e., food with home delivery. Interestingly, this group does 
not find e-commerce prices more attractive than in stationary stores, but instead sees and is more willing to look 
online for shopping bargains on well-liked brands and is also more willing to use digital loyalty programs. 
Affluent customers, if they feel an impending crisis threatening their finances, are more likely to postpone 
purchases of unnecessary products, and certainly won't buy "on the spur of the moment" to get in time for the 
price hike. What they will do instead is compare prices omnichannel (online and offline), and buy cheaper 
products. They now describe their shopping as knowing, trusting and a pleasure. When buying online, they are 
far more likely than other consumers to pay attention to brand name, good reviews from Internet users and 
recommendations from friends, as well as convenient payment methods and price bargains. And what do they 
pay attention to more often in times of crisis? To exactly the same elements. They also admit that in case of  
a difficult situation, they will buy from proven online places. Today, by the way, 70% start and finalize their 
purchase in one and the same place, without checking counteroffers elsewhere. 

Keywords in crisis: omnichannel, loyalty, brand 
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SILVER POWER

Group characteristics: Persons born between 1946 and 1964, that is, currently between 58 and 75 years old. Women and 
men, living in different locations. 70% have incomes of up to 5,000 PLN / month, while 44% rate their financial situation as 
rather good.  

How are they preparing for the crisis? People in this group rarely have savings (22%), but if they do,  
it's savings of more than PLN 25,000. They invest less often (11%). In terms of finances, due to the current 
situation, "silver" consumers have withdrawn cash "just in case," started to put aside more every month for 
contingencies, but also invested in real estate or bonds. In terms of shopping - they carefully plan what they will 
buy and when, use shopping lists, are guided by the quality of products, but also try to buy most things online. 
However, they don't treat these activities as optimization, but rather as ordinary daily shopping behavior and 
principles. Every 3rd Silvers surveyed declares that they started their adventure with e-commerce in the 
pandemic era, while this is a group that only really attractive buying conditions will keep them here in the crisis. 
Currently, only 22% of Silvers consider e-commerce shopping to be more optimal, while they definitely note that 
there are more attractive promotions online. In times of crisis, consumers in this group are sure to postpone 
necessary spending (67%) and compare prices omnichannel, i.e. online and in stationary stores (89%). They may 
be encouraged to buy online by deferred payments (33%), as well as low delivery costs (22%), low prices (22%) 
and recommendations from the seller, Internet users and friends. They want to take advantage of cheaper 
substitutes, shopping with free returns, loyalty programs and shopping newspaper apps. Since they already 
usually compare offers in more than 5 places, they will be even more sensitive to really good shopping bargains 
in a crisis. 

Keywords in crisis: planning, list, analysis, comparison, price, bargain
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Z GENERATION

Group characteristics: People born between 1996 and 2010, that is, in this study, between 18* and 26 years old. Women  
and men, as well as non-binary people living in different locations. People describing their status as single (48%), as well as 
being in a relationship (52%). Most earn between 3,000 and 5,000 zlotys per month, with their financial situation mostly 
described as only acceptable or average. 

How are they preparing for the crisis? This is a group that is definitely not unfamiliar with budgeting. Finances 
are managed in this way on a daily basis by 91% of young households, and of those that do not yet do so, 
budgeting is intended to be implemented by 41%. "Zetas" also often have savings (48%), although rather in the 
lower ranges, i.e. up to PLN 10000. Almost half of people in this group are investing. Generation Z consumers 
also try to approach purchases rationally and sensibly. 71% try to optimize their spending. Unfortunately, in times 
of crisis, this optimization in the case of "Zetas" often involves postponing pleasure (16%) and investment (12%) 
expenses. Every 10th person from Generation Z has withdrawn their funds from the stock market during the 
crisis. Young consumers also try to carefully analyze product prices, plan expenses and put aside more each 
month for unexpected situations. Every 8th representative of Generation Z tries to buy everything online, and 
60% buy much more often in e-commerce precisely because of the current situation, namely inflation and the 
economic slowdown. The Zetas have moved their shopping to the web in a variety of categories, although the 
relatively most common are purchases in the area of education, i.e. training and courses, purchases of home 
furnishings, food with home delivery, fashion, entertainment, electronics, as well as cosmetics and sporting 
goods. As many as 72% of young consumers find online shopping more attractive, primarily because of 
dedicated in-app promotions and free returns. Representatives of Generation Z now describe their purchases as 
planned, trusted and prudent. In a time of crisis, they wouldn't want to put off buying anything that doesn't meet 
basic needs, but they will certainly look for attractive buying options, comparing prices across multiple sites. 
Young consumers do not have a unified strategy when it comes to buying cheaper (49%) versus more expensive 
but more durable products (51%), so they will probably - depending on the shopping category - go in one 
direction or the other. Online during the crisis, they certainly intend to buy from tried-and-true places, but they 
will also be tempted by substitutes and the option of buying in bulk.

Keywords in crisis: budget, investment, e-commerce, digitalization, optimization, brand, apps 

* the survey included adults, i.e., those who can make their own decisions about their finances
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COVID-SURVIVORS

Group characteristics: People who have passed COVID-19. According to our survey, this is 56% of Internet users. Both men 
and women, of different ages, living in different places in Poland and with very different income levels. 3/4 declare that their 
relatives have also undergone COVID-19. 

How are they preparing for the crisis? Despite the huge variation in demographic characteristics and financial 
situation, this group is characterized by a significantly more negative assessment of their situation, as well as  
a more cautious approach to their future, fearing for themselves and loved ones. Among those who passed 
COVID-19, twice as many described themselves as pessimists (28% vs. 15% of those who did not undergo 
COVID-19). What implications does this have for attitudes toward finances and shopping? Covid-survivors are 
significantly more likely to run a household budget (86% vs 68%) or intend to start managing expenses in the 
near future (43% vs 6%). 38% (vs. 21%) also intend to start saving. In times of crisis, those who have got over 
COVID-19 are much more likely to plan their spending, compare prices, but also one in five people have stopped 
paying in cash to have better visibility and control over their spending. In response to inflation and the economic 
downturn, some sort of change in their shopping habits was made by 91% of consumers in this group (vs 63% 
among those who did not pass COVID-19). Although they are mostly e-commerce customers (89%), if they were 
not so until recently, the pandemic and safety aspects convinced them to e-commerce 4 times more than those 
who did not get sick. 4 in 10 Covid-survivors are also buying online more often due to inflation and the 
impending crisis. People in this segment are significantly more likely to move purchases of categories such as 
development, entertainment and dining online. For security reasons, one in four people are training remotely, 
ordering food instead of going to restaurants, and watching movies on streaming platforms instead of going to 
the cinema or theater. 61% intend to move purchases of more categories to e-commerce soon, including 
fashion products, electronics or medicines and cosmetics. Covid-survivors consider the Internet to be the 
optimal place to shop (70%) and are twice as likely and willing to use loyalty programs and look for promotions 
here as those who have not been sick. Covid-survivors describe their shopping style primarily as trusted (they 
buy from trusted places and trusted brands) and task-based. 

Keywords in crisis: caution, budget, safety, trust, price 
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Raport The report is based on a survey conducted by the Mobile Institute on behalf of the Chamber  

of Digital Economy. The survey was conducted from July 14-21, 2022, using the CAWI (Computer-Assisted 

Web Interview) method - responsive electronic forms emitted on websites and in mailings. The survey 

used the opinie.mobi survey system and instapps.io widgets. Responses were collected from 1,526 

Internet users. Only complete surveys were taken into account.  

The results were normalized and are representative of Polish adult Internet users in terms of gender 

structure, age and size of place of residence. The survey asked respondents about their year of birth, 

which makes it possible to assign them to a specific generation. In the survey and report,  

by representatives of the following generations we mean: 

• Generation Z - people born after 1996, 

• Young Millennials (younger millennials) - people born between 1990 and 1995, 

• Old Millennials (older millennials) - people born between 1984 and 1989, 

• Xennials - individuals born between 1975 and 1983, 

• Generation X - individuals born between 1965 and 1974, 

• Silver Power (silvers) - individuals born between 1946 and 1964.
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