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INTRODUCTION

L’expression de “société de I’information” n’est pas nouvelle. Elle remon-
te a I’émergence des technologies d’information et de communication (TIC) dans
les années 1970. La révolution informationnelle des TIC a influencé une par-
tie importante des activités politiques et socioéconomiques de nos sociétés. Elle
a modifié la gouvernance des états et de I’Union européenne, celle des régions et
des entreprises. Elle a modifié les comportements des citoyens et des consomma-
teurs.

Depuis son apparition, Internet fait I’objet de nombreuses questions. L’acces
aux technologies de I’information est aujourd’hui considéré comme un enjeu de
développement culturel. Des organisations de consommateurs, d’artistes et de ci-
toyens poursuivent leur engagement pour que 1’acces a la culture devienne effec-
tif. Dans le domaine de la consommation citoyenne, Internet offre des possibilités
d’adopter une démarche responsable et éthique. D’autre part, le commerce élec-
tronique se développe rapidement en Europe depuis plusieurs années. Il en résul-
te des changements dans les habitudes des clients pour qui les achats en ligne ne
sont plus nouveaux mais sont devenus 1’une des options a prendre en compte lors
de I’achat de biens et services. Le développement du commerce sur Internet est di
aux facilités d’acces de la part des ménages, a I’augmentation du nombre de ma-
gasins en ligne, a 1’élargissement de 1’offre, a la diffusion de services bancaires
sur Internet, au développement des infrastructures a I’appui du e-commerce (com-
parateurs de prix, systemes de paiement, entreprises de messagerie). Pour les en-
treprises opérant dans le réseau, la nécessité de créer des relations avec les clients
est essentielle. Pour construire ces relations, il est indispensable de connaitre les
besoins, les préférences, les motivations, les comportements et les décisions des
e-consommateurs.

Le but de cette publication est de tenter de répondre a certaines questions:

— Internet est-il un outil de diffusion de la culture?

— Internet est-il un outil de diffusion de la culture?

—  Est-ce un nouveau pouvoir donné au citoyen?

—  Quelles seront les pratiques culturelles de demain?

— Se dirige-t-on vers une démocratie électronique?

— Le commerce électronique se développe-il de la méme fagon dans tous les
pays européens?

—  Quels sont les risques encourus par les usagers?

— Qu’est-ce qu’un e- consommateur en Europe?

—  Est-il spécifique?
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Les articles présentés dans cette publication s’adressent a des universitaires
ainsi qu’aux professionnels, notamment, commerciaux. Nous espérons qu’ils sau-
ront répondre a leurs attentes.

Claude Martin
Magdalena Jaciow



INTRODUCTION

The word “information society” has been coined for a long time. It dates back
to the rising of information technology and communication (ICT) in the 1970s.
It has changed the behaviour of citizens and consumers. The use of ICT can gen-
erate risks and failures. Hence there is the need for the enforcement of the precau-
tionary principle.

Since the beginning of its creation, Internet has raised many questions. It has
been widely accepted that access to information technology contributes to a ma-
jor cultural development. Several organizations led by consumers, artists and citi-
zens keep fighting for a wider access to culture. In the field of socially-responsible
consumption, Internet offers opportunities to adopt a responsible and ethical way.
On the other hand, e-commerce in Europe has been rising rapidly for several years.
As a result customers keep changing their lifestyles, by making online shopping
no longer an option, but a strategy to consider while purchasing goods and serv-
ices. The Development of e-business is due to its becoming accessible to house-
holds, the increasing number of online stores, the widening of the offer, the diffu-
sion of Internet banking, the development of infrastructure to support e-commerce
(shopping searching engines, payment and mailing systems). For online compa-
nies, the need to build relationships with customers has become the cornerstone.
To build these relationships, they have to understand the needs, preferences, moti-
vations, behaviours and decisions of e-consumers.

The aim of presented publication is to deliver some answers to the follow-
ing questions:

— Is Internet a suitable tool for spreading culture?

— Has Internet become a new power in the hands of citizens?

—  What will the cultural practices of tomorrow look like?

— Are we moving towards electronic democracy?

— Is e-commerce developing the same way in all European countries?
—  What are the risks for users?

— What is an e-consumer in Europe?

— Isit specific?

Presented set of articles is addressed to both academics and business practice
representatives. We believe that prepared publication will meet your interests.

Claude Martin
Magdalena Jaciow






Elzbieta Wolanin-Jarosz
John Paul Il Catholic University of Lublin, Poland

ETHNOCENTRIC TENDENCIES OF POLISH,
HUNGARIAN, AND UKRAINIAN

CONSUMERS - THE COMPARATIVE ANALYSIS
ON THE BASIS OF DIRECT RESEARCH'

Introduction

In the present conditions — market development, strong internationalist proc-
esses and growing competition, consumers’ behaviour has been so far character-
ised, by unusual dynamics and changeability. The meaningful influence on the
customers’ behaviour have their individual features, such as: needs, attitudes, mo-
tives, personality, perception or experience which mainly results from the usage
of products, as well as external factors, which come directly from the environment
e.g. The existing value system customs, traditional forms of behaviour, informa-
tion which directly comes from the media, mechanisms and institutions which
rule modern economy.

Customers in their marketing choices also follow trends in consumption and
more general phenomena like for example consumption globalization or the op-
posite tendency of consumer ethnocentrism. Consumption globalization in oth-
er words is the spread of identical or similar consumption models in the interna-
tional scale and the creation of consumer global culture. The models usually come
from the area of the West European countries and the United States called the core
of modern world. Consumer ethnocentrism, in turn, is the reaction to the globali-
sation which is growing very fast and means the consistent and aware preference
of the domestic products in relation to the foreign ones. Ethnocentric behaviour

' The dissertation financed from the budgetary funds on education in the years 2010-2014 as a re-
search project (No. NN 112203839).
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usually takes place when consumers perceive such feature like the country of the
product origin and in their decision making process actively look for information,
which allows them to differentiate the domestic products from the imported ones.
It is also worth to stress the fact that ethnocentric customers often present the view
which is clearly harmful to the economy (for example for domestic industry or ag-
riculture) in case of buying imported products. It can be stated at this point that
ethnocentric consumers, by choosing the products, take into consideration not
only economical rational favours but also patriotic and moral ones.

The identification of consumers’ ethnocentric attitudes is a very valuable source
of knowledge about the subject of the preferences of the buyers of products offered
on the market. This information allows to elaborate efficient enterprises’ strategies,
especially connected to the marketing segmentation and communication.

In the flowing article the phenomenon of consumer ethnocentrism has been
discussed and the empirical research results have been presented. The aim of the
empirical research results was the widespread diagnosis of the ethnocentric atti-
tudes of Polish, Hungarian and Ukrainian consumers taking into consideration
their national differences. The particular attention has been paid to defining the
level of consumer ethnocentrism and proving the influence of the socio-economic
factors on the CETSCALE values.

1. The essence of consumer ethnocentrism - basic concepts
and definitions

The concept of ethnocentrism was first described in the beginning of XX
century in social sciences. American ethnologist and sociologist William G. Sum-
ner. defined ethnocentrism as “(...) a way of seeing the world, in which one’s own
group is seen as the centre of the world, and everything around is judged and clas-
sified in relation to it™.

A few dozen years later a well-known American anthropologist, M.J. Herask-
ovits, researched ethnocentrism. He characterized this social phenomenon as spe-

cific, positive assessing the way of one’s own group life as better than others?.

2 M. N, Khan, S. R. Rizvi: Consumer Ethnocentrism: Relevance and Implications for Marketers.
“The Icfai Journal of Consumer Behaviour” 2008, Vol. 111, No. 1.

A. Szromnik: Etnocentryzm konsumencki jako zjawisko spoteczne i problem badawczy. In: Kon-
sument. Przedsigbiorstwo. Przestrzen. Wydawnictwo Akademii Ekonomicznej, Katowice 1998,
pp. 238-245.

3
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By contrast, a French psychologist N. Sillamy explained that ethnocentrism is
“(...) a widely dominating mental attitude which rests on referring all social phe-
nomena to those we meet most often because they are proper to our social group™.

The above definitions define ethnocentrism as an attitude or a tendency to
adopt attitudes. The objects of these attitudes are: one’s own group and other
groups. Ethnocentric attitude in relation to one’s own group or other unit, always
has a positive sign, however, it has a negative one towards other groups or units.

American scholars — T. A. Shimp and S. Sharma brought the concept of eth-
nocentrism to the ground of marketing relations. They defined the term ‘consumer
ethnocentrism’ and conducted wider empirical research in the USA, giving the be-
ginning to the more detailed researches of this phenomenon in different countries
of the world®. According to these authors, consumer ethnocentrism is “(...) a be-
lief shared by consumers concerning obligation and morality of buying domestic
products™®. Ethnocentric behavior of the customers concerns decisions connected
to the choice, the purchase and the use of the domestic products.

Consumer ethnocentrism can be characterized by the following properties’.
Firstly, it emanates from the care of one’s own country and the fear of losing con-
trol over the economy, what can be caused by import. Secondly, it contains mo-
tives prompting to stop buying foreign products. For the consumers with a high
level of ethnocentrism, purchasing products made in other countries is not only
an economical matter but it also creates moral problems. This moral engagement
makes consumers, in extreme cases, look for domestic products, even though,
their quality is much lower than the quality of imported ones. Thirdly, it can be
assumed that the ethnocentric level is the sum of individual tendencies of people
who belong to a given social group. The consequence of consumer ethnocentrism
is thus: overestimating domestic products, depreciating the meaning of import and
the feeling of moral duty to buy domestic products, which in consequence creates
barriers for the international trade development.

The most important research instrument which is used to measure ethnocen-
tric attitudes is elaborated by T. A. Shimp and S. Sharma questionnaire CETSCALE
(Consumer Ethnocentric Tendencies Scale)®. In the first version CETSCALE was

4 N. Sillamy: Stownik psychologii. Ksiaznica, Katowice 1995, p. 87.

5 T.A.Shimp, S. Sharma: Consumer Ethnocentrism. Construction and Validation of the CETSCALE.
“Journal of Marketing Research” 1987, 24(3), pp. 280-289.

¢ Tbid.

A. Szromnik, A. Figiel: Etnocentryzm konsumencki jako bariera rozwoju i wymiany towarowej.

In: Wybrane problemy handlu miedzynarodowego. Materialty V ogolnopolskiej konferencji

naukowej. AE, Krakéw 1997, pp. 129-140.

8 T. A. Shimp, S. Sharma: Op. cit.
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meant exclusively for researches done in chosen regions of the USA (most ques-
tions referred only to America). It proved to be very reliable there. In order to adapt,
the above mentioned scale, to the needs of other countries the questionnaire was
translated into several foreign languages. Then, in order to eliminate all inaccura-
cies, the versions were translated into English again and tested on a chosen group
of respondents.

2. The diagnosis of the consumer ethnocentrism level of Polish,
Hungarian, and Ukrainian people with the usage of the
CETSCALE method

2.1. The research methodology

In the following research the main source material was achieved thanks
to direct interviews done in three towns which belong to Karpacki Euroregion:
Rzeszéw (Poland), Debrecen (Hungary) and Iwano-Frankowsk (Ukraine). The in-
terviews were done from December 2011 to April 2012. The survey sample was
1200 respondents’® (400 people in every town), chosen in a quota way. The quotas
were — gender, age, and education.

As a measuring tool the CETSCALE questionnaire has been used. It was
translated into Polish, Hungarian, and Ukrainian'®. This instrument consists of
17 questions to which answers are marked on seven point Likert’s scale, where
7 means “I absolutely agree”, however 1 “I absolutely disagree”. The points from

 The size of the sample complies with the requirements of the representative nature. It has been

calculated on the basis of the formula:

. ni-mz;
E*

where [] = population proportion,

E = permissible mistake,

7’ = the number of standard deviations, por. S. Mynarski: Praktyczne metody analizy danych

rynkowych i marketingowych (Practical methods of marketing and market data analysis). Wyd.

Zakamycze, Krakow 2000, p. 40.

In Rzeszow direct interviews have been conducted by the authors of the article and the respondents

chosen to this aim. However, in Debrecen, the empirical material has been gathered by a group

of employees of the consulting group — “T6-Vill Kft.” (székhelye: H-4220, Hajdibdszérmény,

Széchenyi u. 5). However, in Iwano Frankowsk the interviews were done by academic teach-

ers and the students of Higher School of Socio- Computing Technology in Tarnopol, in charge

of dr A. Goszczynskiego.
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particular questions are summed up and are between 17 to 119. In order to elim-
inate any inaccuracies in translation, which could cause that a given tool may
not be as effective as expected, a CETSCALE questionnaire was validated. Tak-
ing into consideration the fact that the measure was done only once, the valida-
tion was done only in the range of internal accuracy. The most adequate measure
in this case was the use of a-Cronbacha factor!'!. In the result of the calculations,
which were carried out, it turned out that the discussed factor for the question-
naires in Polish, Hungarian and Ukrainian had values higher than 0.70. It means
that both measuring instruments were correct — internally correct.

The collected research material, after previous reduction, served to create the
data base. The results of the questionnaire researches were elaborated with the use
of STATISTICA 7.0. programme, which was used to tabulation and classification
of the sets of data based mainly on the scaling process. The ANOVA variance anal-
ysis and the linear correlation analysis have also been used at work, especially to
determine dependencies which occur between the objects and features researched.

2.2. The consumer ethnocentrism level research

The direct research conducted among Polish, Hungarian, and Ukrainian re-
spondents defined and average level of consumer ethnocentrism in the three re-
searched communities. In order to do the intended task, the above mentioned in-
ternational CET scale was used. The results of the comparison analysis showed
that the CETSCALE value for Polish people was 65,8 points, for Hungarians 71,9
whereas for Ukrainians 75,0 (Table 1). This data indicate that Ukrainians, in their
marketing choices, show the highest ethnocentric tendencies. This diversity is
very crucial statistically, which is confirmed by the testing factor result of ANO-
VA variance'? — p = 0,0000***, with the use of which an average level of preju-
dices to foreign products was compared in all three groups.

" J. Brzezinski: Metodologia badan psychologicznych. Wydawnictwo Naukowe PWN, Warszawa
2011, p. 47.

12 The variance analysis (ANOVA) is a statistical technique which serves to compare an average
level of the numerical feature in a few populations. In this test zero hypothesis is put, according
to which in all the compared groups the numerical feature, which is taken into consideration,
has the same average level. On the basis of the value of the probability test p, appointed on the
basis of the variance analysis test, the hypothesis can be rejected (if p is adequately low), what
in fact means the influence of the grouping factor on the numerical feature. Por. A. Luszniewicz,
T. Staby: Statystyka z pakietem komputerowym STATISTICA Teoria i zastosowania (Statistics
with a Computer Set. Theory and the usage). C.H. Beck, Warszawa 2001, p. 225; A. Zelia$: Me-
tody statystyczne. PWE, Warszawa 2000, pp. 112-157.
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Table 1

The average CETSCALE values for the respondents from Poland, Hungary, and Ukraine

analysis ANOVA)

CETSCALE
Country 7 Me s .

(average) (the (standard Min Max

g median) deviaton)
Poland 65,8 65,0 26,5 17 119
Hungary 71,9 72,0 15,4 17 119
Ukraine 75,0 77,0 20,0 17 119

PANOV
(test factor p of variance 0,0000%**

The distribution of the CETSCALE values in the 10-point range has been
presented in the histogram 1. It turns out that only 50% of the respondents (includ-
ing 20% Hungarian respondents, 15% Ukrainian ones, and 13% Polish respond-
ents) have achieved the sum of points from the individual questions in the range
from 50 to 80 (these are middle values). A very high consumer ethnocentric lev-
el — over 80 points, had 15% of Iwano-Frankowsk inhabitants and 10% of citizens
of Debrecen and Rzeszé6w. However, the lowest CETSCALE values (in the range
from 17 to 40) could be observed in the Polish group of consumers, only 9%, in
the Ukrainian 4% and among Hungarian buyers only 2%.

[ 1Poland EMHungary [ Ukraine

120

100

80

60

Number of people

9%

6%

8%

6%

3% 3%
40
3%
2%
%
20 e
1%
0% "
K %% | |0%0% % .
10 20 30 40 5

Figure 1. The sample structure with reference to the achieved values of the CETSCALE

0

60 70
CETSCALE (pkt.)

80 90

100

120
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2.3. The research of the influence of the chosen socio-economic factors on
the CETSCALE values

In the following research, the influence of chosen socio-economic factors on
the level of consumer ethnocentrism of the Polish, Hungarian, and Ukrainian re-
spondents has also been analysed. In order to do that, the earlier discussed var-
iance analysis ANOVA has been used. The data from the Table 2 indicate that
there is a crucial, statistical difference in the CETSCALE value among women
and men, in Poland and in Hungary as well. Polish respondents show higher eth-
nocentric tendencies than men, however, in Hungarian population men are preju-
diced towards imported products. As far as Ukrainian respondents are concerned,
it should be stressed that the level of attachment to domestic products is very high
among women and men, however the factor — gender does not differentiate an av-
erage level of CETSCALE value.

Table 2
Gender as the determinant of the CETSCALE value — the results of ANOVA variance
analysis
CETSCALE
Gender Country
Poland Hungary Ukraine
N X | Me s N X | Me s N X | Me s
woman 222 | 684|650 268 | 199 | 68,9 (68,0 |13,5]| 218 | 73,6 | 74,0 | 20,5
man 174 1 62,6 | 62,5 26,0 | 183 | 75,3 | 79,0 | 16,3 | 182 | 76,7 | 78,0 | 19,4
P, .
ANOVA 0,0308%* 0,0000%** 0,1190
(test p factor)

The research conducted also concerned establishing the influence of age on the
CETSCALE value in reference to three groups of the respondents: Poles, Hungari-
ans, and Ukrainians. In order to determine the strength of the connection which ap-
pears between the researched features, linear correlation analysis'? has been used.
In table 3 the values of linear correlation factors (R) and corresponding to them
probability test p values, have been presented. As it can be seen, there is a crucial
statistical dependency between the result and CETSCALE values in a Polish and
Ukrainian community. It can be noticed that there is a tendency, among Polish and

13 Correlation factor R is a rate which receives values in the range of —1 to 1. Absolute value of
a factor gives evidence for the correlation strength and a sign of its direction. The results may and
should) be completed by the results of the relevance correlation factor (p): which would allow to
assess if if a dependency found in a sample is a reflection of a more general relation which is in
the whole population, or is it a matter of coincidence.
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Ukrainian respondents, that relatively older people show tendencies to higher lev-
el of prejudices against foreign products. This dependency has low strength how-
ever — CETSCALE level indicates that there is a big range, regardless of age. Such
tendency hasn’t been stated among the Hungarian respondents.

Table 3
The results of the linear correlation analysis including the influence of age on the
CETSCALE value
Specification Linear correlation factor — R Probability of test p values
Poland 0,15 0,0023**
Hungary 0,06 0,2576
Ukraine 0,17 0,0008%**%*

In the following research, the influence of the level of the respondents’ edu-
cation on the value CET scale, has also been defined. The results of the analyses
in the Figure 2 very clearly indicate that there are crucial differences in summa-
ry CETSCALE, in the reference to three levels of education of Polish and Hun-
garian consumers.

[ Poland  [g Hungary [2] Ukraine
120

110
100

90 T —
80 %{I

70 =

60 % = [

50

CETSCALE

30
20
10

Elementary vocational secondary higher
post-matura exam

Figure 2. The average values of CET scale depending on the level of Polish, Hungarian,
and Ukrainian consumers’ education
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It turns out that, for Polish population, respondents with elementary and vo-
cational education prove to be much more ethnocentric than the people who have
secondary and higher education (test p factor ANOVA = 0,0000***). However in
the Hungarian group there is an opposite situation than among Poles (however to
much lower extent) — the consumers more educated the higher the level of con-
sumer ethnocentrism (test p factor ANOVA = 0,0468%*). It cannot be stated, how-
ever, that there is a statistically crucial variety on an average level of CETACALE
values in the Ukraine (test p factor ANOVA = 0,3779).

In the analyses done, some dependencies appearing between income and
a summary CETSCALE value have been noticed (Table 4).

Table 4
Income as a value CETSCALE determinant — the results of the ANOVA variance
analysis
CETSCALE
Country
Specification
Poland Hungary Ukraine
X Me K X Me K X Me S

to 100 euro per person 70,1 | 64,0 | 31,3 | 70,1 | 72,5 | 17,9 | 78,5 | 79,0 | 22,6

110-200 743 | 75,5 | 27,1 | 74,5 | 76,0 | 15,3 | 73,1 | 74,5 | 19,8

210-300 65,5 | 66,0 | 21,7 | 73,4 | 75,0 | 152 | 71,1 | 71,5 | 17,3

above 300 54,8 | 56,0 | 26,5 | 76,9 | 76,0 | 189 | 77,9 | 81,0 | 153

refused to answer 69,6 | 66,0 | 24,7 | 70,8 | 70,0 | 14,6 | 71,5 | 73,0 | 18,6
test %N?géfor 0,0000%%*%* 0,2236 0,443*

Income significantly differentiates attitude towards domestic products in
Polish community — the higher the rate of income, the lower the CETSCALE
values. In the Polish group these relations are statistically important. In turn,
a diversity of CETSCALE value concerning the level of income among the re-
spondents from the Ukraine can be observed. The direction of this dependency
is puzzling — prejudice to foreign products is higher in extreme income groups
(to 100 and above 300 euro per person). It is worth stressing the fact that in Hun-
garian community no relations have been noticed between income and the CET
scale value.
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Conclusion

The presented research results allow to formulate some meaningful sugges-
tions. In general, Polish, Hungarian and Ukrainian consumers show ethnocen-
tric tendencies, however, there are crucial, statistical differences between these
groups. The Ukrainian respondents have the highest ethnocentric level (the CET-
SALE value is 75,0 pkt.). Hungarians take the second place (72,0 points), Poles
are on the third position with 65,8. In order to compare, it is worth to mention the
international research results conducted at that time. By analysing the answers of
a given — representative group of the USA inhabitants, G. H. Brodowsky (1998)
defined the CETSCALE rate for them on the level of 61,68. G. Chryssochoidis in
2007 showed that the sum of points from the particular questionnaire questions for
Greece inhabitants was — 65,49'%. However, C.Y. Wong in 2008 stated that Chi-
nese have average ethnocentric tendencies (56,25 points)'.

The empirical research conducted also showed the influence of socio-eco-
nomic factors on the consumer ethnocentric level of the Poles, Hungarians and
Ukrainians who were questioned. It turned out that there is a statistically cru-
cial difference in the CETSCALE value among women and men in Poland and in
Hungary. The female Polish respondents tend to be more ethnocentric than men,
however, the tendency in Hungarian population is just the opposite — men are
much more prejudiced to imported products than women. There are no similar re-
lations in Ukraine.

In the following research, correlations appearing between the level of Polish,
Hungarian and Ukrainian consumers’ ethnocentrism and their age has been estab-
lished. It results from the data received that in the Polish and Ukrainian communities
older people tend to have stronger ethnocentric tendencies in relation to imported
products. Such dependency was not noticed among the respondents in Hungary.

The results of the analyses significantly showed that there are crucial differ-
ences in summary CETSCALE in relation to three levels of Polish and Hungari-
an consumers’ education. In particular, for Polish population, the respondents with
elementary and vocational education tend to have much stronger ethnocentric ten-
dencies than the ones who have secondary and higher education. However, in the
Hungarian group the situation is just the opposite than among Poles — the more

14 G. Chryssochoidis, A. Krystallis, P. Perreas.: Ethnocentric Beliefs and Country-of-origin (COO)
Effect: Impact of Country, Product and Product Attributes on Greek Consumers’ Evaluation of
Food Products. “Eur. J. Mark.” 2007, No. 41(11/12), pp. 1518-1544.

15 C.Y. Wong, M. J. Polonsky, R. Garma: The Impact of Consumer Ethnocentrism and Country of
Origin Sub-components for High Involvement Products on Young Chinese Consumers’ Product
Assessments. Asia Pac., “J. Mark. Log.” 2008, No. 20(4), pp. 455-478.
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educated the consumers, the higher level of consumer ethnocentrism. Similar re-
lations were not seen in the Ukrainian community.

In the conducted analyses dependencies appear between the income and the
summary CETSCALE value. It turns out that the income differentiates attitude to-
wards domestic products among Polish and Ukrainian respondents. However, in
the Hungarian community no relations between income and CET scale value have
been noticed.

Concluding the above, it should be stressed that the results of the following
researches have the crucial meaning for the marketing practice. The determined,
in the result of the analyses CETSCALE values, prove that there are clear ethno-
centric tendencies in the researched communities (especially among people in the
Ukrainian and Hungarian groups). From the point of view of the international trade
and marketing, ethnocentric attitudes of the consumers can be a barrier in gaining
competitive dominance of the enterprises on the international markets. That is why
including consumer ethnocentric tendencies and the factors which determine them
in elaboration of the enterprises’ strategies (especially segmentation) will allow to
reach strong position of certain products on the domestic and foreign markets.
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ETHNOCENTRIC TENDENCIES OF POLISH, HUNGARIAN,
AND UKRAINIAN CONSUMERS - THE COMPARATIVE
ANALYSIS ON THE BASIS OF DIRECT RESEARCH

Summary

In the following publication the results of empirical research are presented. Their
purpose was to define the consumer ethnocentrism level of the inhabitants in Poland, Hun-
gary and Ukraine. The main source material was achieved thanks to direct interviews in
three towns: Rzeszow (Poland), Debrecen (Hungary), Iwano-Frankowsk (Ukraine), on the
sample of 1200 respondents (400 people in every town). International CETSCALE ques-
tionnaire has been used as a measuring instrument. It was validated. The analyses pre-
sented clearly show ethnocentric tendencies, however, the highest CET scale values were
achieved in the Ukrainian community. There is also a meaningful influence of socio-eco-
nomic factors on the level of ethnocentrism in the three researched groups.

Keywords: customers’ behaviour, consumer ethnocentrism, CETSCALE
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INCOMES AND EXPENDITURES OF EUROPEAN
E-CONSUMERS. COMPARATIVE ANALYSIS

Introduction

Internet sale continually increases in European countries. The increase
amounted 16,1%' in 2012 compared to the previous year (in Poland, which is
a country where the highest increase has been observed — 24,0%). Does in the
era of growth slowdown of European economies (and lingering crisis in several
countries) such a result surprise? And perhaps we could ask a question: how much
would an increase in Internet sale amount if there was no slowdown and crisis
in European economies? Such a big increase of Internet sale is consumers’ mer-
it, who while purchasing products to satisfy their needs more and more frequent-
ly use the Internet (where cheaper products may be found). The percentage of con
sumers in the countries of the European Union using the Internet increased in the
years 2007-2012 of 14 percentage points (to 71%), including the increase of per-
centage of the Internet buyers which amounted to 11,9 percentage point?.

The cognitive objective of the article is the analysis of incomes and expen-
ditures for shopping on the Internet by consumers from selected European coun-
tries. The application objective is identify collection of the information, which
could provide the basis of information in the decision making process for com-
panies doing business on the Internet and directing their offer to e-consumers
from selected European countries. It is assumed that the variation of expenditure
in Europe e-consumers the same size as income differences. The results of direct
research concerning comparative analysis of e-consumers’ behaviour in Europe
conducted in 6 ultimately selected European countries (France, Poland, Portugal,
Romania, Slovakia and Italy) will be used to meet this objective. The research is

' Sprzedaz internetowa w Europie 2012. Raport Trusted Shops.
2 http://www.eurostat.eu.
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a part of the project titled E-consumer in Europe. Comparative analysis of behav-
iour. The project was financed from the sources of National Science Centre. The
research of e-consumers’ behaviour was conducted by a technique of random sur-
vey in 2012 on a sample of 1800 e-consumers aged 18-25. This sample comprised
54,5% of women and 45,5% of men. Almost 2/3 of respondents did not work. Ev-
ery third respondent represented a 4-people household, every fourth a 3-people
household, every fifth a 5-people household and bigger ones.

1. E-consumers’ incomes

E-consumers’ purchasing behaviour are dependent on the amount of finan-
cial sources, which are at their disposal. They, however, are a derivative of the
amount of their financial budget, which is a juxtaposition of their incomes and ex-
penditures. The source of e-consumers’ incomes may, in most cases, be financial
incomes, being a remuneration for work (characterized by a regularity of arrival)
and the remaining incomes (mostly irregular ones), which comprise incomes from
rent, bonds, interests, donations, inheritance or awards. In case of young e-con-
sumers the source of income may be also scholarships and pocket money received
from parents and other family members.

For most of studied e-consumers the source of financial income is work and
pocket money received from parents. The work constitutes the income for over
60% of studied e-consumers from Portugal and Slovakia, every second French,
almost 40% of Poles, every fifth Romanian and only every sixth Italian. Pocket
money from parents is a source of income for over 80% of studied Romanians, al-
most 2/3 of Italians and Poles, for every second Slovak and less than 40% of the
French and Portuguese. Every third studied French and every fourth Pole and Ro-
manian obtains income from scholarship, where among the subjects from the re-
maining countries there are no more than every twelfth of them. More Poles and
Romanians than the subjects from other countries obtain pocket from other fami-
ly members (Table 1).

Table 1
E-consumers’ sources of incomes from selected European countries (in %)

Specification France Italy Poland | Portugal | Romania | Slovakia
Work 54,2 16,5 38,8 60,3 18,6 60,2
Scholarship 33,1 8,5 22,4 6,0 24,3 4.8
Pocket money from parents 36,9 70,2 65,3 39,0 83,8 55,4
Pocket money from other 11.4 12,9 16,7 5.7 172 7.8
family members
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Over half of studied French people possess income over €501, and almost
every third between €251 and €500. Almost every fourth Slovak, every fifth Ital-
ian and Portuguese and a very small percentage of studied Poles and Romanians
possess over €501 at their disposal. The income amounting €150 is at disposal of
almost half of studied Romanians and Poles, but as well as for every third Italian
and every fourth Slovak. On average the highest monthly income is obtained by
studied young French, and the lowest one by Romanians. There is a lower level
of income median observable among studied Italians than among the Portuguese
(despite higher income median), which denotes that most Italians possess a rela-
tively smaller income than the Portuguese. However, a higher income median was
observed among Slovaks than among Italians and the Portuguese (Table 2).

Table 2
E-consumers’ monthly net income from selected European countries
Specification France | Italy | Poland | Portugal | Romania | Slovakia
(in %)
to €150 4,3 35,5 44,8 2,2 47,3 23,9
€151-€250 3,7 17,7 27,0 63,6 33,5 20,8
€251-€500 35,6 29,0 22,6 16,9 15,6 31,4
over €501 56,4 17,7 5,6 17,3 3,6 23,9
(in €)
average 653,53 496,29 221,56 434,19 180,56 400,28
standard deviation 379,09 674,60 161,79 408,76 133,19 382,74
median 600,00 230,00 176,50 250,00 154,00 300,00
dominant 600,00 100,00 120,00 250,00 119,00 200,00
minimum 50,00 40,00 12,00 100,00 22,00 20,00
maximum 3000,00 3000,00 925,00 3000,00 768,00 3000,00

The amount of e-consumers’ income does not directly result in the evaluation
of their financial situation. The Romanians, in spite of nominally lowest monthly
incomes were evaluating their financial situation best — almost 3/4 of them con-
sidered it good or very good. Almost 2/3 of studied French, Poles and Slovaks,
about 40% of Italians and only every third Portuguese also evaluated their finan-
cial situation as good and very good. Simultaneously, almost every sixth Portu-
guese and almost every tenth Italian estimated his/her financial situation as bad or
very bad (Table 3).

The young e-consumers’ incomes as a main determinant of purchasing be-
haviour do not basically diverge from the income of consumers not buying prod-
ucts on the Internet. Does the ease of doing shopping on the Internet (related,
at least, to the opportunity of comparing products and prices by means of price
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comparers in a very short time and in one place) result in e-consumers’ expendi-

tures?
Table 3
The evaluation of e-consumers’ financial situation from selected European countries (in %)
Specification France Italy Poland Portugal | Romania | Slovakia
Very good 13,6 33 8,6 3,8 5,4 9,0
Good 51,9 38,9 55,5 29,1 65,7 51,0
Neither good nor bad 27,6 47,8 31,8 49,8 28,3 35,7
Bad 5,8 7,0 4,0 12,5 0,7 3,3
Very bad 1,2 3,0 0,3 48 - 1,0

2. E-consumers’ expenditures

E-consumers’ expenditures on single shopping on the Internet are diverse and
fluctuate between €2 and €4050. Almost 2/3 of studied Poles, almost half of Ital-
ians, the Portuguese, Romanians, and Slovaks, and only every fifth French spend
no more than €150 on single shopping on the Internet. However, over €451 is
spent on such shopping by every fourth Portuguese and Slovak, almost by every
fifth Romanian and French and by every sixth Italian and Pole. The highest aver-
age spent on single shopping was observed among the French, and the lowest one
among Poles (Table 4).

The expenditures of studied e-consumers on single shopping on the Inter-
net from a category of clothes and footwear are between €2 and €600. The Portu-
guese spent on average the most on single shopping (€108,42), and Poles the least
(€31,95). Single expenditures on shopping for a category of books and multime-
dia range from €2 and €300. The Romanians spend on average the least (€22,22),

and the Italians the most (€35,20).
Table 4

The amount spent by e-consumers from selected European countries on single shopping
on the Internet — total

Specification France Italy Poland Portugal Romania Slovakia
1 2 3 4 5 6 7
(in %)
to €150 19,8 56,1 66,0 49,7 55,8 48,9
€151-€300 26,2 21,1 10,4 17,8 13,4 17,7
€301-€450 32,7 7,3 9,7 7,6 8,8 8,0
€451 and more 21,3 15,4 13,8 24,8 22,1 253
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Table 4 contd.
1 > | 3 | 4 | s 6 7
(in €)

average 387,79 264,55 192,25 365,42 270,39 304,02
standard deviation 348,04 362,52 241,91 536,80 359,04 354,85
minimum 6,00 4,00 2,00 6,00 2,00 6,00
maximum 2250,00 1670,00 1361,00 4050,00 2551,00 2312,00
median 330,00 130,00 86,00 155,00 100,00 160,00
dominant 285,00 70,00 24,00 40,00 22,00 50,00

The highest average expenditures on single shopping by studied e-consum-
ers were devoted to a category of computers and software. On average the most
was spent by studied Slovaks on shopping for such products (€348,07), and al-
most twice less by the French (€184,07). The median of single expenditures on
computers and software incurred by Poles is four times lower than among Ro-
manians. The expenditures on single shopping for products in a category of sport
and tourism range from €2 and €2000. The highest average expenditures on sin-
gle shopping for such products are incurred by the Portuguese (€201,19). Almost
four times less for this purpose is spent by the French on single shopping. Half of
Poles do not spend more than €24 on single shopping for products in a category
of sport and tourism (Table 5).

E-consumers spend once on products from a category of electronics and pho-
to the amounts ranging from €2 to €3050. The highest average amount spent on
single shopping was noted among the Portuguese (€178,22), and the lowest among
the French (€60,24). The median of single expenditures on electronics and pho-
to is twice smaller among the Italians in comparison with Poles, the Portuguese

and Romanians.
Table 5

The amount spent by e-consumers from selected European countries on single shopping
on the Internet in accordance with a category of products — selected indicators (in €)

Specification France Italy Poland Portugal | Romania | Slovakia
1 2 3 4 5 6 7

Clothes and footwear

average 66,16 80,76 31,95 108,42 50,12 61,33

median 50,00 55,00 24,00 62,50 26,00 50,00

dominant 100,00 30,00 24,00 100,00 22,00 20,00
Books and multimedia

average 33,05 35,20 13,38 37,17 22,22 27,74

median 30,00 25,00 10,00 20,00 9,00 20,00

dominant 20,00 20,00 7,00 20,00 2,00 20,00
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Table 5 contd.

1 2 3 4 5 6 | 7
Computers and software
average 184,07 276,40 188,95 276,47 317,74 348,07
median 50,00 100,00 74,00 100,00 313,00 300,00
dominant 50,00 50,00 24,00 50,00 330,00 200,00
Sport and tourism
average 58,46 178,25 64,84 201,19 93,10 94,20
median 32,50 135,00 24,00 100,00 26,00 50,00
dominant 50,00 200,00 24,00 50,00 219,00 50,00
Electronics and photo
average 60,24 172,63 129,51 178,22 122,01 89,69
median 40,00 30,00 65,50 60,00 66,00 50,00
dominant 50,00 2,00 49,00 10,00 20,00 20,00
Health and beauty
average 41,76 31,45 16,38 45,45 30,10 32,31
median 35,00 20,00 12,00 27,50 22,00 28,50
dominant 40,00 2,00 7,00 20,00 22,00 10,00
Food
average 86,64 57,25 12,08 63,15 42,28 24,40
median 80,00 60,00 7,00 40,00 22,00 15,00
dominant 100,00 9,00 4,00 50,00 22,00 20,00

Nominally, e-consumers spend small amounts on single shopping for prod-
ucts from a category of health and beauty. On average the most is spent by the
Portuguese (€45,45), and the least by Poles (€16,38). The expenditure of tested
e-consumers on single shopping for food products range from €2 to €350. On av-
erage the French spent the most on single shopping for food (€86,64), and Poles
the least (almost seven times less than the French). Half of the French spend once
on food at least €80, whereas half of Slovaks no more than €15, and half of Poles
no more than €7 (Table 5).

The expenditures of e-consumers on single shopping on the Internet do not di-
rectly result in their annual expenditures. High single expenditures are not a clear
equivalent of frequent shopping, either. Almost 80% of the French spend more
than €800 annually on Internet shopping. At least €800 annually is spent for this
purpose by every fourth Portuguese, every sixth Slovak and every seventh Roma-
nian as well. No more than €100 annually on Internet shopping is spent by over
40% of Italians, every third Pole and Romanian, every fourth Portuguese and eve-
ry fifth Slovak. Over half of the French spend for this purpose at least €2050 an-
nually (on average the French spend €1804,04), however, half of Poles not more
than €159 annually (on average Poles spend €293,02) — Table 6.
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Table 6

Annual e-consumers’ expenditures from selected European countries on Internet
shopping — total

Specification | France | Italy | Poland | Portugal | Romania | Slovakia

(in %)

to €100 5,8 41,5 36,0 23,9 36,4 20,1

€101-€300 7,9 18,9 35,2 23,1 21,0 27,1

€301-€800 7.9 32,1 20,2 274 28,4 35,5

€801 and more 78,3 7,5 8,5 25,6 14,2 17,3
(in €)

average 1804,04 310,40 293,02 684,51 394,51 569,06

standard deviation 997,16 369,51 408,83 946,27 497,63 596,06

median 2050,00 200,00 159,00 350,00 226,50 320,00

dominant 2200,00 100,00 74,00 100,00 22,00 50,00

The expenditures of studied e-consumers on annual shopping on the Internet
for products from a category of clothes and footwear do not exceed €4000. On av-
erage the French spend the most on annual shopping (€305,13), and Poles the least
(€87,97). Annual expenditures on shopping for products from a category of books
and multimedia amount to €600. On average the most is spent by the French
(€141,83), and the least by Romanians (€36,85). Slovaks spend the most on aver-
age annually on products from a category of computers and software (€383,47),
and Poles spend the least (€192,50). The median of expenditure for this purpose is
almost four times lower among Poles than among Romanians. Italians and Portu-
guese are the leaders in the amount of annual expenditure on products from a cat-
egory of sport and tourism — on average annually they spend for this purpose at
least €100 more than the French, Poles and Romanians. The Portuguese spend
the most (€230,64), and Poles, the least (€92,85) on average annually on products
from a category of electronics and photo. Half of the French spend on such prod-
ucts at least €150 annually, whereas half of Italians and Poles no more than €50
annually. The expenditures on products from a category of health and beauty are
very diverse among e-consumers from selected European countries. The French
spend four times more for this purpose than Italians. However, Slovaks spend
maximally annually as much as €1400 on such products. The biggest differenc-
es in annual expenditures among consumers from selected European countries are
observed in case of food. The French spend on average €1030 annually on food,
whereas Romanians only €87,42. Very noticeable differences are observable in
the median of expenditures among countries — especially between France and Ita-
ly, Poland and Romania (Table 7).
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Table 7

Annual e-consumers’ expenditures from selected European countries on Internet
shopping in accordance with category of products — selected indicators (in €)

Specification France | Italy | Poland | Portugal | Romania | Slovakia

Clothes and footwear

average 305,13 110,78 87,97 206,24 163,76 222,40

median 300,00 70,00 49,00 100,00 86,00 100,00

dominant 400,00 100,00 49,00 100,00 219,00 100,00
Books and multimedia

average 141,83 81,25 45,82 92,54 36,85 69,75

median 150,00 60,00 24,00 50,00 22,00 50,00

dominant 150,00 100,00 49,00 50,00 2,00 100,00

Computers and software

average 272,03 283,36 192,50 320,96 318,08 383,47

median 200,00 150,00 74,00 200,00 263,00 200,00

dominant 200,00 50,00 74,00 100,00 330,00 200,00

Sport and tourism

average 161,06 270,61 131,73 262,25 164,59 187,83

median 150,00 200,00 49,00 100,00 44,00 100,00

dominant 150,00 300,00 74,00 100,00 219,00 100,00
Electronics and photo

average 166,67 178,00 92,85 230,64 178,46 158,72

median 150,00 50,00 49,00 100,00 66,00 100,00

dominant 200,00 50,00 24,00 100,00 44,00 50,00

Health and beauty

average 202,29 48,90 65,38 163,88 65,76 110,32

median 180,00 25,00 38,00 55,00 33,00 80,00

dominant 200,00 15,00 49,00 50,00 22,00 100,00

Food

average 1030,50 265,25 114,33 371,47 87,42 483,80

median 1200,00 29,50 24,00 200,00 33,00 80,00

dominant 1200,00 2,00 24,00 200,00 22,00 50,00

On the basis of data concerning annual incomes and annual expenditures of
e-consumers from selected European countries on products from selected catego-
ries (excluding food and products from a category of health and beauty) Térnquist
II functions were estimated”.

3 R. Wolny: Metody ilosciowe w badaniach rynku. Wydawnictwo Akademii Ekonomicznej, Ka-
towice 2009, pp. 50-51; R. Wolny: Zastosowanie funkcji nieliniowych w modelowaniu po-
pytu na ustugi. In: Badania Marketingowe. Metody, Nowe technologie, Obszary aplikacji. Red.
K. Mazurek-Lopacinska. PWE, Warszawa 2008, s. 300-301; J. Glinski, K. Nowaczek: Analiza kom-
paratywna metod estymacji parametrow funkcji Térnquista. In: Zarzqdzanie przedsigbiorstwem.
Wybrane aspekty. Zeszyty Naukowe Uniwersytetu Gdanskiego, Gdansk 2003, nr 2, p. 82; Z. Bartel:
Ekonometryczna analiza rynku. PWN, Warszawa 1962, p. 79; B. Ciepielewska: Proste metody eko-
nometrycznej analizy rynku. Wydawnictwo Akademii Ekonomicznej, Katowice 1974, pp. 93-96.



INCOMES AND EXPENDITURES... 33

Toérnquist functions are used to approximate Engel curves (analyzing
the influence of income on demand) and they take many forms depending on
a kind of goods and services, for which they are estimated. In case of function
evaluation for higher services it is assumed that demand occurs only when the
income will exceed a given level and aims to a given permanent and limited
boundary.

The evaluation of parameters of function demand was done by means of
a method of quasi-Newton and Gauss-Newton (using the programme Statis-
tica).

The evaluated demand model for products bought on the Internet is the fol-
lowing:

. 777,25(X —1057,00)
YT X 199547

where:
», — total annual expenditure,
X — annual e-consumers’ incomes.

This model defines dependence of expenditures on products on the income of
studied e-consumers, while establishing a fixed price level (Figure 1).

The estimation of function parameters indicated that demand on products on
the Internet is noticeable in a studied group of European e-consumers when their
annual income will reach a level of €1057,00 (y). The saturation level of Internet
products amounts in this case €777,25 (o) and constitutes an asymptote of annual
expenditures on Internet products.

It is worth emphasizing in this case that average annual expenditures on In-
ternet products constitute about 86% of saturation level of such shopping (de-
pending on the country the saturation level may diverge from the average, e.g. in
case of France it will be higher, and in case of other countries it will be definite-
ly lower).
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Figure 1. Tornquist II function of annual expenditures on Internet shopping of e-consumers from
selected European countries

Conclusion

Summing up we may state that expenditures (both on single shopping, as
well as on annual ones) reflect a big purchasing power of e-consumers from se-
lected European countries. Differentiating expenditure of e-consumers in selected
European countries is a large and the same size as the diversity of income — which
confirms assumptions established in the preface. This differentiation is also high
within national groups, which is confirmed by the high standard deviation. Ex-
penditures will be increasing along with the development of electronic commerce.
We may suppose that the highest increase will concern expenditures (shopping)
for durable goods — which results from lower prices of such a type of products on
the Internet) and food products (it is a group of products rarely bought on the In-
ternet so far (excluding e-consumers from France). The increase of shopping in
case of food will not exclusively be related to price, but rather with the comfort
of doing such shopping. As the estimated Tornquist function indicates, annual ex-
penditures on Internet shopping of the studied group of e-consumers may still in-
crease, and in case of the subjects from Italy, Poland, and Romania at least of sev-
eral hundred €.
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INCOMES AND EXPENDITURES OF EUROPEAN
E-CONSUMERS. COMPARATIVE ANALYSIS

Summary

E-purchasing behaviour of consumers depend on of the volume of funds available
to them. These however are derived from the amount of their budget, which is a compila-
tion of income and expenditure. This article aims to analyze income and expenditure for
the consumer online shopping from selected European countries. In this paper, the results
of research on the comparative analysis of the behavior of e-consumers in Europe, car-
ried out in 6 purposefully selected European countries (France, Poland, Portugal, Roma-
nia, Slovakia, and Italy).

Keywords: European e-customers’ behaviour, customers’ incomes, cus-tomer’s expenditures
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L’Introduction

Internet peut-il étre un outil de diffusion de la culture politique et a partir de
la, engendrer une e-démocratie? Etablir un lien dans les sociétés démocratiques
entre la libre circulation de I’information et [’apparition d’une forme de sagesse et
d’intelligence collectives pourrait sembler raisonnable. Se dirige-t-on vers une so-
ciété numérique ou le monde des nouvelles technologies de 1’information (NTIC)
permettrait d’envisager une forme moderne d’agora politique et sociale?

Y-t-il une relation entre le culte du matériel technologique et la course au sa-
voir? La question du statut de I’information au regard du savoir et de la connais-
sance ainsi que celle d’un savoir virtuel hors toute vérification, expérience ou
contradiction mérite quelques réflexions tout comme celle du lien entre commu-
nication et culture.

1. De la numérisation de la démocratie et ses conséquences

1.1. De la révolution numérique a I'accés a la culture

Le commerce culturel connait un accroissement spectaculaire: 628 millions
de sites Web pour plus de 2 milliards d’internautes avec une progression d’envi-
ron un tiers par an sachant que le nombre d’utilisateurs influe sur 1’utilité du ré-
seau'. La fréquentation des réseaux sociaux ne cesse aussi de s’accroitre: prés
d’un milliard d’inscrits sur Facebook, 526 millions d’internautes se connectent
chaque jour dont 24 millions en France, 250 millions de photos nouvelles par jour,

' Par F. Benhamou: L irrésistible ascension de l’internet in Cahiers frangais. «La société numéri-
que» Janvier-février, n® 372, La documentation francaise, Paris 2013, p. 3.
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2,7 milliards de “Likes” et de commentaires expédiés par jour avec un temps de
fréquentation de vingt minutes par jour; Twitter comptent 140 millions d’utilisa-
teurs pour 340 millions de tweets envoyés par jour®. La dématérialisation du com-
merce culturel progresse ainsi de maniére exponentielle suite a un envahissement
du numérique®.

1.2. De la culture de la toute puissance

Cartable électronique, cloud, e-book, Twitter, tablette tactile, Facebook,
smartphone, big data la révolution numérique transforme notre rapport au monde,
a autrui et a nous-mémes. L’internaute aura tendance de par cet envahissement de
son espace par les NTIC a s’assimiler a la technique qui le remplace dans sa fonc-
tion communicante ou de créateur et d’innovateur.

Un mimétisme va s’installer: “je suis la technique”, ’homme devient I’outil
avec I’impression de n’étre plus rien sans la technique, sans ordinateur ni internet.
L’homme a I’ére du numérique n’existe que par la technique, témoin 1’enfant pri-
vé quelques heurs ou quelques jours de tout écran. A cet égard, les technologies
numériques ne semblent guere faire progresser la pédagogie de I’enseignement,
elles agiraient méme plutdt a rebours: elles divertissent I’¢leve, les ¢loignent du
savoir et vont jusqu’a créer un phénomeéne d’addiction®.

Les nouvelles technologies donnent I’illusion de la toute-puissance®: transpa-
rence des données, immédiateté d’acces donc effacement du temps et de 1’effort,
impression de proximité des relations, facilité de contacts et d’échanges démulti-
pliés, impression d’accéder aux autoroutes du savoir en un clic, etc.

Repousser les limites de la communication grace aux machines avec une
communication dorénavant caractérisée par la fluidité et I’instantanéité des échan-
ges, telle est I’apparence de cette révolution numérique dont 1’autre facette res-
semble a une forme de marché idéal et a un nouveau modele économique. En
effet, les nouvelles technologies placent I’internaute dans une logique de la per-
formance et de I’efficacité: elles tendent a imposer compétition et rapidité (com-
me la dictature des mails), malléabilité aux évolutions technoculturelles sous pei-
ne d’exclusion donc une addiction relative aux réseaux sociaux.

> D. Cardon: Liens faibles et liens forts sur les réseaux sociaux in Cahiers frangais, «La société
numérique» Janvier-février, n°® 372, La documentation frangaise, Paris 2013, pp. 61-62.

C. Biagini: L’emprise numérique, Comment Internet et les nouvelles technologies ont colonisé
nos vies, premiere partie. Editions 1’Echappée, Paris 2012.

4 Ibid., p. 169.

5 C. Biagini: L’emprise numérique..., op. cit.

3
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Recherche-t-on ou retrouve-t-on 1’idéal d’un monde sans conflit dans lequel
les humains communiqueraient harmonieusement grace a leurs machines? Mais
le piege est la: I’illusion de la liberté et de I’autonomie de I’internaute qui se croit
affranchi des contraintes temporelles, spatiales, relationnelles, corporelles tient au
fait que la libération par la machine devient un assujettissement a la machine.

1.3. A la culture de I'impuissance

L’impression de toute puissance et d’omniscience des internautes surinfor-
més et constamment connectés ne fait que refléter une impuissance politique et
sociale consommée®. Les nouvelles technologies contribuent largement a la des-
truction du lien social et a la disparition des formes anciennes de solidarité, de so-
ciabilité, d’organisation du travail et de la pensée. On assiste ainsi a une mutation
anthropologique comparable a I’apparition de 1’écriture a ceci pres que 1’alphabé-
tisation qui en dériva rimait avec émancipation alors que les NTIC engendrent un
monde fondé sur la vitesse, I’immédiateté, la superficialité, le profit un résultat in-
verse a celui espéré, le réve d’une intelligence collective n’était qu’un mirage de
la cyber-société selon Biagini’.

1.4. La relation humaine s’efface devant I'information

Le support matériel ne peut exprimer qu’un point de vue virtuel, hors toute
rencontre de chair et d’os, avec son poids d’histoire et d’engagement. Internet peut
apparaitre comme une scene de théatre avec une multitude d’acteurs qui “refont le
monde” mais sans affronter le risque du vécu et de la responsabilité de ses actes.

2. L’avenement d’'une e-démocratie

2.1. Les conditions de I'apparition d’'une e-démocratie

Les conditions de I’apparition d’une E-démocratie semblent réunies avec le
recul de crédibilité de la démocratie représentative classique.

La crise de la participation est patente avec la crise du militantisme politique
et syndical et la baisse du taux de participation électorale.

6 Idem: La tyrannie technologique. Critique de la société numérique, L’Echappée, Paris 2007.
" Idem: L’ emprise numérique..., op. cit., 2e partie.
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Quant a la crise de la représentation, elle atteint des sommets: élitisme et
technocratisme provoquent une représentation-tampon ¢élus/citoyens et le détour-
nement du débat politique vers les intéréts spécifiques de castes, professionnali-
sation de la politique et éthique politique, naturalisme politique et mondialisation
qui réintroduisent ce retour institutionnalisé de la loi du plus fort.

La concurrence de la représentation politique par les médias n’est pas de na-
ture a rendre la parole aux citoyens contre toute apparence avec entre autres ce
poids des grands journalistes, pourvoyeurs de vérités et de mythes du complot.

La démocratie souffre de 1’absence de débat du a la guerre des tranchées que
conduisent les partis plus attachés a leur idéologie qu’a la connaissance du terrain
et aux solutions responsables.

Dans ce cadre, la société civile n’a que peu ou pas de contre-pouvoirs et a cet
¢gard des NTIC apparaissent comme la planche de salut pour une démocratie nou-
velle de type e-démocratie. Et dés lors, pourquoi ne pas envisager la possibilité
de I’avénement du citoyen expert de par 1’acces direct a la connaissance et au dé-
bat argumenté? “Le dépassement du dualisme réducteur Etat/marché qui structure
la pensée politique depuis plus d’un siécle et demi constitue I’une de ces perspec-
tives et non la moindre. Alors que partis politiques, syndicats, mouvements mili-
tants se situent historiquement sur une ligne partant du tout Etat pour aboutir au
tout marché en passant par tous les métissages possibles, les communs nous en-
seignent qu’il existe, non pas une troisiéme voie, mais une autre manicre de pen-
ser et de faire en politique comme en économie; une approche qui ne se situe ni
contre le marché ni contre 1’Etat mais a coté et s’articule avec ces deux pdles par-
fois de fagon trés poreuse™.

2.2. Le surgissement d’'une démocratie directe

La question de I’avénement d’une e-démocratie semblerait une conséquence
relativement logique au vu de 1’¢largissement de la plateforme de contacts et donc
d’échanges possibles et de I’accés a de nouveaux contenus de réflexion. Un dialo-
gue direct pourrait alors s’instaurer entre les e-citoyens, concurrengant les institu-
tions représentatives, les partis et syndicats ainsi que les médias avec comme mé-
rite d’éviter les détournements et accaparements de la demande sociale et 1’espoir
d’une image fidé¢le de la représentation sociale.

Drailleurs, I’acces a cette nouvelle agora politique se réalise sans condition
de diplomes ni de concours, ce qui constituait jusque la une barriére souvent in-
contournable d’accés a la culture et au pouvoir.

8 V. Peugeot: Libres Savoirs, les biens communs de la connaissance, p. 17.
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3. Les obstacles liés a la e-démocratie

3.1. Des valeurs démocratiques galvaudées

Des trois valeurs fondatrices de la démocratie athénienne, il ne semble rester
que leur ombre ou leur caricature:

— laliberté de créer se confine dans des informations ou des savoirs fragmentai-
res et les échanges dans les réseaux sociaux se réduisent trés souvent a des ba-
vardages interindividuels.

— I’égalité d’acces a la culture des internautes grace a la gratuité d’informations
ne recouvre qu’un domaine marginal du savoir et doit compter avec les straté-
gies économiques des entreprises de communication.

— la fraternité qui parlait de solidarité, évoque une mutualisation des connais-
sances qui se réduit essentiellement a des informations partagées virtuelle-
ment, loin de I’engagement citoyen dans I’aréne publique. L’intelligence col-
lective qui aurait pu en résulter n’est en fait le plus souvent qu'une forme
d’expression individuelle de participation.

3.2. Démocratie numérique et “démocratie des crédules”

Selon Gerald Bronner, la démocratie actuelle se redéploie en trois temps:
la libéralisation du marché de 1’information (depuis le début des années 1980 en
France), la révolution technologique avec 1’essor d’Internet et une triple revendi-
cation démocratique qui se décline ainsi: «le droit de savoir, le droit de délibérer,
le droit de décider», «le triumvirat démocratique» en pleine ascension mais sans
discernement’.

La thése de Bronner est la suivante: Internet favorise la croyance plus que la
connaissance avec cette tendance a rechercher ce qui nous ressemble plus que la
vérité'”,

Un des principaux «biais» qui rapproche la recherche de la vérité de la croyan-
ce est une inclination naturelle a chercher des faits ou exemples qui confirment
nos idées a priori «Biais de confirmation», ce qui renforce nos préjugeés.

La recherche sur Internet est dépendante de la stratégie des moteurs de re-
cherche et de leur notoriété. Google, en position dominante, classe les sites en
fonction de leur popularité (nombre de liens du site) et ou les présente en fonction
de notre historique de recherche, de notre localisation. Sachant que 65% des inter-

° G. Bronner: La démocratie des crédules. P.U.F., Paris 2013.
1 Tdem: L’Empire des croyances et La démocratie des crédules. P.U.F., Paris 2003.
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nautes ne consulte que la seule premiére page de Google, le risque majeur pour les
internautes est de ne tomber que sur des informations confirmant leurs idées.

Un autre biais, selon Bronner, réside dans la tendance a s’approprier les ex-
plications cognitivement les moins cotiteuses («avarice mentale») et qui pullulent
sur le Net.

Un troisieme biais, selon lui, serait la «négligence de la taille de I’échan-
tillon» qui fait prendre un cas restreint ou une accumulation de cas aux liens pro-
bables ou improbables pour une vérité sans autre forme d’argument que celui de la
quantité d’informations sur la question. L’ importance du nombre d’articles en fa-
veur de cette thése pose la question des éléments qui peuvent la rendre séduisante
indépendamment de sa véracité.

Pourtant, tout porte a croire que la concurrence effrénée sur le marché de I’of-
fre cognitive serait susceptible d’éradiquer les idées douteuses et de favoriser les
idées les plus rationnelles. Mais la «course au scoop» sans discernement ni veéri-
fication de I’information ainsi que la capacité de séduction d’une théorie au détri-
ment de ses qualités scientifiques («storytelling» ou «effet Othello» de Bronner)
démontrent le contraire.

Internet, en abaissant considérablement les cotts d’entrée sur le marché, va
permettre a tout un chacun de créer son blog ou son site: il devient d’autant plus fa-
cile pour I’internaute de trouver des informations confirmant ses propres opinions.

3.3. La création de rumeurs

Le traitement de la politique tend a se «peopoliser». Comment la représen-
tation des faits tourne a la création imaginaire, voire mensongere, parvient-elle a
se diffuser, a emporter 1’adhésion des publics, a infléchir les décisions des politi-
ques voire judiciaires?

La rumeur est considérée avec raison comme «un lieu privilégié de 1’ex-
pression de la pensée sociale»'!. Opposée a la pensée rationnelle, la pensée socia-
le possede trois caractéristiques fondamentales: elle est d’essence collective, elle
manipule des objets concrets (et non des abstractions) et elle suit une logique sub-
jective.

M.-L. Rouquette développe un modele qu’il appelle «le syndrome de
rumeur»'2. Dans ce cadre, il délimite 4 composantes essentielles des rumeurs:
I’implication, 1’attribution, donc la représentation d’une information et sa réap-
propriation, la négativité et I’instabilité de 1’information.

" C. Guimelli, La pensée sociale, Que sais-je?. P.U.F., Paris 1999, p. 108.
12 M.-L. Rouquette, Le syndrome de rumeur. Communications, Vol. 52, 1990, No 1, p. 119-123.
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Face a ses caractéristiques, la rumeur a besoin de ces traits identitaires pour
subsister. Car le propre d’une rumeur est de se répandre une vitesse supersonique
avec le risque de déclencher des réactions émotionnelles incontrélables. Rouquet-
te soutient d’ailleurs que la rumeur ne peut devenir féconde que si le climat so-
cial est propice a sa gestation en correspondance étroite avec une «population» qui
partage des connaissances et des attentes communes a un instant donné.

Jean-Bruno Renard a établi ,,(...) une typologie des rumeurs — définies au
sens large comme des nouvelles non vérifiées — a partir de leur relation a la réa-
lité, apres que leur degré de véracité ait €té établi, du moins dans I’état actuel de
nos connaissances, par des «experts» (historiens, scientifiques, policiers, jour-
nalistes). Si une rumeur se révele exacte, elle devient une information. Si une
rumeur est fausse, elle tombe dans les catégories des rumeurs affirmatrices ou
négatrices”"3.

Renard évoque également les trois caractéristiques des rumeurs négatrices: la
pensée hypercritique, la révélation d’une autre réalité et la dénonciation du com-
plot.

3.4. La théorie du complot

Les mythes du complot font en effet partie du comportement culturel politi-
que francais avec la culpabilisation de I’histoire et du passé mais aussi la suspi-
cion des comportements des citoyens et des responsables politiques.

Un des travers marqué des médias de la communication est de chercher aussi
systématiquement qu’obsessionnellement «la réponse cachée» derriére les appa-
rences et dont les présupposés dépassent de beaucoup le nécessaire et [égitime es-
prit critique: 1’«esprit du soupgon» ou, pire, une recherche systématique du com-
plot.

Bronner rappelle ce qui devrait selon lui un fondement de la pensée critique
enseignée aux €léves: le retour sur soi qui permet la mise a distance d’un fonction-
nement biaisé a savoir le fait de réfléchir a partir d’un point de vue partiel, a partir
des valeurs de notre groupe d’appartenance et avec la tentation de suivre les sire-
nes de la facilité (les biais cognitifs).

Quant a «avoir le droit de décider» et a I’essor de la «démocratie délibérati-
ve» numérique qui pourrait devenir le complément idéal de la démocratie repré-
sentative ou la délibération suivrait ainsi I’information, le chemin semble encore
long avant d’y parvenir.

13 J.-B. Renard, Les rumeurs négatives in Diogéne, 2006/1, n°213, P.U.F., Paris, pp. 54-73.
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Contre toute attente, les croyants dans les rumeurs, les théories du complot ou
les croyances les plus absurdes ne viennent pas seulement de I’inculture mais sou-
vent de milieux intellectuels dont les connaissances rationnelles nouvelles ouvrent
de nouvelles perspectives aussi attrayantes qu’intelligentes a défaut d’étre scien-
tifiquement démontrées.

3.5. Croyance et connaissance

La logique interne qui gouverne cet aspect essentiel des savoirs du numéri-
que est la suivante: — Il y a un intérét a croire. L’argumentation rationnelle ne chas-
se pas la croyance. Les progres de la rationalité ne font pas diminuer d’autant la
crédulité, le principe des vases communicants ne s’applique pas.

— Les internautes cherchent préférentiellement des informations et des savoirs
qui leur ressemblent. L’affinité et la croyance orientent la recherche des inter-
nautes plus que la recherche d’une vérité.

— La démocratie peut se rapporter a un marché des idées mais plus encore a un
marché des croyances.

— La société de I’information anesthésie notre esprit critique plus qu’elle ne le
développe.

—  Cette approche de la culture information débouche sur une culture d’appar-
tenance.

4. Quelle relation a la culture? La culture générale, e-culture face
a la culture

La culture générale demeure une culture du fragment et du résultat au contrai-
re de la culture qui est culture du cheminement. La culture dite générale est savoir
immeédiat face a la nuit du cheminement lent, conquis sur soi-méme: la culture gé-
nérale fabrique de I’ignorance, a I’image de la recherche accélérée par un moteur
de recherche face aux méandres de la quéte du chercheur. La culture-illusion du
savoir facile s’oppose a la culture qui construit I’homme contre lui-méme et ses
a priori avec une relation au temps qui n’est pas celle de I’'immédiateté.

Aujourd’hui, le modéle dominant véhiculé par les médias et le développe-
ment d’internet est celui de ’accumulation de savoirs et d’une curiosité intellec-
tuelle.
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4.1. La culture

La culture au sens classique des humanités n’est pas une suite d’informations
ni méme une discipline d’enseignement mais de vie: orienter 1’existence avec une
visée normative. Poser les grandes questions, découvrir 1’universel dans le parti-
culier, découvrir ce qui est porteur de vie ou destructeur.

Dans la culture des humanités, le savoir est pensé et rapporté a soi, c’est le
long apprentissage de la pensée qui se construit contre soi-méme par I’affronte-
ment au monde extérieur. Savoir penser contre soi-méme, c’est entrer dans la co-
naissance qui est naitre avec. La connaissance donne également le recul par rap-
port a soi-méme et a la société.

4.2, La transmission de la culture

La transmission de la culture est en crise. Afin d’éviter 1’¢litisme de la cultu-
re ou seules les ¢élites auraient acces a la culture qui deviendrait un principe de sé-
lection, le role du professeur est toujours a cet égard essentiel: jeter des ponts pour
enjamber ce fossé culturel et réinvestir les espaces qu’ils traversent, étre un trait
d’union entre I’¢éleve et ce manque originel de sens. Car la culture des ¢léves est
trop souvent une absence de culture car de par I’attrait de I’immédiateté et la fu-
gacité. La numérisation de la culture ne peut pas a elle seule porter la destinée hu-
maine avec sa dimension tragique et son enracinement dans 1’histoire.

4.3. Information et culture

L’information tue la culture. Le manque de culture donne pouvoir a I’infor-
mation par absence de fil conducteur. L’information s’oppose a la culture. Les
puissances financiéres et politiques se servent d’elle pour ruiner notre liberté de
I’intérieur. Le manque de culture frappe de stérilité¢ I’information de par 1’impos-
sibilité de situer I’événement, d’évaluer son importance faute de le relier a un en-
semble de connaissances eu égard a la complexité du réel. La plateforme d’offre
d’ouvrages ou revues de Google est largement considérée comme «(...) une ban-
que de données fournissant des «informations» a ceux qui les cherchent»'*. Mais
la culture ne se réduit pas a la saisie d’informations ou de savoirs éclatés et par-
cellaires.

14 R. Chartier: L écrit a I’ére du numérique in Cahiers frangais. «La société numérique». Janvier-
février, n® 372, La documentation francaise, Paris 2013, p. 68.
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4.4. La culture des humanités comme résistance au “tout information”
de type internet

Un homme cultivé sait garder ses distances a 1’égard des éveénements et des
propagandes, il accueille et élimine comme un organisme vivant, il a le sens et le
golit du vrai donc le sens de la crédulité qui est le propre des hommes sans foi.
Pour faire face aux puissances anonymes qui dirigent I’opinion, la culture exige
un soubassement social: créer des ilots de résistance, des groupes d’hommes liés
les uns les autres par le méme idéal, restaurer une cité solidaire. L’homme culti-
vé n’est pas celui qui résout les problémes mais celui qui les creuse et découvre
le mystére infini. Pour 1’esprit primaire, il n’y a que des informations dont le res-
sort est souvent la recherche du sensationnel ou de ce qui se cache derriére. Toute
culture authentique débouche sur I’inconnaissable.

Conclusion: de la communication virtuelle a la rencontre du réel

Une démocratie numérique virtualise la rencontre directe ainsi que le débat
qui est son fondement véritable. Le citoyen virtuel peut-il exister? Solitude et vir-
tualité sont nécessairement liées: solitude de I’internaute, solitude existentielle,
solitude et technique, solitude et engagement. Que peut étre une démocratie de la
parole virtuelle déliée de I’engagement et de la responsabilité?

La démocratie numérique se décline aussi en démocratie du désir comme ex-
pression du tout est possible. L’interlocuteur inconnu favorise aussi I’irresponsa-
bilité: personne en face, tout est permis, la ruse aussi.

L’information est et restera toujours le support du savoir qui demande lui-
méme a devenir connaissance, une longue gestation que la société numérique (?)
devra prendre en compte afin de ne pas fabriquer de I’illusion.
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CULTURE, E-CULTURE ET E-DEMOCRATIE

Résumé

Internet peut-il &tre un outil de diffusion de la culture politique et a partir de 1a, en-
gendrer une e-démocratie? La question du lien entre e-culture et culture constitue la ques-
tion préalable a la question de 1’existence ou de la possibilité d’une e-démocratie authen-
tique dont les conditions seront rappelées. Parmi les obstacles potentiels a cette e-agora
politique, seront étudiés la toute puissance comme expression d’un nouveau lien avec les
technologies de la communication, la communication virtuelle au regard du débat classi-
que.

Mots-clés: culture, e-culture, e-democratie
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L'IMPACT DES RESEAUX SOCIAUX
SUR LES COMPORTEMENTS
DES JEUNES CONSOMMATEURS

L’Introduction

L’Internet est actuellement le plus grand réseau informatique sur notre pla-
néte. On peut I’appeler réseau des réseaux. L’Internet ne se limite plus aux uni-
versités, aux industries et aux gouvernements. Aujourd’hui tout le monde 1’utili-
se, car chaque particulier peut maintenant se joindre au réseau. L’ Internet permet
d’échanger les informations en toute liberté. En méme temps, on observe le déve-
loppement dynamique des réseaux sociaux qui deviennent plus populaires et plus
utilisés. En conséquence les entreprises introduisent les nouveaux outils de la pro-
motion en profitant des avantages donnés par les nouvelles technologies. L’ objec-
tif de cet article est d’analyser I’impact des réseaux sociaux sur les comportements
des jeunes consommateurs dans la société de 1I’information en nous basant sur les
résultats de recherches empiriques réalisées par des ¢tudiants de 1’Ecole Polytech-
nique de Lodz (Pologne).

1. Le développement des réseaux sociaux

Depuis quelques années sur Internet, on observe un véritable phénomene.
Les réseaux sociaux ont su se développer pour toucher a travers le monde des mil-
lions de gens. Les internautes les utilisent pour créer 1’espace personnel ou par-
tager avec les amis — réels ou virtuels — leur quotidien, leurs photos, leurs centres
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d’intérét, mais aussi pour discuter, jouer ou faire de nouvelles rencontres. Les ré-

seaux sociaux sont devenus aussi un nouveau moyen de promotion pour les en-

treprises.

Un réseau social désigne un ensemble de personnes réunies par un lien social.
A 1la fin des années 1990, des réseaux sociaux sont apparus sur Internet, réunis-
sant des personnes via des services d’échanges personnalisés'. Un réseau social
représente une structure sociale dynamique se modélisant par des sommets et des
arétes. Les sommets désignent des gens et/ou des organisations et sont reliés entre
eux par des interactions sociales. La théorie de la diffusion des innovations explo-
re les réseaux sociaux et leur réle pour influencer la diffusion de nouvelles idées
et pratiques. Dans le cadre d’une approche marketing, le terme de réseaux sociaux
désigne I’ensemble des sites internet permettant de se constituer un réseau d’amis
ou de connaissances professionnelles et fournissant a leurs membres des outils et
interfaces d’interactions, de présentation et de communication?.

Les réseaux sociaux rassemblent les internautes en fonction de leurs centres
d’intérét. On observe une diversification énorme. Il y a des réseaux pour les jeu-
nes, pour les cadres, pour les passionnés de jeux, des réseaux concernant la poli-
tique, I’informatique, le sport etc. En conséquence des équipes spécialisées repré-
sentant les entreprises consacrent leur temps a 1’actualisation et a la création de
nouvelles rubriques, de nouveaux sujets ou de nouveaux portails.

Les réseaux sociaux les plus populaires sont (Figure 1):

— Facebook — réseau social de référence pour discuter, partager, jouer, com-
muniquer, etc. Facebook est un réseau social créé en 2004. Au départ, ce réseau
social a été congu comme un outil a I’'usage des étudiants. Rapidement Facebook
s’est par la suite ouvert a certaines entreprises, puis a toute personne désirant
s’inscrire. Aujourd’hui plus d’un demi-milliard d’internautes 1’utilisent, ce qui en
fait I’un des principaux sites internet au monde.

—  Twitter — microblog et réseau social permettant de créer 1’espace personnel et
communiquer avec d’autres internautes.

—  YouTube — peut également étre considéré partiellement comme un réseau so-
cial dans la mesure ou le service a développé des outils d’interactions entre
ses membres.

— Google+ — réseau social créé par Google permettant de créer la page person-
nelle et de communiquer avec les amis. Il donne la possibilité de créer facile-
ment des groupes séparés d’amis et de connaissances; de partager des adres-
ses de pages web, etc.

! Science. Au coeur de la science avec Futura-Science: http://www.futura-sciences.com.
2 Définitions Marketing: http://www.definitions-marketing.com/Definition-Reseaux-sociaux.
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— MySpace — réseau permettant de créer 1’espace personnel et communiquer
avec d’autres internautes.

— Linkedin — réseau professionnel de référence dans le monde permettant de
promouvoir ses compétences et ses relations.

—  Friendster — site communautaire permettant de s’organiser en réseaux d’amis
et de partager des photos et vidéos, rencontrer de nouvelles personnes, etc.

— Hi5 —réseau social tourné vers les jeux sociaux en ligne.

— Skyrock — réseau frangais permettant de créer des blogs et discuter en ligne
avec des amis.

— Nk —réseau polonais permettant de s’organiser en réseaux d’amis, de partager
des photos ou discuter en ligne.

You([TH)

Linked [} =e g

Figure 1. Les réseaux sociaux mondiaux

Source: www.facebook.com, www.google.pl, www.youtube.com, www.linkedin.com, www.myspace.com,
www.twitter.com.

Une étude international de GlobalWebIndex menée au quatriéme trimestre
2012 montre que Facebook est en 1¢re position des réseaux sociaux devant Goo-
gle+, Twitter et la plateforme vidéo YouTube. L’étude se base sur le nombre d’uti-
lisateurs actifs de chacun des grands réseaux sociaux, en I’exprimant en pourcen-
tage du nombre d’internautes. Les résultats de ces quatre réseaux sociaux sont les
suivants (% des internautes globaux actifs)?:

— Facebook: 51%
—  Google+: 25%

3 Web Ranking: http://www.webrankinfo.com.
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—  YouTube: 21%
—  Twitter: 21%.

D’apres le sondage réalisé en France par I’Ifop en février 2012, 8 Francais
sur 10 utilisent Internet. Cela concerne toutes les catégories de population a I’ex-
ception des plus de 65 ans et des personnes sans diplome et a trés faible revenu.
Deux enquétes publiées en mars 2012 confirment la forte popularité¢ des réseaux
sociaux et en particulier de Facebook. Selon le sondage BVA, «plus des trois-
quarts des Frangais (78%) connaissent aujourd’hui Facebook» et parmi ceux-ci
50% disposent d’un compte sur cette plateforme de réseautage social. Ce constat
est confirmé par le sondage effectué auprés d’un échantillon de la population ly-
céenne des Deux-Sevres: 91,6% des 2387 éleves interrogés ont un profil sur les ré-
seaux sociaux et 97,8 % de ces mémes lycéens sont effectivement sur Facebook.
En dépit de sa notoriété en hausse Twitter reste peu utilisé par les internautes fran-
cais (5%) et méme par les jeunes usagers (15% chez les 15-24 ans)*.

D’apres le sondage réalis¢ en Pologne par PMR Research en mars 2012, 54%
des polonais (+18 ans) utilisent les réseaux sociaux. Les résultats des recherches
confirment la forte popularité de Facebook (40%) et nk.pl (37%). Ce constat est
confirmé par le sondage effectué¢ auprés d’un échantillon de la population des jeu-
nes (18-24 ans): 74% des répondants ont un profil sur Facebook. Twitter reste peu
utilisé par les internautes polonais (4%)°.

2. Les moyens de promotion dans les réseaux sociaux

En planifiant la politique de communication, il est nécessaire de savoir quels
sont les destinataires potentiels, quels sont leurs buts, quels canaux on va choisir.
Il ne faut pas oublier que la stratégie de communication choisie devrait avoir une
vision a long terme et qu’elle va rester dans 1’esprit des gens assez longtemps.

La traditionnelle division des moyens de communication permet de distin-
guer deux types de communication:

— la communication médiatique, concernant la publicité dans la presse, dans la
télévision, dans la radio, par I’affichage, au cinéma ou sur Internet,

— la communication hors-média, concernant les autres types de promotion com-
me le marketing direct, le sponsoring, le mécénat, les relations publiques ou
encore les foires .

4 Evolution des usage de I’Internet en France: http://eduscol.education.fr.
5 Dziennik Internautow: http://di.com.pl/news.
¢ D. Durafour: Marketing. Editions Dunod. Paris 1997, p. 97.
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Internet fait aujourd’hui partie intégrante du plan média et hors-média avec
des formats publicitaires innovants et des moyens interactifs de communication
sur I’ensemble des sites a forte audience. Les objectifs de la campagne dans ce
média sont I’interpellation en faisant découvrir une nouvelle offre de produits et
I’augmentation de la notoriété de la marque.

Les publicités classiques sur Internet peuvent étre présentes sur des portails
en forme de shutter, pop-up, banniére, flash transparent, rectangle ou rotation gé-
nérale en transmettant les informations concernant des nouvelles offres, des pro-
motions de ventes ou des événements organisés par ’entreprise. En complément,
une opération SMS peut étre effectuée.

En plus pour faire circuler I’information sur Internet, les entreprises peu-
vent:

— envoyer des emails,

— participer a des forums,

— publier des articles et des communiqués de presse,

— ajouter les posts sur les blogs,

— ajouter des messages sur différents réseaux sociaux tels que Facebook ou
Twitter,

— créer une vidéo et I’ajouter sur Youtube.

En utilisant les réseaux sociaux, les entreprises profitent des moyens du mar-
keting viral qui est un mode de promotion d’une offre commerciale par lequel les
destinataires de 1’offre ou du message assurent sa diffusion finale en le recomman-
dant aux autres membres du réseau. En conséquence, 1’offre se diffuse comme un
virus. Cette stratégie, rendue possible grace a Internet, place le réseau social au
coeur du processus de communication.

L’augmentation continue du nombre des utilisateurs du réseau Internet crée
un gigantesque marché global ou plusieurs entreprises peuvent évoluer. Les inter-
nautes constituent un vaste marché¢ potentiel.

L’analyse montre que les avantages de la promotion Internet dépassent les in-
convénients. En utilisant les moyens divers des nouvelles technologies, les entre-
prises peuvent profiter de la promotion dans les réseaux sociaux par le développe-
ment des relations avec les consommateurs (Tableau 1).
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Tableau 1

Les avantages et les inconvénients de la promotion dans les réseaux sociaux

Avantages Inconvénients

— promotion permanente (24h/24h) — manque de contact direct avec les
— constance de ’accroissement de la clientele consommateurs

cible — difficulté a attirer le prospect
— flexibilité des actions, intervention directe — fatigue des Internautes
— colts bas de promotion — risque de la modification du message
— possibilités interactives — concurrence déloyale
— possibilités de réseautages — saturation
— pertinence de I’audience — impact négatif sur I’image de la marque
— promotion écologique — profil d’internaute spécifique

— gain de temps

— vérification de I’impact des campagnes
promotionnelles

— support des promotions de vente

— participation active des consommateurs

— concept créatif et complet (vidéos, images,
textes)

3. Les comportements des jeunes consommateurs - résultats
des recherches primaires

Les auteurs de I’article ont fait des recherches a partir d’un sondage aupres
de 240 étudiants de I’Ecole Polytechnique de Lodz en mars 2013. Le sondage était
réalisé par la méthode d’enquéte. L’échantillon est constitué¢ de femmes (55%) et
hommes (45%), agées de 19 a 25 ans (58%) et de 26 a 35 ans (42%). Pendant les
recherches on a analysé la perception des consommateurs de 1’évolution d’Inter-
net, leurs attentes d’Internet, 1’évaluation de la promotion dans les réseaux so-
ciaux et ’impact de cette promotion sur leurs comportements d’achats.

D’apres les consommateurs interrogés, 1’Internet symbolise la modernité,
I’ouverture sur le monde, le progres, la communication et les échanges. Internet
permet a tous d’accéder a I’information et suscite la curiosité, I’enthousiasme et
I’attirance. Les internautes y voient la possibilité de I’appropriation individuelle,
la rapidité, la personnalisation, la qualité et le formidable potentiel d’échanges et
de relations a travers le monde.

La majorité des répondants (65%) utilisent les réseaux sociaux au quotidien.
Seuls 1% des étudiants interrogés ne les utilisent pas (Figure 2).
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On observe que 82% des répondants regardent les annonces présentées via
les réseaux sociaux (Figure 3). La plupart les suivent quelques fois par semaine
(33%) ou quelques fois par mois (31%). Souvent ce sont les informations transmi-
ses par les autres membres de réseau. On peut donc souligner I’impact de la com-
munication en ligne sur le capital de la marque, surtout sur sa notoriété.
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Figure 2. La fréquence d’utilisation des réseaux sociaux
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Figure 3. La fréquence de voir des annonces publicitaires présentées via les réseaux sociaux
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En analysant I’impact réel des actions promotionnelles des entreprises sur les
comportement d’achat des répondants, on peut constater qu’il est important. 64%
des répondants profitent de différentes promotions de ventes présentées par les
réseaux sociaux (Figure 4). Les résultats des recherches prouvent que la manié-
re d’étre, d’agir et de réagir d’un consommateur peut étre influencée par de nom-
breux stimuli envoyés par les réseaux sociaux.
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Figure 4. La fréquence d’utilisation des différentes promotions des ventes présentées par les réseaux
sociaux

L’évolution des comportements individuels dépasse largement les simples
bénéfices d’usage d’une nouvelle technologie, en faisant d’Internet un véritable
phénomene de société. Les internautes sont a la recherche de repéres clairs et pré-
cis pour pouvoir s’orienter dans le labyrinthe des offres.

Conclusions et recommandations

Le phénomene du réseau Internet se propage dans tous les pays du monde.
Pendant les derniéres années, Internet a été créé, développé et popularisé en de-
venant le réseau mondial qui connecte les américains avec les européens, les afri-
cains avec les asiatiques, les gens de différents ages, origines, niveaux de forma-
tion, intéréts.

Les impacts des réseaux sociaux sont visibles dans de nombreux domaines.
Ces réseaux se sont introduits dans nos vies, et beaucoup de leurs applications
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resteront disponibles longtemps, grace aux multiples avantages qu’elles appor-
tent. En plus, d’autres fonctions des réseaux sociaux demeurent inexplorées, car
les réseaux ne sont qu’en phase de lancement et se développeront en simplifiant
encore nos vies. L’avénement des technologies transforme considérablement les
habitudes des gens. Pour certains détracteurs, les réseaux sociaux dénaturent les
rapports humains en favorisant une communication ou tous les contacts réels sont
absents, c’est-a-dire les contacts directs d’homme a homme. Cependant, il s’ave-
re tout a fait probable, que les réseaux sociaux transformeront la nature des re-
lations entre les gens, en influencant leurs valeurs, leurs perceptions et leurs be-
soins. En effet, pour les autres personnes, la communication par Internet ne sera
qu’un outil de communication en plus qui ne remplacera pas la communication
classique entre les étres humains. En outre, selon certains, 1’Internet favorisera le
rapprochement des étres humains en éliminant les frontiéres géographiques et les
classes sociales.

La prise en compte des médias sociaux par les entreprises comme instrument
de marketing ou moyen de création d’une relation client est obligatoire. Le dialo-
gue en temps réel avec les clients via les médias sociaux est une source de com-
pétitivité. Les réseaux sociaux offrent un canal d’interaction supplémentaire entre
le consommateur et la marque au méme titre que le point de vente, le call center,
le courrier etc. Il faut intégrer les médias sociaux dans les stratégie de communi-
cation par:

— lacréation de comptes dans les médias sociaux les plus populaires,

— la création de pages de fan plus ciblées (p.ex. Facebook),

— la création d’un service client sur Twitter,

— ID’investissement dans de la création de contenu a valeur ajoutée,

— la focalisation sur les communautés choisies,

— D’intégration d’outils sociaux au sein des sites de marques,

— la présence des principaux acteurs de I’entreprise sur les médias sociaux,

— lamise en place d’un espace de dialogue,

— la coopération avec les blogueurs,

— laveille de I’e-réputation.

— dans les prochaines années, 1’utilisation des médias sociaux aura un impact
important sur I’augmentation des ventes et des bénéfices.

Les nouveaux médias ont conduit a la transformation culturelle de la socié-
té qui se manifeste par I’introduction de nouveaux moyens pour répondre aux
besoins et aspirations des consommateurs. En conséquence, on peut parler de
I’impact de I’Internet, y compris des médias sociaux sur la société¢ de 1’infor-
mation.
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L'IMPACT DES RESEAUX SOCIAUX SUR LES COMPORTEMENTS
DES JEUNES CONSOMMATEURS

Résumé

L’objectif de cet article est d’analyser I’impact des réseaux sociaux sur les compor-
tements des jeunes consommateurs dans la société de I’information. Cet article présentera
les outils utilisés par les entreprises pour la promotion dans les réseaux sociaux en fonc-
tion de différents paramétres. L’article montrera aussi les avantages ainsi que les inconvé-
nients de la promotion par les réseaux sociaux. L’article présentera les réflexions fondées
sur les données secondaires qui présentent le développement des réseaux sociaux en Po-
logne, en France et dans le monde entier ainsi que les résultats des recherches empiriques
réalisés parmi les étudiants de 1’Ecole Polytechnique de Lodz (Pologne).

Mots-clés: reseaux sociaux, jeunes consommateurs
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PRIVACY RISK - NOT A RISK
FOR ROMANIAN ONLINE SHOPPERS?

Introduction

Perceived risk has been of interest for marketing researchers ever since Bau-
er discussed consumer behavior as a risk taking behavior. More specific and elab-
orate research began with Cox that separated perceived risk into two components:
amount at stake and favorable consequences. Further work concentrated on de-
fining perceived risk. A significant break-through can be attributed to Jacoby and
Kaplan who divided perceived risk into five types of risk: performance or prod-
uct risk, financial risk, social risk, psychological risk and physical risk. Roselius
also talked about time risk.

Products that we use nowadays on a normal basis were considered forty years
ago a source of risk for a consumer. Thus, it made sense for marketers to inves-
tigate perceived risk in connection with new product adoption. The microwave
oven can be such an example. Launched in 1967, the microwave oven priced at
US$495 ($3,450 in today’s dollars) could have been seen as an important source
of financial, performance and physical risk.

In present times, technology seems to be a primary source of perceived risk
as far as new products are concerned. Consumer behavior has changed over time
due to a process of learning and adaptation to new products. Although, not so new
anymore, Internet can still be considered a new technology, especially as it is in-
troduced in all areas of life. Shopping on the Internet is one case in which consum-
ers have to adapt to a new way of life. Buying online can be a time saving activity,
but in the same time can be a source of perceived risk influencing consumer be-
havior. Studies have shown that e-commerce adoption is influenced by perceived
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risk. Moreover, the Internet has created new types of risks or redefined the exist-
ing ones. For instance, time risk in terms of e-commerce has become delivery risk
and physical risk is not analyzed anymore as the process of buying online in it-
self cannot harm our health. A new type of risk emerged is security risk which re-
fers to financial transactions made online. Privacy risk is another risk driven from
the Internet — the risk of your personal data being stolen and used without your
agreement.

1. Perceived risk. The concept

Perceived risk is a psychological construct that has been measured in many
ways depending on the definition given by the researcher. Cox and Cunningham
proposed a measure closer to the economics/mathematics view using measures
of probability and amount at stake. Cox and Rich, Roselius and Jacoby & Kap-
lan considered that perceived risk is a multi-dimensional construct, each dimen-
sion being measured on the two levels previously mentioned. Mitchell suggested
that a multi-item multi-dimensional construct could be more appropriate for per-
ceived risk, without the inclusion of probabilities, which can be difficult for a con-
sumer to estimate.

To have a more clear view of the dimensions, we present short descriptions
of each type of risk:

Financial risk is associated with paying a sum of money for a product which
is later found not to comply with the promised value, it has faults or it does
not work at all. Economic or financial risk is, according to experts, the com-
ponent which has the most influence on the consumer.

—  Physical risk refers to the fact that a product may affect the consumer while
being bought or consumed. Unlike the past situation, we now talk about a risk
associated with product characteristics and not with the purchase itself.

—  Functional or performance risk arises due to the mismatch between product
characteristics and expected performance.

—  Psychological risk is mainly about the fact that the product does not match the
consumer’s personality, thus leading to a feeling of discomfort.

—  Social risk resembles with the psychological one, but it differs in the fact that
the consumer is no longer interested in matching the product with his own
personality, but he is more interested in the way he is perceived by others.

—  Time risk refers to the time assigned to making the purchase or the time lost in
case of product faults and replacement or warranty issues.
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In the context of technological development and adoption of Internet as an

online shopping channel there are three other types of risk that can be also dis-
cussed here, specific to e-commerce:

Delivery risk is associated with time risk, being the risk of getting the product
with a delay or not getting the product at all.
Security risk is more or less connected to the financial one. If financial risk dis-
cussed before referred to the probability of losing the money paid for a prod-
uct because of product faults or low performance, security risk includes finan-
cial risk with a larger stake. When paying by credit card over the Internet the
consumer risks losing all the money in his bank account as his personal infor-
mation can be stolen by hackers.
Privacy risk is sometimes called intimacy risk. E-shops usually register all
personal data of their customers, not only the data they are willing to give
when completing the purchase forms, but also data regarding their activity on
the website, creating a profile for each customer. This wouldn’t be such a big
issue if the e-shops use the data only for their own interest, yet more frequent-
ly customer databases are sold to third parties, exposing consumers to un-
wanted advertising messages. The main dimensions of perceived risk are rep-
resented in Figure 1.

Traditional

E-commerce

Sacial

Security
Psychological

e i Privacy

Perceived risk

Performance Delivery

Financial

Time
Convenience

Figure 1. Dimensions of perceived risk
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2. Methodology

The study was done at an exploratory level on 123 business students. The
choice of students as a sample is justified by the fact that they are known to be
heavy users of online buying. The method employed was the survey and the ques-
tionnaire contained items which aimed to measure perceived risk and intention to
buy online. The perceived risk scale was developed for the case of e-commerce us-
ing previous studies such as: Featherman & Pavlou, Forsythe et al., Crespo et al.
17 items were used from the scales developed in the previously mentioned stud-
ies to which we added 12 items acquired from 10 in-depth interviews. The need
to add the extra 12 items is justified by the fact that the existing scales were built
up in high income countries, whereas Romania is an emerging country and con-
sumers may behave differently and feel other types of risks. In the end we ob-
tained a 29 item construct to measure perceived risk with its dimensions: delivery
(4 items), product (6 items), privacy (3 items), financial (8 items), psychological
(4 items) and social risk (4 items). Intention to adopt e-commerce was assessed us-
ing a 4-item scale from Featherman and Pavlou. In order to rule out common meth-
od variance we randomized the items in the questionnaire. Moreover, we applied
the one factor Harman test the check whether items load in more than one factor.

Psychometric properties for each construct were measured using Cronbach
alpha and first order confirmatory factor analysis. Due to its multi-dimensional
structure, perceived risk was measured with a second-order factor model.

3. Results

In order to compare the types of risk, we computed the averages for each con-
struct representing a dimension of perceived risk. At a descriptive level, privacy
risk is perceived at a higher level than financial risk, but delivery risk is the most
important to Romanian consumers (Table 1).
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Table 1
Descriptives
Specification Mean Std. Deviation
Delivery risk 4,1897 1,22294
Product risk 4,0393 1,03932
Privacy risk 4,0000 1,21241
Financial Risk 3,7927 ,82059
Psychological 3,0650 1,28749
Social risk 2,5427 94126

Further a correlation matrix was computed to gain a more clear view on the
relationships between the types of risk perceived by consumers (Table 2). There
is a very strong correlation between privacy risk and financial risk, as well as be-
tween product risk and delivery risk. A smaller, but significant correlation was
found between privacy risk and psychological risk.

Table 2
Correlation matrix
. . Product | Financial Privacy Delivery Social Psychological

Specification |~ piq Risk Risk Risk Risk Risk
Product Risk 1 0,556™ 0,437 0,631 0,243™ 0,445™
Financial risk 0,556™ 1 0,599 0,447 0,203" 0,306™
Privacy Risk 0,437 0,599™ 1 0,394 ,093 0,248
Delivery Risk | 0,631 | 0,447 | 0,394" 1 0,282 0,397

Social Risk 0,243 0,203 0,093 0,282" 1 0,460™
Peychological| g 445+ | 0306" | 0248" | 0397" | 0460" 1

In order to see the influence of perceived risk on buying intention and pri-
vacy risk contribution to this relationship, we advanced to testing psychometric
properties of the constructs. First of all, we performed the one factor Harman test
which showed that our study does not have problems with common method vari-
ance, items loaded on nine different factors.

Next, we tested reliability of the scales using Cronbach alpha (Table 3). Since
this was an exploratory study, there were some constructs presenting lower relia-
bility coefficients than the recommended level — a minimum of 0.7. Privacy risk
registered an acceptable level of reliability, even if it was an exploratory study. In-
tention to buy, psychological risk, product risk and financial risk also had levels of
Cronbach alpha within the thresholds defined by theory.
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Table 3
Cronbach alpha values
Scale Alpha No. of items
Product Risk 0,766 6
Financial Risk 0,601 8
Privacy Risk 0,637 3
Delivery Risk 0,433 4
Social Risk 0,516 4
Psychological Risk 0,799 4
Intention to buy online 0,927 4

Delivery risk and social risk had Cronbach alphas lower than 0,6. For in-
cipient stages of research values between 0,5-0,6 are acceptable. Thus, delivery
risk was the only one that posed problems. We further analyzed delivery risk us-
ing Principal Component Analysis. Results showed that 4 items loaded in 2 com-
ponents (Table 4). One item loaded alone in a second component that explained

20% of the variance.
Table 4

Component Matrix®

t
Specification 1 Componen >
Delivery risk 1 0,701 0,367
Delivery risk 2 0,747 -0,174
Delivery risk 3 -0,009 0,940
Delivery risk 4 0,755 -0,157

Reliability analysis for the delivery risk scale showed that by eliminating
item 3 from the construct the Cronbach alpha increases from 0,433 to 0,568 (Ta-
ble 5).

Table 5
Delivery risk items Cronbach’s Alpha if Item Deleted
Delivery risk 1 0,304
Delivery risk 2 0,204
Delivery risk 3 0,568
Delivery risk 4 0,292

After testing psychometric properties of the dimensions of perceived risk, we
tested the multi-dimensional construct of perceived risk as a whole, respectively
as a second-order factor model (Figure 1).
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We used AMOS 17 to test the model and we obtained a low RMR, GFI and
AGFI (Table 6) compared to recommended standards: GFI > 0,9; AGFI > 0,8 and
RMR < 0,05.

The low goodness of fit index can be due to the small sample used and to the
fact that the model has six dimensions, each dimension being defined by 3 to 8
items. This means that a high number of coefficients must be calculated and spe-
cialists recommend that in the case of 2-4 latent factors the sample should have
at least 100 respondents, however Tabachnick and Fidell offer as a rule a mini-
mum of 10 cases per parameter, which in our situation would mean at least 350
respondents.

Table 6
Goodness of fit coefficients
Model RMR GFI AGFI
Default model 221 759 714

=
product
<=h
C ey 5]
M
financial >
Perceived
risk social g
‘lb
psychologic ]
privacy ¥ L]

Figure 1. Second-order factor model for perceived risk

Regression weights obtained by testing the second order factor model showed
that privacy risk is the third most important dimension of perceived risk. Howev-
er, due to a lack of goodness of fit these results have to be interpreted with cau-
tion (Table 7).

Because of the high number of parameters involved in testing a second-order
factor model, we chose to use the first — order model for perceived risk, by aver-
aging across dimensions and transforming latent dimensions of perceived risk and
observed items represented by the average (Figure 2).
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Table 7
Regression weights
Specification Estimate
Product risk <--- Perceived risk .892
Privacy risk <--- Perceived risk 787
Delivery risk <--- Perceived risk 1.051
Psychological risk <--- Perceived risk .556
Social risk <--- Perceived risk .567
Financial risk <--- Perceived risk 817

Product risk —@
Delivery risk _>@

Privacy risk _@
L L
Social risk 1y @

Psychological risk _@

When testing the goodness of fit of the first-order model, results were favo-
rable (Table 8).

Perceived risk

v

Figure 2. Perceived risk first-order model

Table 8
Goodness of fit for the first-order model
Model RMR GFI AGFI PGFI
Default model .023 992 975 331

Standardized regression weights of perceived risk dimensions were also com-
puted. As seen in Table 9, privacy risk has the second lowest coefficient, which
suggests that variation in perceived risk will determine a smaller variation in pri-
vacy risk compared to product risk or delivery risk.
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Table 9
Standardized Regression Weights for perceived risk
Specification Estimate
Product risk <--- Perceived risk .864
Financial risk <--- Perceived risk .631
Privacy risk <--- Perceived risk .510
Delivery risk <--- Perceived risk 7134
Social risk <--- Perceived risk 307
Psychological risk <--- Perceived risk 517

The influence of perceived risk on buying intention was further tested using
confirmatory factor analysis. Results prove that perceived risk negatively influ-
ences buying intention (-0,639) and that privacy risk has once again the second
lowest contribution (0,484) — Table 10.

Table 10
Standardized Regression Weights Perceived risk and intention to buy
Specification Estimate

Buying intention <--- Perceived risk -.639
Product risk <--- Perceived risk 817
Financial risk <--- Perceived risk .622
Privacy risk <--- Perceived risk 484
Delivery risk <--- Perceived risk 730
Social risk <--- Perceived risk 358
Psychological risk <--- Perceived risk .608
Conclusion

Privacy risk in e-commerce is highly perceived by Romanian consumers, be-
ing the third one as importance after product and delivery risk when averages are
compared. However, results suggest that privacy risk is less important when per-
ceived risk is analyzed as a second order model. When modeling the influence of
perceived risk on buying intention, the hierarchy between risk dimensions chang-
es and privacy risk becomes the second least important. In studies such as Feather-
man and Pavlou, privacy risk occupied an important place, usually above social,
psychological and delivery risk. In Crespo privacy risk was the most important
risk perceived as average, but the third least important when tested as a dimen-
sion of perceived risk for an Internet non-buyers sample or the second least impor-
tant for an Internet buyers sample. It might seem that Romanian consumers are les
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concerned by the privacy risk. However, the methodology employed in this study
does not allow us to go further with conclusions and make comparisons with the
above mentioned studies. The reason is that we cannot merely assume measure-
ment equivalence of the scales used in the studies, since for the Romanian case
the scale was adapted for local behavior. This is one limitation of our research,
but it can be justified by the fact that the study did not aim for cross-cultural com-
parison analysis, but just for an exploratory analysis of e-commerce behavior and
perceived risk in Romania. Another drawback is represented by the small-sized
sample. First of all, the sample was a convenience sample and not a representa-
tive one. The size of the sample generated problems when performing confirmato-
ry factors analysis. The study should be replicated on a larger sample to see if the
results match what we found on the present sample.
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Summary

Online shopping has been intensively studied in connection with perceived risk,
which is known to be a deterrent of e-commerce. Perceived risk in e-commerce is a mul-
ti-dimensional construct composed of several types of risks such as: financial risk, product
risk, social risk, psychological risk, delivery risk and privacy risk. One of the dimensions
of perceived risk that is worth investigating is privacy risk. Online shops, nowadays, reg-
ister all the data of their buyers and set up client databases that sometimes are sold to third
parties. Thus, personal data can be used without the buyers’ approval and fraud is possible
to happen. A serious threat is credit card data theft, whereas at a lower level of importance,
the buyers can be spammed with unwanted offers that invade their privacy. The present
study aims to determine the relative influence of privacy risk on intention to adopt e-com-
merce in comparison with other types of risk. To identify the influence of privacy risk on
intention to adopt we used a structural equation model and confirmatory factor analysis.

Keywords: perceived risk, online shopping
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JEU DE HASARD. MARCHE DES ILLUSIONS
POUR LES CONSOMMATEURS

Introduction

Le plaisir des paris et la passion pour les jeux de hasard sont des phénome-
nes trés anciens, qui existaient déja dans les civilisations égyptienne et chinoise.
Ils ont leur fondement d’un c6té dans le gotit pour le risque - qui caractérise tou-
te I’activité humaine' — et de 1’autre, dans I’adhésion a I’espérance portant sur des
événements extérieurs et incontrdlables susceptibles de changer le destin des per-
sonnes. Risque et espérance, qui ont une connotation positive, car ils représentent
des ressorts qui poussent (risque) et soutiennent (espérance) les personnes durant
leur chemin existentiel.

Du point de vue de I’aspect économique, il faut rappeler que sur le concept de
risque se fonde toute I’activité entrepreneuriale, tandis que sur le principe du pari
se fonde le domaine de la spéculation financiére.

En rapport au business du jeu de hasard et des paris, il faut reconnaitre — au
dela des opinions personnelles — qu’il représente un secteur économique structu-
ré, fruit d’un processus industriel favorisé et favorisé par le consentement politi-
que, qui a permis une diffusion de masse.

Le sociologue de I’Université de Trento, Bruno Bertelli, recherche une synthe-
se des divers aspects de la question en déclarant qu’il faut “(...) prendre connais-
sance du fait que le jeu de hasard est une monnaie a deux faces: I’une bonne et
I’autre mauvaise. Si on exagere trop 1’aspect positif (réclame) on peut créer des
effets pervers (des espérances mensongeres, des illusions), si d’un autre coté on

! L’auteur remercie M. Paolo Formica, Professeur 8 GEM (Grenoble Ecole de Management) pour

sa relecture du texte. Chaque manifestation de 1’agir humain est contre balancée par le risque:
les relations sentimentales et sociales, le sport, la carriere etc. Si I’étre humain ne se rendait pas
disponible pour accepter et gérer le risque, il serait bloqué par 1’inanition autodestructrice.
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pousse trop vers la répression et la prohibition en raison des aspects négatifs, on

prend le risque de rendre coupable un acte (jouer et chercher fortune) qui est une

partie de la dimension humaine. Les mesures adéquates pour un jeu socialement
responsable dérivent d’une vision organique de la problématique et donc d’une po-
litique capable de regarder, de fagon la plus équilibrée possible, tous les aspects de
la question, en donnant la priorité a la santé physique et psychique des gens™.

Cet article se donne pour objectif d’analyser quelques aspects d’un phénome-
ne controversé, en portant 1’attention sur trois thémes:

— Les effets dangereux liés a la présence de la criminalité organisée et a la /udo-
pathie, d’autant plus néfastes qu’ils concernent les jeunes consommateurs.

— La diffusion des technologies online, capables de transformer le jeu de ha-
sard — a Iorigine caractérisé par un fort localisme — en un business avec des
caractéristiques transnationales.

— Les premiers pas de I’Union Européenne a la recherche d’une voie de régle-
mentation.

1. Les origines et les développements en Europe et ltalie

Les premiers phénomeénes de jeu de hasard en Italie et en Europe remon-
tent aux années 1200-1300. Les “barattieri” — des personnages typiquement mé-
diévaux - s’occupaient de cette activité, aux marges de la 1égalité. Toutefois, ils
étaient tolérés par les autorités, qui utilisaient ces personnages pour des services
moins glorieux comme mercenaires de guerre, espions, bourreaux, nettoyeurs de
latrines.

Bientot les autorités cherchérent a circonscrire les pratiques du jeu de hasard
dans des lieux confinés?, surtout dans le but de contréler le flux de monnaie, du-
quel était prélevé une partie importante. Comme 1’écrit Gherardo Ortalli de I’Uni-
versité Ca’ Foscari de Venise?, la taxation fut a I’origine du jeu public. Petit a petit
les barattieri perdaient leur rdle et leur image comme classe sociale.

A I’époque moderne, le premier pays qui est allé vers la 1égalisation du jeu de
hasard a été I’ Angleterre, du fait de sa philosophie utilitariste, qui déclare que cha-

2 B. Bertelli: Halte a [’excés d offire, mais pas de prohibition. ,,Gioco News” 2012, n.10, pp. 8-9.

* Pendant les siecles 1700-1800 le jeu de hasard était pratiqué a I’intérieur des casinos, fréquentés
surtout par les joueurs des classes plus riches; ils généraient d’importants flux de monnaie, soit
a travers le jeu soit a raison des activités touristiques-récréatives collatérales.

4 1l est I’Auteur du livre: Barattieri. Il gioco d’azzardo fra economia ed etica. Secoli XIII-XV.
il Mulino, Bologna 2012.



70 Mario G. R. Pagliacci

que action doit avoir comme objectif le bonheur du plus grand nombre de person-
nes ou la maxime selon laquelle il faut réduire au maximum le dommage qu’on
peut causer au plus grand nombre de personnes. Dans ce cas il s’agissait de réduire
le dommage a travers une stratégie défensive de 1égalisation, en cherchant a obte-
nir aussi des avantages pour la population. Sans aucune exception, dans la percep-
tion populaire, les loteries sont comme “a force for good”, en raison de I’argent
qu’elles procurent en faveur des organisations de charité et de bienfaisance.

La majeure partie des Etats européens ont maintenu un contrdle public rigide
sur le jeu de hasard jusqu’a la fin du vingtiéme siecle, quand ils ont étés poussés a
une forte révision vers la libéralisation en raison de trois motivations fondamen-
tales: 1’évolution d’internet, le libre marché dans 1’Union Européenne, le besoin
d’alimenter les revenus de la fiscalité.

Parmi ces pays il faut compter I’Italie, ou la libéralisation se présente plutot
agressive et rapide, encore a la recherche d’un quelconque équilibre parmi les dif-
férents intéréts et les différentes forces qui caractérisent ce délicat secteur’.

Aujourd’hui, en Italie comme dans les autres pays modernes, on n’a pas re-
mis en cause la permission données aux adultes de pratiquer les jeux de hasard
et les paris, sur la base soit du principe de liberté personnelle, soit de la constata-
tion que I’approche prohibitionniste n’a pas résolu — dans ce cas comme dans les
autres — le probléme; il conduit plutot a augmenter la diffusion de 1’illégalité et la
pénétration de la criminalité organisée. L’autre coté de la question concerne 1’in-
térét envers un secteur qui — en Italie — est capable d’assurer un volume d’affai-
res (plus de 100 milliards d’euros 2012), un revenu du trésor important et crois-
sant (environ 12 milliards d’euros 2012)°, un nombre de travailleurs qui dépasse
100 000 unités. Enfin, les experts disent que les innovations technologiques du
gambling italien placent ce pays a I’avant-garde en Europe et dans le monde.

5 L’équilibre de forces différentes et opposées se traduit dans les mots prononcés par un haut res-

ponsable du Ministére de I’Economie et Finance italien a I’occasion de la Conférence organisée
par 1I’Université LUISS et “Sistema Gioco Italia”: “Il ne faut pas renier les logiques entrepre-
neuriales qui régulent un secteur économique basé sur des entreprises; toutefois il faut que les
logiques soient compatibles avec les autres intéréts que 1’Etat veut garantir, telles que les consé-
quences sociales du jeu. Le jeu représente un secteur critique en raison de plusieurs implications
dans la société; donc il faut tenir compte des phénomenes de ludopathie et de I’exigence de tutelle
des mineurs” (Www.gioconews.it, novembre 2012).

Le Bulletin des revenus du trésor publié par le Ministére de I’Economie et Finances informe que,
durant la période de janvier a novembre 2012, les revenus totaux générés par le jeu de hasard
et les paris ont atteint 11.805 millions d’euros. D’autres informations de source ministérielle
montrent une augmentation tendancielle de +4,0% par rapport a I’année précédente. Toutefois on
estime une évasion fiscale trés importante (a titre d’exemple un total cumulé de 98 milliards sur
les machines a sous).
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Comte tenu que I’hypothése prohibitionniste est considérée comme non ef-
ficace et méme risquée, il ne reste qu’a s’appuyer sur la réglementation et la pré-
vention, en utilisant des instruments capables de maintenir 1’équilibre parmi dif-
férentes exigences; en particulier le contraste de I’illégalité et de la tutelle des
consommateurs, surtout jeunes.

2. Ludopathie et tutelle des mineurs

On a déja souligné que le phénomeéne du jeu et des paris ne peut pas étre
considéré — en tant quel — comme négatif. Toutefois, on ne peut pas oublier que
sa croissante diffusion a créé plusieurs problemes a la société actuelle. Le socio-
logue Bruno Bertelli déclare que le jeu de hasard est “(...) un exutoire de désirs
inassouvis ou de souffrances intérieures, qui ne sont pas partagés. Celui qui pa-
rie, qui joue de manicre compulsive, généralement est seul. Une société en crise
et fragmentée comme la nétre, pousse facilement vers le drame de la dépendan-
ce au jeu. L’entourage de la famille est plus fragile, la tendance a I’isolement des
individus est plus forte; il est bien connu que les conditions plus aigiies de crise
peuvent inciter a la pratique du jeu de hasard comme une fuite ou une recherche
de compensation™”.

Dans les contextes évoqués par le sociologue Bertelli sont possibles, ou plu-
tot probables, plusieurs situations de déviance, comme la dépendance au jeu (lu-
dopathie) et le jeu de la part des mineurs. Des situations qui représentent un ter-
rain fertile pour les tentacules de la criminalité organisée, qui contréle une grande
partie du jeu de hasard illégal ou légal.

En effet, le niveau d’alerte sociale est tres élevé, car le jeu de hasard est I'une
des causes de drame pour des familles qui tombent dans 1’incommunicabilité in-
terpersonnelle et continuent dans les problémes financiers; d’autant plus que la
mauvaise habitude du jeu de hasard touche tous les segments de population, y-
compris ceux qui sont déja en grave difficulté économique. Selon une recherche
conduite par le Consiglio Nazionale delle Ricerche?, il n’existe pas d’individu-ty-
pe qui a une prédisposition pour la dépendance au jeu. Toutefois le joueur a risque
est caractérisé par un niveau d’étude primaire, sans travail; s’il travaille, il est em-
ployé comme ouvrier, ou travailleur précaire ou travailleur indépendant.

7 Interview in www.gioconews.it, décembre 2012.
8 Consiglio Nazionale delle Ricerche: Italian population survey on alcohol and other drugs. CNR,
Roma 2012.
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D’autres informations sur les caractéristiques des joueurs a risque sont don-
nées par le psychologue et psychothérapeute Rolando De Luca, et concernent un
¢échantillon des personnes qui fréquentent le Centre de thérapie de la Région Friu-
li: 9% des joueurs en thérapie sont 4gés de moins de 30 ans, 18% ont entre 30 et
40 ans, 33% entre 40 et 50, 22% entre 50 et 60, 17% plus de 60 ans; 86% sont des
hommes contre seulement 14% de femmes dont dge moyen est plus élevé (54 ans)
alors que celui des hommes est de 47 ans; 71% des joueurs sont marié€s ou vivent
en couple; 56% sont des salariés, 19% des travailleurs autonomes, 21% en retrai-
te, 2% s’occupent de la maison, 2% inactifs; 85% des joueurs préférent pratiquer
au maximum 3 types de jeu, 1% en pratiquent plus de 5; 62% des joueurs sont de
grands fumeurs, 30% abusent de alcool, 1% usent de drogues.

Un autre sondage, conduit par la Caritas Ambrosiana, peut confirmer que les
victimes privilégiées par le jeu de hasard sont des individus a faibles moyens éco-
nomiques et culturels.

Le Consiglio Nazionale delle Ricerche estime a environ 1 million d’indivi-
dus a risque en Italie. Le Rapport Annuel sur 1’état de la santé en Italie, présenté
par le Ministere de la Santé, informe que le probléme du jeu concerne environ 700
000 individus, parmi lesquels 300 000 sont en situation pathologique.

Selon Matteo lori — Président de la “Coordination nationale des groupes pour
les joueurs du hasard” — les cofits sociaux et sanitaires causés par le jeu de hasard
sont estimés entre 5,5 et 6,6 milliards d’euros’.

Le sociologue Bruno Bertelli, juge que I’Italie est en fort retard en ce qui
concerne la lutte contre la ludopathie, laquelle est d’autant plus nécessaire quand
elle concerne les mineurs et les individus les plus fragiles. Il s’agit de personnes
qui sont plus vulnérables face a I’évolution du jeu de hasard, devenu plus solitai-
re, technologique et mécanisé, rapide, capillaire, en raison de la diffusion des pra-
tiques online'.

11 faut protéger les jeunes gens, qui souvent s’approchent du jeu de hasard
directement a la maison, a travers I’ordinateur; ils peuvent devenir victimes de la

? L’ Association “Libera Azzardopoli” — a I’occasion d’un colloque réalisé a Rome par 1’organisa-
tion “Mettiamoci in gioco” — a divulgué un dossier qui analyse la composition des cotts sociaux
et sanitaires: colts sanitaires directs (recours au médecin de base: 48% plus élevé en cas de
joueurs; visites psychologiques; hospitalisation; thérapies spécialisées); cotits indirects (perte de
performance au travail: 28% plus importante en cas de joueurs; perte de revenus); cofits de la
qualité de vie (problémes de famille; violence; plus élevés risque de dépression ; anxiété ; déficit
d’attention; faible résistance face d’autres type de dépendance; idées de suicide; obsession pour
les jeux de hasard et pour I’argent nécessaire). L’analyse quantitative estime les cofits directs
a 85,8 millions d’euros; les cofits indirects a 4258,2/4663.9 millions; les cofits de la qualité de vie
a 1147.1/1878.4 millions (www.gioconews.it, décembre 2012).

10 B. Bertelli: Stop a eccesso di offerta, ma niente proibizionismo. “Gioco News” 2012, no 10.
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dépendance sans fréquenter les endroits dédiés au jeu de hasard qui sont formel-
lement interdits aux mineurs''.

Selon une enquéte conduite par “Telefono Azzurro” et “Eurispes” sur la condi-
tion de I’enfance et de I’adolescence!'?, parmi les enfants de 1’échantillon, le jeu onli-
ne qui permet de gagner de I’argent concerne: 1,4% des enfants qui jouent souvent,
3% quelquefois, 3,6% rarement. Les jeux non onlines présentent des pourcentages
plus élevés: 5,1% souvent, 3,8% quelquefois, 6,4% rarement. Les enfants et adoles-
cents ont I’habitude de jouer sur internet (39,9%), dans les salles de jeu (17,8%), les
débits de tabac (14,4%). 62% des enfants possédent leur propre téléphone mobile,
qu’ils utilisent surtout pour les jeux (21,2%) et pour communiquer (20,5%).

Le phénoméne du jeu de hasard chez les jeunes est déja grave, mais il de-
vient encore plus dangereux quand les supports €lectroniques peuvent faciliter le
contact entre les mineurs et des mauvais sujets tels que pédophiles, maniaques ou
membres de la criminalité organisée.

La criminalité organisée a pris possession d’une grande partie du business,
jusqu’au systéme légal, ayant la possibilité de réaliser d’importants revenus et
d’utiliser les différentes typologies de jeu pour le blanchiment de 1’argent gagné
par des activités illégales.

La présence des mafie dans le secteur des jeux n’est pas nouvelle. La camor-
ra de Napoli et de la Campania prend son nom de “ca” et “murra”; c’est a dire
le «chef de la mourrey», lequel avait le role de résoudre les querelles parmi les
joueurs du peuple. Aujourd’hui le business illégal'® et 1égal du jeu de hasard et des
paris représente la deuxiéme source de revenu, apres la drogue.

Le monde du jeu se préte a nombreuses déviances, d’autant plus possibles en
raison de la diffusion des technologies online'*.

3. Le jeu online hors des frontiéres: I'intervention de I’'Union
Européenne

Le jeu online est un phénomene global car il utilise le web, qui ne connait pas
les frontiéres et rend difficile la réglementation et le contrdle. Toutefois la grande

La loi italienne 111/ 2011 prohibait la participation des mineurs de 18 ans aux jeux publics qui
donnent la possibilité de gagner de 1’argent.

La synthése du rapport présenté par le Professeur Ernesto Caffo, Président de “Sos il Telefono
Azzurro Onlus”, a été publiée sur le site www.gioconews.it, décembre 2012.

Le jeu de hasard illégal géré par la criminalisé organisée est estimé a 10 milliards d’euros par an.
Le jeu sur internet intéresse 10.4% des joueurs italiens et le flux monétaire est d’environ 50 mil-
liards d’euros. Dans 1’année 2012 le flux a été identique a I’année 2011.
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diffusion qu’il a eue dans les pays d’Europe a conduit plusieurs gouvernements
nationaux a chercher des solutions de réglementation's, dans 1’objectif principal
de protéger les consommateurs et de mettre en tutelle la population la plus fragile
sur I’ensemble du territoire communautaire. En plus il faut clairement dire qu’un
autre objectif important des Etats est d’accroire et protéger le flux des ressources
financieres contre les menaces d’illégalité, car une importante partie est destinée
a la fiscalité publique.

Plus récemment le jeu de hasard en général, et celui online en particulier, sont
devenus des thémes débattus par la Commission et le Parlement de I’Union Euro-
péenne, mais il s’agit seulement des premiers pas, qui doivent dépasser progressi-
vement les diversités culturelles, sociales et normatives des Etats membres.

Actuellement, chaque Pays a son propre systeme: I’Allemagne et les Pays
Bas ont interdit les types de jeu online; la Finlande, le Portugal, la Su¢de recon-
naissent un unique opérateur pour tous les jeux online; le Danemark, I’Estonie, la
France, I’Italie et I’Espagne ont adopté un régime de licence pour ouvrir les servi-
ces online a plusieurs opérateurs du secteur.

En Italie la politique de réglementation du jeu online a commencé en 2007,
mais il y a encore beaucoup a faire!

L’expérience italienne a influencé plusieurs pays européens et a représenté un
point de repere du Livre Vert sur le jeu de hasard online, publié par la Commission
Européenne le 24 mars 2011.

Plus récemment (23 octobre 2012) la Commission a publié la Communica-
tion «Towards a comprehensive European framework for online gamblingy, qui
se propose, dans les deux ans, de clarifier la réglementation du jeu de hasard on-
line et d’encourager la coopération des Etats membres. L’ Action Plan rédigé par
la Commission se compose de cinq domaines prioritaires: conformité a la loi, ren-
forcement de la coopération administrative, tutelle des consommateurs et des su-
jets plus faibles, prévention des fraudes et lutte contre le blanchiment de I’argent,
sauvegarde de I’intégrité du sport et probleémes des compétitions perturbées en rai-
son des paris.

Selon la Cours de Justice Européenne il s’agit de chercher un équilibre entre
deux exigences opposées:

15 Le Professeur Carlo Maffé de 1’Université Bocconi de Milan a déclaré que “(...) le gambling
est devenu un business. Désormais il pousse les états a se rapprocher du web, entre 1égalité et
illégalité¢”. Harrie Temmink (Deputy Head of the Online and Postal unit at DG Internal Market
and Services - European Commission) a confirmé que “Il faut réglementer internet et les Etats
membres sont en train d’orienter les consommateurs vers le jeu réglementé”. Les deux speakers
ont ouvert la conférence “2013 Betting and Gambling in Europe” organisée a Rome par Business
International, 2012 (www.gioconews.it, novembre 2012).
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— Adopter une réglementation harmonieuse et la plus uniforme, pour régler un
phénomene qui ne connait pas de limitation territoriale.

— Respecter les autonomies nationales, car les Etats membres présentent de
grandes différences de nature morale, religieuse et culturelle.

Le Commissaire au marché intérieur, Michel Barnier, a déclaré que les Etats
doivent rester libres de décider de la politique sur les jeux de hasard et le niveau de
protection, ainsi que 1’organisation et le controle tant de la demande que de I’of-
fre. Toutefois les mesures de restriction doivent satisfaire les conditions de pro-
portionnalité prévues par la législation de I’Union Européenne. 11 s’agit d’une dé-
claration de principe, qui - 8 mon avis - doit étre interprétée comme ’absence de
ligne de conduite claire, probablement en raison des divergences qui existent par-
mi les intéréts et les attentes des sujets publics ou privés.

11 faudrait comprendre la position du Parlement Européen sur le jeu online,
mais on sait que le pouvoir réel de cette institution n’est pas si fort. Plus généra-
lement, il faudra voir dans le futur si les intentions seront suivies de faits signifi-
catifs!

Conclusion

Les jeux de hasard et les paris ont connu un essor quantitatif et qualitatif par
suite de la diffusion des technologies d’information et communication, qui favo-
risent la diffusion sans frontiéres et souvent sans régles.

Il y a un intérét éthique a réglementer le jeu de hasard et les gageures, avec
un but de protection des consommateurs, mais il faut bien comprendre qu’il y a un
autre intérét de la part des gouvernements nationaux a soutenir ce secteur de busi-
ness — caractérisé par des indicateurs de croissance — en raison de 1’important flux
de liquidité qui va alimenter la fiscalité publique. A mon avis I’intérét des gouver-
nements nationaux pour les revenus de la finance publique est analogue, en termes
de “voracité”, a I’intérét de la criminalité organisée.

De son coté, I’Union Européenne — absente jusqu’a présent — est obligée de
s’occuper de la question, juste en raison du jeu et des paris online, qui ont une
dimension transfrontaliére trés importante. Actuellement, la position de 1’Union
Européenne se limite a des actes déclaratoires, qui — a mon avis — cachent, derrie-
re les principes du libre marché et de I’autonomie des Etats, la difficulté de pren-
dre des décisions et d’engager des actions significatives.

Au centre d’un triple étau (criminalité organisée, potentats gérants, gouver-
nements) se débattent les consommateurs-passionnés de jeux légaux et illégaux.
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Ils (et leurs familles) sont en méme temps les victimes et les acteurs d’une prati-
que qui exploite la faiblesse humaine.

Chaque individu est I’arbitre de son propre destin et doit en tirer les consé-
quences! Le probléme est bien plus grave quand il concerne les jeunes gens et les
personnes les plus vulnérables incapables d’étre arbitres de leur propre destin.
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Résumé

La question du jeu de hasard pose des problémes séricux de compatibilité entre la li-
berté des consommateurs — passionnés, la tutelle de la santé individuelle et collective, les
intéréts économiques des parties en cause, y compris la fiscalité de I’Etat. Le marché du
jeu de hasard a vu la diffusion des technologies on-/ine, accroitre la dimension des affaires
et ’extension des territoires, au point que la Commission Européenne a décidé de s’occu-
per de la question. L’attraction pour le jeu et les gageures est ancienne et ne peut pas étre
étouffée ni éradiquée de I’ame humaine; d’autant plus que le marché du jeu de hasard est
devenu aussi fructueux pour les potentats gérants et pour les Etats ce qui rendrait illusoire
I’hypothése d’une suppression. La seule voie possible est la réglementation, avec comme
premier objectif la tutelle des consommateurs et surtout des jeunes gens.

Mots-clés: jeu de hasard online, consommateurs, Union Européenne
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CONSUMER RISK IN CONSUMER-COMPANY
RELATIONSHIP ON MARKET
OF PROFESSIONAL E-SERVICES

Introduction

New possibilities created by modern technologies provide sound foundations
for building a long-term relationship between companies offering professional e-
services and markets they operate on, especially the consumers who are the com-
panies’ ultimate market target. This relationship can be developed in a virtual en-
vironment where the concept of e-services is implemented and its tools are used,
among others, to ensure communication between the customer and service pro-
viders, to transfer data between institutions and to allow a direct contact between
customers and company representatives. Nonetheless, specific qualities of profes-
sional services, and especially their non-material character and expertise-based
approach, lead to a situation in which consumers regard the offering of profes-
sional services in the virtual environment as very risky. In addition, in view of the
global economic crisis, consumer decisions are becoming more carefully-consid-
ered and less risky, particularly with respect to professional services that are vital
for their households, namely health and financial counseling. Bearing in mind the
above, it can be concluded that the problem of consumer risk on the market of pro-
fessional services is becoming increasingly interesting, both theoretically as well
as practically. Hence, the purpose of the paper was to identify the risk perceived
by the consumer in their relationship with companies on the market of profession-
al e-services and to determine mechanisms employed by consumers in the process
of buying and using these services in the virtual environment.
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1. Market relationship and consumer risk — theoretical background

From the perspective of consumers and their market behavior, the category
of “relationship” should be considered within the domain of relationship between
consumers and companies offering definite products and services on the market.
The history of consumer-company relationship goes back to the very beginnings
of human existence, company development and consumption. Based on research
findings, it was possible to present a consumer-company relationship in a form of
a model.

The stimulus-reaction model, referred to as a “black-box” model was the first
and the simplest model presenting the consumer-company relationship'. Anoth-
er, more complex model is called the model of “consumer decision making envi-
ronment”, and includes a bigger number of variables affecting the customer (re-
vealing not only consumer-company relationship, but also taking into account the
socio-cultural environment of both these subjects), and shows stimuli which can
influence consumer buying decisions. Another “black box” type of model is pre-
sented by Ph. Kotler’s model of the purchasing process, which identifies input and
output factors of the process, and shows, in a more complex way, the influence of
various corporate activities on the buyer?.

The beginning of 1970s researchers were trying to integrate the existing
knowledge and to present the relationship in a holistic way. Scientific analyzes
were mainly focused on the process of consumer decision making with respect to
consumption means offered on the market®. Initially, the decision making proc-
ess, or else the process of solving a decision problem was confined solely to con-
sumer’s awareness and assessment of one’s own needs as well as to activities ori-
ented on selection and achievement of means satisfying these needs. In his ap-
proach J. Szczepanski additionally included activities connected with handling
and consuming gained means*. The simple decision making model was further de-
veloped by Engel, Kollat and Blackwell into the model of consumer behavior and
was designed as a complete model, presenting a full problem solution and reflect-
ing the process of consumer decision making with respect to a new purchase®. The

' L. G. Schiffman, L. L. Kanuk: Consumer Behavior: Global Edition. Pearson Higher Education,
London 2010.

M. R. Solomon, G. Bamossy, S. Askegaard, M. K. Hogg: Consumer Behavior. Financial Times
Press, New York 2010, p. 156.

Zachowania polskich konsumentow w warunkach kryzysu gospodarczego. Red. E. Kiezel,
S. Smyczek. Placet, Warszawa 2011, p. 291.

L. Rudnicki: Zachowania konsumentow na rynku. PWE, Warszawa 2012, p. 137.

5 R.D. Blackwell, P. W. Miniard, J. F. Engel: Costumer Behavior. Hartcourt, Orlando 2001, p. 40.

2
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weak point of the model is its exclusive concentration on the consumer-compa-
ny relationship during a purchase with negligence of consumer influence on the
company.

All the-above considered relations have been fully presented only in the mod-
el developed by Nicosia. The model shows the interactive relationship between
the company and the consumer. In the broadest meaning, a company gets in touch
with consumers through promotional activities, whereas consumers communicate
with the company through making purchases. The company tries to create definite
consumer behavior on the market, and the consumer — through his or her activi-
ties — affects the company. The Nicosia model describes the process of consumer
decision making on the market in four areas: consumer attitudes based on market
information, consumer product search and consumer product assessment, the act
of making a purchase, and feedback in a form of experience gained both by the
company and the consumer®.

The solutions present in the Nicosia model have paved the way for further re-
search into satisfaction and its influence on building a long-lasting customer-com-
pany relationship’. In the meantime, research conducted in 1990s showed that
customer satisfaction with a purchase may (but not necessarily does) lead to repet-
itive purchases of the same product. Thus, customer satisfaction should be treated
as a condition to achieve loyalty, but not as its sufficient determinant. It should be
stated that people who buy/use products exclusively of one definite company can-
not be considered as the only loyal consumers. Having regard of a customer-com-
pany relationship, consumer loyalty on the market can be defined as a consum-
er attitude towards a company offering/providing products, an attitude based on
stability, durability and acceptance of conditions of offered goods and services®.
A loyal consumer is “attached” to a company, is immune to marketing activities
of other rival companies (the so-called difficult-to-win customer) and represents,
according to some agreement, interests of his or her company. Consequently, con-
sumer loyalty on the market is tantamount to full acceptance of a company’s mar-
ket offer. Such an attitude is crystallized through emotional experience and a cer-
tain state of consciousness’.

S. Smyczek, 1. Sowa: Konsument na rynku — zachowania, modele, aplikacje. Difin, Warszawa

2005, p. 72.

7 W. Urban, D. Simieniako: Lojalnos¢ klientow. Modele, motywacja i pomiar. Wydawnictwo
Naukowe PWN, Warszawa 2008, p. 26.

8 Leksykon marketingu. Red. J. Altkorn, T. Kramer. PWE, Warszawa 1998, p. 134.

? G. Swiatowy, M. Pluta-Olearnik: Kreowanie lojalnosci klientow poprzez marke i jako$é ustug. In:

Marketing. Przetlom wiekow. Paradygmaty, zastosowania, Wroctaw 2000, p. 52.
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Bearing in mind the above considerations, it is worth emphasizing the fact that
consumer-company relationship, including the long-term ones, and consequently
consumer loyalty, are determined by many factors, and particularly: the number
of available brands on the market, perceived differences between the brands, ad-
vantages of purchasing a definite brand, previous and current relationship with
a definite company as well as the level of satisfaction with this relationship. The
risk perceived by the consumer presents another factor which is of particular sig-
nificance in developing rapport between consumers and companies. The higher
the level of a perceived risk connected with a consumer choice on the market, the
higher the level of customer trust and loyalty towards a definite company.

The problem of risk in research into consumer behavior and into consumer re-
lationship with other market subjects was first introduced by R.A. Bauer. Through
identification of a risk perceived by the consumer'®. R.A. Bauer was trying to ex-
plain such consumer activities as: information search before making a purchase,
brand loyalty or importance of opinion leaders and benchmark groups whilst buy-
ing definite products. R.A. Bauer’s results have revealed that the consumer per-
ceives a risk when his or her activity is connected with unpleasant consequences''.

In the contemporary literature, there prevail two major approaches towards
consumer risk definition. The first approach is related to uncertainty and conse-
quences that it brings. Here, risk is a function of uncertainty of results of consum-
er activities (subjective approach) and consequences of a negative outcome of
consumer decisions. However, many authors maintain that this approach to risk
definition has no application or can be used in a study into consumer behavior in
a limited scope (including. J. R. Bettman, L. Sjoberg, R. N. Stone, K. Gronhaug)'.
In their opinion, it is the second approach to risk definition, where risk is regard-
ed as a composition of several dimensions, that should be employed in consum-
er behavior theories".

On the basis of research into risk perception before paying for a product by
means of various payment forms, T. Roselius identified four main dimensions of
risk: security, functional, financial time risk'*. During their studies on the market

' R. A. Bauer: Consumer Behaviour as Risk Taking. Dynamic Marketing for a Changing World,
American Marketing Association Proceedings 1964, pp. 389-98.

' S.S.M. Ho, N.T.F. Victor: Customers’Risk Perceptions of Electronic Payment Systems. “Interna-
tional Journal of Bank Marketing” 1994, Vol. 12, p. 13.

12 See more in: R.N. Stone, K. Gronhaug: Perceived Risk: Further Considerations for the Marketing
Discipline. “European Journal of Marketing” 1993, Vol. 27, No. 3; G. Maciejewski: Ryzyko w de-
cyzjach nabywczych konsumentow. Wydawnictwo Uniwersytetu Ekonomicznego, Katowice 2010.

13 E. Arnold, L. Price, G. Zinkhan: Consumer. Irwin, Boston 2004, p. 79.

14 T. Roselius: Consumer Rankings of Risk Reduction Methods. “Journal of Marketing” 1971,
Vol. 35, p. 58.
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of luxury goods, J. Jacoby and L. Kaplan distinguished two other dimensions of
the consumer risk: psychological and social'>.

Thus, a conclusion can be drawn that consumer risk is a type of uncertainty
that appears when the consumer cannot predict many essential consequences of
his or her buying decisions!'®. Buying risk occurs in a situation in which consum-
ers perceive danger related to making proper decisions and fear that consequenc-
es thereof may be significant for them'”.

2. Methodological aspects of research into consumer risk and
relationship with professional e-services institutions

With respect to the subject of analyzes, the direct research on the market of
professional e-services was based on the second approach to risk, i.e. an attempt
was made to identify dimensions of the risk perceived by the consumer. The an-
alyzes were focused on the most crucial, from consumers’ point of view, services
such as health and financial services, especially financial counseling. The research
comprised individual consumers over the age of 18 and was conducted on a sam-
ple of 600 respondents in October 2012. The sample was selected through applica-
tion of a quota sampling method. Individual quotas i.e. age and level of education
were chosen on the basis of a known structure of the examined population. The
sample structure was selected in such a way as to be identical with that of a stud-
ied population in Silesian Voivodeship.

Research was done by using method of a structured questionnaire which is
one of the most commonly used in market research'®. The questionnaire itself was
developed with the use of techniques employed in market research and market-
ing studies.

After completion of the research, the data were collected, checked as well
as systematized, and next, counted, preliminarily described and analyzed, both in
terms of their quality and quantity. Altogether 573 questionnaires were qualified
to further analyzes.

5 J. Jacoby, P. Kaplan: The Components of Perceived Risk. Proceedings of the 3rd Annual Confer-
ence for Consumer Research, 1972, p. 389.

¢ L. Garbarski: Zachowania nabywcow. PWE, Warszawa 1998, p. 49.

17 L. Rudnicki: Op. cit., p. 56.

18 See more in: Badania rynku, Metody, zastosowania. Red. Z. Ke¢dzior. PWE, Warszawa 2005;

Marketingowe badania bezposrednie — zastosowania. Red. R. Milic-Czerniak. DIFIN, Warszawa

2005; K. Karcz: Miedzynarodowe badania marketingowe. PWE, Warszawa 2004.
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3. Assessment of relationship between consumers and
institutions offering professional e-services

The assessment of the relationship between consumers and institutions of-
fering professional e-services was preceded by identification of dimensions and
strength of the relationship between these subjects. The research was based on an
assumption that the relationship is determined, and simultaneously characterized
by four relationship dimensions, namely: engagement of an institution in contacts
with consumers, consumer involvement in relationship with these institutions, sat-
isfaction of a subject of the professional services market with the relationship, and
trust of a subject of the professional services market.

The analysis comprised particular dimensions of the relationship with a fi-
nancial institution or a medical unit, the services of which are most frequently
chosen by the consumer. Additionally, an assessment was made on the influence
of each dimension over the strength of consumer’s relationship with a given fi-
nancial institution and a medical unit. In order to achieve this, accumulated as-
sessments were introduced with respect to the activity of a financial institution/
medical unit and to the consumer’s activity in relation to these institutions. The
assessment also included consumer satisfaction with the relationship, trust placed
in the institution and strength of the relationship.

In view of Table 1, it can be concluded that both in the case of financial in-
stitutions and medical units, whose services are most commonly used by consum-
ers, of all four relationship dimensions the most highly assessed are: satisfaction
and an activity of a financial institution and a medical unit — nearly 0.6 on a 0-1
scale.

Table 1
Dimensions of the relationship and strength of relationship
' ' Activity of Consumer’s Satisfaction Trust Strength of
Specification institution activity relationship
Scale 1-7 Scale 0-1
Financial 4.479 4207 4.734 4.411 0.581
market
Medical market 4.461 4.210 4.728 4.401 0.562

The Spearman’s analysis of correlation ranks between strength of the rela-
tionship and relationship dimensions has proved that consumer activity is the least
powerful determinant of strength of the relationship with financial institutions and
medical units (Table 2).
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Table 2
Coecfficients of Spearman’s correlation ranks
Specification Aitlis‘ggt?ofnan Coancstlil\glt;r’s Satisfaction Trust
Financial market 0.761 0.469 0.793 0.702

Spearman’s r
Significance 0.000 0.000 0.000 0.000

Medical market
Spearman’s r

Significance 0.000 0.000 0.000 0.000

0.754 0.502 0.776 0.688

The coefficient at the level of 0.4-0.5 allows for determination of the relation
as modest, whereas correlation coefficients with other dimensions prove that the
relation is strong. It should be noted, however, that the level of significance of all
coefficients (up to the third decimal place) equals zero. This helps to assert, with
probability close to unity, that all four dimensions exert essential influence on the
strength of the relationship with consumers and financial institutions as well as
medical units whose services are most frequently used by consumers.

4. Dimensions of risk perceived by consumers on market
of professional e-services

On the basis of conducted research, a conclusion can be drawn that the func-
tional and security risks are considered to be the most significant ones on the mar-
ket of professional e-services. Consequently, with respect to the market of medical
e-services, as many as 38.2% of respondents have indicated functional risk and al-
most 23% have pointed at security risk as the most crucial ones (Table 3).

Table 3
Dimensions of risk perceived by consumers
Specification Financial market (in%) Medical market (in%)

Security 31.8 22.9
Functional 24.1 38.1
Psychological 21.7 18.9
Financial 18.4 13.2
Time 15.9 14.6
Social 13.6 11.5
Lack of analyzes 9.5 9.1
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Consumers of the market of financial services take into consideration mainly
the security risk (31.8%), and the functional risk (24.1%). On the market of medi-
cal services, the psychological risk is deemed important by 18.9% of respondents,
and on the financial market by 21.7%. Consumers also attach significance to the
financial risk —13.2% on the market of medical services, 18.4% on the market of
financial. It is worth underlining the fact that with respect to both markets, about
10% of respondents do not analyze a potential risk related to the decision making
and building relationship with subjects offering their services through e-tools.

The risk in the process of product choice and purchase evokes a definite state
of tension in the consumer. This naturally leads to consumer’s efforts to minimize
or limit this risk through various means and activities'. According to research re-
sults, consumers try to reduce the risk on the market of professional e-services
(both financial and medical) by seeking additional information about institutions
offering specific services through e-tools and about services which they intend to
use (nearly 80%). Moreover, they choose loyalty to a definite financial institution
or a medical unit (almost 76%) as a security against that risk. It is noteworthy that
about 15% of consumers prefer to resign from using definite professional e-serv-
ices if a perceived risk is too high.

Representatives (staff) of a given financial institution (58.2%) or a medical
unit (60.3%) are the most popular sources of additional information for consum-
ers. Further on the list are leaflets and advertising materials (the financial market —
41.7%, the medical market — 52.5%). Thus, the formal information, both of per-
sonal and non-personal character, is the most appropriate source of information
about professional electronic services. Another significant source of this infor-
mation is the Internet (almost for half of respondents on both markets) and other
media (press, TV or radio) — with 32.8% and 29.7% for the financial and medical
market respectively.

Conclusion

In conclusion, consumers relationship with institutions offering professional
e-services is determined by four dimensions, namely: an activity of the company,
an activity of the consumer, satisfaction and trust. These dimensions also affect
strength of the relationship between the subjects. According to research results, it
can be stated that satisfaction with the consumer’s prior and current relationship

1 C. Rice: Understanding Customers. Butterworth-Heinemann, Oxford 2007, p. 75.
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with financial institutions and medical units has the most powerful effect on the
strength of this relationship. As a result, professional e-service institutions which
can actively affect their consumers’ satisfaction in a traditional market environ-
ment are likely to build long-lasting relationships in the virtual environment.

Entering into a long-lasting relationship with an institution offering profes-
sional e-services entails some risk to be born by the consumer, especially the se-
curity and functional risk. The psychological risk is also very important for the fi-
nancial and medical markets, whereas the social one does not play a bigger role
on these markets. It should be emphasized that consumers try to actively minimize
the risk in their market choices by looking for additional information from other
sources, mainly the formal ones. Not rarely do they stay loyal to a definite finan-
cial institution or a medical unit.

With regard to the above-presented considerations, it should be concluded
that identification of the character of risk perceived by the consumer within the
area of relationship with companies offering professional e-services has great in-
fluence on the operation of such institutions. Thanks to possessed knowledge on
the subject, it is possible to apply more effective methods of building market re-
lations and to employ more effective means of affecting consumers, and conse-
quently winning a competitive advantage on the market.
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CONSUMER RISK IN CONSUMER-COMPANY RELATIONSHIP
ON MARKET OF PROFESSIONAL E-SERVICES

Summary

The purpose of the paper was to identify the risk perceived by the consumer in their
relationship with companies on the market of professional e-services and to determine
mechanisms employed by consumers in the process of buying and using these servic-
es in the virtual environment. Results of research shows that the most important risk for
customers are security and functional risk. Consumers try to actively minimize the risk
in their market choices by looking for additional information from other sources, mainly
the formal ones. Not rarely do they stay loyal to a definite financial institution or a med-
ical unit.

Keywords: consumer risk, professional e-services
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Introduction

Over the past several years, the world has made enormous progress in the de-
velopment of digital technologies. This led, among other things, to the massive
spread of mobile devices in society, in particular mobile phones. People use these
devices for many reasons starting with communicating with each other, taking
pictures, listening to music, playing games and many others. Thanks to mobile in-
ternet access using mobile phones in the decision making process of products is
also becoming increasingly popular.

The high penetration rate of mobile phones gives companies an opportunity
to affect consumers in a different way. Hence, more and more businesses choose
to use this tool to carry out marketing functions. Mobile advertisement has been
for many years the most popular type of marketing activities in this field. Along
with growing abilities of mobile phones and increasing access to mobile internet
the phenomenon of mobile commerce is gradually becoming of more and more
importance.

The purpose of this paper is to analyze consumers’ perception of mobile com-
merce in Poland. On the basis of available literature sources the determinants of
mobile commerce adoption have been presented, which formed the ground for
further empirical research. The second part presents the main findings of a survey
conducted in 4Q 2012 on a sample of 118 Cracow University of Economics stu-
dents. Due to the nature of the issues, a specific group of consumers was selected
to the study. They were usually young people, more familiar with digital technol-
ogies and using them intensively.
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1. The determinants of mobile commerce adoption

During the past decade mobile phones have become one of the most ubiqui-
tous electronic devices in people’s lives. In Poland, this type of device is current-
ly used by the vast majority of the population (85.0%), generally regardless of age
or area of living'. Mobile phones are used not only for voice communications, but
also to send and receive short text messages and multimedia messages®. In recent
years Poles more frequently use their mobile phones to connect to the Internet.
This is the effect of reducing the telecommunications charges for the use of mo-
bile Internet access, including in particular the introduction of special tariff plans
allowing unlimited data transfer. It is of great importance also that current mobile
phones are constantly evolving, becoming like small computers.

Mobile technologies allow companies to carry out various activities, usual-
ly aimed at communicating with current and potential customers. Customers can
be reached using a wide variety of mobile communication channels®. Short text
messages (SMS) campaigns has been for many years the most popular type of mo-
bile advertisement. Nowadays, they are increasingly being replaced by multime-
dia messages (MMS) campaigns, that can contain graphics, audio or video. Ad-
vertising messages can also be included in the games or applications available for
mobile users free of charge. In recent years, QR codes became gradually more
and more popular. This technology is based on advanced barcode recognized with
a special application installed on mobile phone with built-in camera*. Through
them it is possible to provide mobile users with a variety of information that can
be useful for identifying products and comparing their prices.

Growing ability of mobile devices greatly expands the range of the potential
impact on customer behavior. Indeed, contemporary consumers increasingly use
mobile phones in the decision making process of goods and services. With built-
in web browser or a dedicated application mobile users can search for informa-
tion about products or even make a purchase. According to a studies conducted in

' Wykorzystanie technologii informacyjno-(tele)komunikacyjnych w przedsigbiorstwach i gospo-

darstwach domowych w 2012 r. GUS, 2012. http://www.stat.gov.pl/gus/5840 wykorzystanie

ict. PLK_HTML.htm.

Rynek telekomunikacyjny w Polsce w 2011 roku. Klienci indywidualni. UKE, 2011, http://www.

uke.gov.pl/files/?id plik=9707, p. 61.

3 R.Y. Huang: Value, Interest and Power: a Three Dimensional Model for Mobile Marketing Stake-
holder Analysis. “International Journal of Mobile Marketing” Jun 2011, 6(1), pp. 109-119.

4 S. Okazaki, H. Li, M. Hirose: Benchmarking the Use of OR Code in Mobile Promotion: Three
Studies in Japan. “Journal of Advertising Research” Mar 2012, 52 (1), pp. 102-117
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the U.S. more and more people use their mobile phones to make purchases®. It is
a new trend that can lead to fundamental changes in contemporary business.

Mobile commerce (or simply m-commerce) refers to conducting any trans-
action through a mobile device using mobile technologies. Transactions can be
initiated or completed by using different portable devices, such as mobile phone
or tablet. Mobile commerce is usually regarded as a form of e-commerce, having
its own specific features®. Among its advantages it is the ability to make transac-
tions anytime and anywhere, regardless of the type of device’. Worth mentioning
is also its ability to personalize products and services, adjusted on the basis of in-
depth information about users®. However, at the same time, the adoption of mo-
bile commerce faces very significant barriers. The most important obstacles are
lack of awareness and knowledge of consumers on the benefits arising from the
use of this form of shopping, along with the perceived risk of using it. Although
currently, mobile commerce constitutes a relatively small percentage of the over-
all e-commerce market, it is expected to account for 24.4% of overall e-commerce
revenues by the end of 2017°.

2. Consumers’ opinions on mobile commerce

Mobile commerce in Poland is a relatively new phenomenon and still re-
quires in-depth studies. Although in recent years a large number of mobile mar-
ket reports has been published, they mostly contain basic information about the
number of mobile devices, mobile phone models in use or the Internet usage on
mobile devices. Only several studies have explored the use of mobile devices in
the consumer purchasing decision making process'’. So far there are no studies

5 The Mobile Movement. Understanding Smartphone Users, Google/IPSOS OTX MediaCT, 2011,
http://www.gstatic.com/ads/research/en/2011_TheMobileMovement.pdf, Mobile Trends: Con-
sumer Views of Mobile Shopping and Mobile Service Providers, Oracle, 2011, http://www.oracle.
com/us/industries/communications/oracle-atg-mobile-wp-345770.pdf

¢ K. Siau, E. P. Lim, Z. Shen: Mobile Commerce: Promises, Challenges, and Research Agenda.

“Journal of Database Management” Jul-Sep 2001, 12(3), pp. 4-13.

L. Clarke: Emerging Value Propositions for M-commerce. “Journal of Business Strategies” Fall

2008, 25(2), pp. 41-57.

T.P. Liang, C.P. Wei: Introduction to the Special Issue: Mobile Commerce Applications. “Interna-

tional Journal of Electronic Commerce” Spring 2004, 8(3), pp. 7-17.

M-Commerce Growing to 24% of Total E-Commerce Market Value on Back of Smartphone Adop-

tion. ABI Research, 2012, http://www.abiresearch.com/press/m-commerce-growing-to-24-of-

total-e-commerce-marke.

10" See, e.g. R. Macik: Korzystanie przez konsumentow z urzgdzen mobilnych w procesach zakupu
(eksploracja zjawiska). ,,Handel Wewnetrzny” wrzesien-pazdziernik 2011, pp. 78-87.
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showing the attitudes of consumers toward mobile commerce in Poland. In order
to address this deficiency, this paper presents the young polish consumers’ percep-
tion of mobile commerce. The results are based on a survey conducted on a con-
venience sample of 118 Cracow University of Economics (CUE) students. The
main group of respondents were people aged between 21 and 24 years (89.7%),
more often female (84.7%) than men (15.3%). Surveyed consumers generally re-
ported their marital status as “single” (86.4%), at the same time indicating own
work (62.7%) and parents (33.9%) as the main sources of income. In terms of the
size of the place of residence, the sample was dominated by people living in ru-
ral areas (36.8%) and metropolitan areas (21.4%). The study focused only on one
type of mobile devices such as mobile phones, because other types of mobile de-
vices such as tablets, are not yet adequately disseminated among consumers. Due
to the size limitation of this publication only the most important findings from the

survey are presenting in Table 1.
Table 1

Respondent characteristics

Specification Options (%)

_ female 84,7

Sex (n=118) male 153
_ from 21 to 24 years 89,7

Age (n=117) over 24 years 10,3
village 36,8

. . town up to 50,000 14,5
zgfgslf‘c{;‘:é:‘(szﬁf) place | iown from 50,000 to 100,000 11,1
town from 100,000 to 500,000 16,2

town over 500,000 21,4

. _ single 86,4
Marital status (n = 118) marricd 13.6
Main sources of income scholarshklp 12,7
(n=118) own wor 62,7
parents 33,9

As the results show surveyed consumers use a wide range of handsets (Ta-
ble 2). The most popular features of their mobile phones are: photo camera (95.8%),
video camera (87.3%) and MP3 player (84.7%). The GPS module that allows to
determine the geographical location of a user, is installed on nearly half of devic-
es (49.2%). Considering the ways of interacting with mobile phones, respondents
more often indicate touch screen (60.2%) than QWERTY keyboard (33.1%). The
majority of respondents also declare that their mobile phone has the ability to con-
nect to the Internet (89.7%) and to install additional applications (71.2%).
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Table 2
Mobile phone characteristics (% in column)

Specification Options (%)*
photo camera 95,8
video camera 87,3
Mobile phone features MP3 player 84,7
(n=118) touch screen 60,2
GPS navigation 49,2
QWERTY keyboard 33,1
The ability to install additional | ¥ e
applications (n = 118) don’t know 153
The ability to connect to the yes 89,7
Internet (n=117) no 10,3

* Percentages may not add up to 100 percent due to multiple responses allowed

Among the respondents with the access to the Internet via mobile phone, one
in five (21.0%) don’t use such services at all. Thus, in the total sample, 70.9% of
respondents use mobile phone to connect to the Internet. This percentage compar-
ing to the whole population can be regarded as relatively high. The results also
show that 54.7% of all respondents use their mobile phones to connect to the In-
ternet at least once a week, and 63.2% at least once a month. Surveyed consum-
ers use their mobile phones to connect to the Internet in different places. Howev-
er, by far the most it takes place at work / at school and on the go. These options
are indicated by accordingly 73.5% and 62.7% of respondents, who use mobile
phone to connect to the Internet. Less than half of those surveyed in this group
(41.0%) use mobile phone to connect to the Internet at home, and only one in five
(21.7%) in a store. The results also show that mobile access to the Internet is pri-
marily used by consumers to search for information using search engines (60.2%
of those using mobile phone to connect to the Internet), to visit social network-
ing sites (59.0%) and to browse online news services (50.6%). More than half of
those surveyed in this group (56.6%) usually receive or send e-mail via mobile
phone. Respondents, to a lesser extent, use mobile access to the Internet for com-
municating with instant messaging (32.5%) and visiting price comparison sites
(6.0%) — Table 3.



92 Krzysztof Kapera

Table 3
Internet usage pattern
Specification Options (%)*
daily or almost daily 40,0
few times a week 12,4
The frequency of using mobile at least once a week 8,6
phone to connect to the Internet | few times a month 4,8
(n=105) at least one a month 4,8
less than once a month 8,6
don’t use 21,0
at work / at school 73,5
The place of using mobile phone | on the go 62,7
to connect to the Internet (n = 83) |at home 41,0
in a store 21,7
searching for information (search engines) 60,2
visiting social networking sites 59,0
The purpose of using mobile receving / sepdmg e-mail . 26,6
browsing online news services 50,6
phone to connect to the Internet e i . )
(n=83) comr'nunlcat!ng with instant messaging 32,5
mobile banking 24,1
using price comparison sites 6,0
other purpose 14,5

* Percentages may not add up to 100 percent due to multiple responses allowed

The results show that using a mobile phone to assist the purchasing process
is still not a common phenomenon among Polish consumers (Table 4). Although
almost half of the respondents (49.6%) indicated that they had sought information
about goods or services on the Internet using a mobile phone, only one in seven
(14.7%) had made a purchase of goods or services using mobile phone. Consid-
ering the characteristics of the surveyed population such percentages are low, es-
pecially in comparison to more developed countries.

Table 4
The use of mobile phones in the purchasing process
Specification Options (%)
Have ever sought information about goods or services on the yes 49,6
Internet using a mobile phone (n = 117) no 51,4
Have ever made a purchase of goods or services using a mobile yes 14,7
phone (n=117) no 85,3

Respondents were additionally asked to express their opinions on the select-
ed statements related to mobile commerce, especially purchases made by mobile
phones (Table 5). The analysis of the responses reveals ignorance of such a pur-
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chasing method among surveyed consumers. This indicates a very high percent-
age of “it’s hard to say” answers in relation to particular statements, which even
reached the level of 60.3%. The picture emerging form other responses also can
be regarded as rather pessimistic. First of all purchases made by mobile phone are
perceived by the respondents as complex as well as carrying a risk for the buyer.
Almost half of the respondents (42.4%) don’t agree with the statement, that this
type of purchases are safe and additionally every third (32.2%) considered it as
complicated. The respondents don’t see the tangible benefits from making pur-
chases by mobile phones. Only 18.1% of the respondents agree with such an opin-
ion, while as much as 60.3% has not been able to respond to this statement at all.
However, surveyed consumers rather don’t recognize this type of purchases as
time consuming. Almost half of respondents (40.5%) don’t agree with the state-
ment that purchases made by mobile phones are time consuming.

The results show that polish consumers still seldom use their mobile phones
to scan QR codes (Table 6). The responses obtained indicate that only 17.2% of
respondents have ever used their mobile phone to perform such an operation.

Table 5
Opinions on purchases made by mobile phones (in %)
8 E
. . > & o | >0 | B
Specification = o O | wmo | &
2&| & |5 |av| =28
Purchases made by mobile phones are complicated
(n=118) 7,6 | 24,6 | 22,0 | 34 | 424
Purchases made by mobile phones are safe (n = 118) 3.4 16,1 | 35,6 6,8 38,1
Purchases made by mobile phones bring buyers the
tangible benefits (n = 116) 2,6 15,5 | 18,1 3.4 60,3
Purchases made by mobile phones are time consuming 6.0 259 | 353 59 276
(n =1 16) 5 s s > s

The main barriers to the adoption of QR code technology among consum-
ers are: no need to use this technology (45.8% of those who have never used it),
lack the appropriate application (37.5%), lack of awareness of the existence of this
technology (25.0%) and lack of ability to use this technology (20.8%).
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Table 6
The use of QR codes

Specification Options (%)*
Have ever used mobile phone yes 17,2
to scan QR codes (n=116) no 82,8
lack of awareness of the existence of this technology 25,0
Reasons not using QR code ?0 Eeed to use this telghnglogy gg’g

technology (n = 96) ac apprqprlate app IC?.tlon s
lack of ability to use this technology 20,8

other reasons 3,1

* Percentages may not add up to 100 percent due to multiple responses allowed

Conclusion

A survey conducted on Cracow University of Economics students confirmed
that the Polish mobile commerce market is still at an early stage of development.
Although surveyed students seek information about goods or services on the In-
ternet using their mobile phones, so far only a few of them have ever made a pur-
chase this way. It seems the main barrier to the development of mobile commerce
in this group of consumers is lack of awareness and knowledge about this form of
shopping. Another important factor is also the negative attitude of surveyed con-
sumers, who regard purchases made by mobile phones as complicated and not
very safe for buyers. Therefore, further development of mobile commerce in Po-
land, will depend to a large extent on the intensity of awareness-raising activities,
aimed at showing the benefits of using mobile devices to support purchases.
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CONSUMER PERCEPTION OF MOBILE COMMERCE IN POLAND

Summary

The purpose of this paper is to analyze consumers’ perception of mobile commerce
in Poland. The publication is based mainly on the results of a survey conducted in 4Q 2012
on a sample of 118 Cracow University of Economics students. The study confirmed that
the Polish mobile commerce market is still at an early stage of development. Currently,
only a relatively small percentage of consumers use mobile phones to make purchases of
goods or services. The main reasons for this state of affairs include lack of awareness and
knowledge among consumers about this form of shopping and their negative attitude.

Keywords: mobile commerce, consumers opinion
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QUALITATIVE INSIGHT AT THE PROCESS
OF PURCHASING

Introduction

In the literature there exist several models of consumer purchasing process —
defining and describing its stages, length, or complexity. In some popular ap-
proaches the process starts at the time of realization of the consumer needs, then
he or she tries to satisfy them by seeking the right product with specific param-
eters, compares the offer and as a result — decides to buy chosen one. However,
when the number of perceived alternatives increases, decision difficulties are aris-
ing as an effect of significant growth of the advertising intensiveness and diversity
of advertising tools, as well as significant changes in retail including the physical
channel and virtual channel (e-commerce, and through the development of virtual
communities even f-commerce) competition and complementarity. In effect there
are observed frequent shifts from one channel to another even in particular deci-
sion process, characterized as multi-channel behavior'.

The emergence of the Internet and e-commerce has changed many aspects
of consumer behaviour, particularly more intense users. What was a novelty for
some, to which they had to adapt because of the way they affected life function-
ing, work, for others it is a reality that was. All of these attitudes and behaviour af-
fect the development of modern trade. Determine the success of some players and
the fall of others. Although, this is a fairly big simplification, it is undeniable that
purchasing decisions affect profits or losses of the sellers. Therefore, it is worth

' P. L. Mokhtarian, W. L. Tang: Accounting for Taste Heterogeneity in Purchase Channel Intention
Modeling: An Example from Northern California for Book Purchases. “Journal of Choice Model-
ling” 2009, 2(2), pp. 148-172.
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a closer look at the buying process of the consumer. While the buying behavior of
people the Internet heavy users moderated by information technology are well re-
searched — described in the literature including previous works of the authors? —
the corresponding attitudes and behaviors of people rarely or never use the Inter-
net are not yet sufficiently deepened.

1. Method

The article was developed based on the results of qualitative research con-
ducted in October 2012, funded by a grant from the National Science Center. Was
carried out 60 mini IDIs, which uses a projection techniques: sort of pictures and
unfinished sentences test. The participants were people of all ages (from students
to retirees up) does not benefit or rarely use the Internet.

2. The image sort technique

Using techniques of the sort of images allowed to see diversity in the pro-
curement processes of consumers who, for various reasons, do not use the inter-
net for shopping. Participants in the study were presented 18 drawings, of which
3 is repeated to give the participant the opportunity to amplify certain stages (Fig-
ure 1).

2 R. Macik, G. Mazurek, D. Macik: Channel Characteristics Influence on Physical vs. Virtual
Channel Choice for Information Search and Purchase — The Case of Polish Young Consumers.
“International Journal of Cyber Society and Education” June 2012, Vol. 5, No. 1, pp. 35-54;
R. Macik, M. Nalewajek: Motywacja racjonalnosci w korzystaniu z ICT w procesie podejmow-
ania decyzji zakupowych przez konsumenta w swietle wynikéw badan empirycznych. In: Badania
marketingowe w zarzgdzaniu przedsigbiorstwem. Red. K. Mazurek-Lopacinska i M. Sobocinska.
,»Prace Naukowe Uniwersytetu Ekonomicznego we Wroctawiu” nr 237, pp. 85-98; Wplyw tech-
nologii informacyjnych i komunikacyjnych na zachowania konsumentow — studium empiryczne.
Red. R. Macik. Wydawnictwo UMCS, Lublin 2011.
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Figure 1. Stimuli for sort of pictures

Two of them was empty, which gave the opportunity to sketch in any fitting
for them situation. The task has been described to the participant as follows: “Your
old TV-set in some weeks become obsolete because of switching-off analogue
TV-transmitters. You decided to buy new TV-set. Please use following drawings
to make a story of your purchase, showing the sequence of steps leading to pur-
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chase. You have the opportunity to use as many images as needed. The condition
was only to be used as the first drawing with the word START (illustrating the sit-
uation of the broken TV-set)”.

On average, a story depicting the purchasing process consisted of 6-7 imag-
es. The shortest photo story had 3 pictures and the longest — 13. The vast major-
ity showed a great similarity in the layout process, which can be summarized as
follows (Figure 2).

Broken TV — Talk (direct or phone call) — [looking for special offer] — go-
ing to the market — talk with salesperson — purchase.

Choosing “looking for special offer” picture (like watching advertising pa-
per or billboard) was very often but wasn’t use by everybody so authors decided
to place it on bracket. The rest was used by almost each person.

People using internet rarely or never didn’t use in their stories drawings
showing: conversation among people through the laptop computer, usage of price
comparison agents, delivery by courier service, nor online shopping. There are
pictures connected with “online word”. So their behaviour are very consistent.

Next they were asked to talk about their buying process story. The authors
wanted to verify the motivation of using particular pictures.

Figure 2. Typical story provided by participant
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The results show that the conversation with other people is very important.
It helps in many situations. One of them is situation when people needed have
conversation to understand what happened, why their TV is broken. In other case,
they wanted to consult — where they can buy this, how they can do it or how is
the approximate market price because they did not inspect it all the time. Some of
them needed to help with choosing the best product because they did not feel so
good choosing electronic item.

People were interested in looking for special offers. If they have to buy some-
thing now, they wanted to buy it in good price. So they were taking leaflets and ad-
vertising paper form friends and markets or looking for promotions on billboards.
For part of them — price is very important.

People trust more their friends rather than salesperson. They decided to gath-
er information from their friends first, and next to verify this with salespersons
knowledge and recommendations. The respondents showed awareness of market
practices, for example, that depends on the seller to sell a product, but a family or
friend who is interested in this topic (electronics) — choose the best one for them.

3. Unfinished sentences test

Purchasing behavior of persons who personally do not use the Internet is less
affected by ICT related developments in retail industry. Such persons don’t like
and don’t need to buy over the Internet, asking to do so their family of friends, or
have strong negative attitudes toward the internet. These issues were verified by
the unfinished sentences test.

For participants purchases were usually associated with: expense, spending
money, counting cash in a store, lifting heavy things with pleasure, with the re-
lease of a large amount of money, waste of time, the need (housewife), women
(men). As you can see outweigh the negative associations that may influence the
shape (length and diversity) of the purchasing process.

The Internet was seen as a tool to: gather information, to receive information,
contacts, to all, especially to the study, contact to the world — “everything you can
find on the Internet, read, see, a lot of interesting things to learn”, to find difficult
words to explain, to play, to buy and to sell, to work, to waste the time. Very com-
mon examples was to gather information and communicate with others.

Unfinished sentences test also examined the situations in which people call
from the store to the other. Most indicated there were occasions when I need to
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get advice (“When he wants advised me what to buy and do what [ needed at all”).
Help is needed in the evaluation of the brand, the company and the quality of the
product. Others call when they do not know what to buy or want to tell that there
is a new product, or special offer. The important question was why people are not
using the Internet?

The research show some objective issue like having problem with getting
fixed-line connection to the internet or Internet is now too expensive in place,
where they live. For certain people it is no necessity using internet because they
have children who can check what they (parents) want.

Some people has too much work and they do not have enough free time to
spend (internet takes too much time in their opinion). As much as they have work,
family and domesticity they won’t chose internet.

Other said that they are not interested in learning how it works, how to use
computer, so they prefer stay aside. They do not feel necessity to change it now
because someone is doing it instead of them.

For some people the reason in somewhere else: “(...) people just have never
used it and do not know that you can go shopping and find something and to com-
municate and have fun, meet a new person (...) just there is no one who has to
convince, persuade, they do not have a computer nor the internet”. They are think-
ing that: “(...) not everyone likes (to do things on the internet), not everyone can,
not everyone needs and not everyone knows how to use the internet, not in all cas-
es. The core maybe everyone can, but some specific issues (...) I am not sure. Peo-
ple have different personalities, some want, others do not”.

Respondents noted about age which determine using Internet. According to
them, the younger people use the Internet more frequently than older. This is due
to both the education and the fact that they were not being learn how to use com-
puter — “It seems to me that older people are more such fossilized, less open,
afraid of what certain decisions on the basis of a single button, and therefore do
not use”.

An important issue is also beliefs like the Internet is a waste of time “(...)
which means that it is not effective, and this time, I’d rather be doing something
more useful”.

People showed also some concerns. For example they are afraid of child por-
nography, pedophiles. One said: “They are afraid that if something bad to click
will be brought to justice costs, a result of their actions. Not everyone on the inter-
net are oriented” or: “I’m afraid that I can spoil. Well, I can turn something may
accidentally block something. The computer can go wrong”.
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Do not using Internet binds to specific preferences. People prefer to read tra-
ditional books and newspapers, because it is more convenient and healthier for
your eyes. They belief that the Internet is bad for your health.

Some see conflicting information on the Internet and it decides that reject
it — “(...) other people think that, for example, there are many other, more relia-
ble sources of information and should not be, for example, be limited only to the
internet”.

Study showed some specific behaviour: “I think some people do not use the
internet because they prefer their lives more realistic. People who sit at home and
browse the internet all the time, (...) they sit in it — you can tell, these are so-called
«no-life people» I sometimes hear. They have problems with the contact of the
normal man, afraid to approach on the street, park or store. Therefore, such peo-
ple are deficient in my opinion, as eager to use the internet. They do in the shop
and everything and they cannot go to the store and speak to a live person. There-
fore, the internet gives them the illusion that they are anonymous and therefore not
afraid to speak there as vulgar, as it often is”.

Another very interesting behaviour there was: “I believe that those who stay
away from the internet already know it, so to speak, addictive properties. Oh and
just decided that they prefer to live such a life as it once was, that is, without the
internet, where everyone met frequently saw each other more often, in some plac-
es than just keep sitting at home, talking only through the internet and just enough.
(...) Because that’s what I’m one of those people who are used to its features and
consider it to be evil”.

The authors decided to ask people in IDIs interview is the Internet does not
have anything to offer them? Answers have been mixed. Some of them think it
have some, but they still do not use it: “Yes, it have. But I do not know and I do
not want to know. [ am sorry to waste time sitting on the Internet”. Some said that:
“I cannot find myself in the Internet”, or that they are too old. The others showed
their belief that limited them like this: “I think the internet as a thief of time and
know that it is dependent on the Internet, so I would not want me to get addicted
to the internet, because I know that at this time I can do a lot of other activities that
will be more beneficial for me, for example, read any interesting book, or meet up
with my friends or going for a walk”. Only one person said that: “I believe that
there is nothing to offer, I prefer my life for what it is”.

In the face of all beliefs and barriers to people who do not use the Internet of-
ten are able to start using it? The authors verified what would have to happen to
make use of the internet often. The answers were very interesting. Some of them
were external obstacles that must be overcome. For example, the issue of getting
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connected to the Internet at home (not using it in friends’ house or in an Internet

cafe), a smaller fee for the internet or have a computer on the property, without

sharing it with other family members.

People still feel the fear associated with the use of the Internet: “If it were
easier to service and even this fear that can creep into a virus that can infect my
computer and then I could not use computer to work” or “maybe if I feel a great-
er sense of security in using it, I can use it more often”.

Some people were very determined and declared that they would not normal-
ly choose to use the internet. Change the situation can only call situational fac-
tors, such as:

— illness: “I do not know what would happen. I guess I would have to be pinned
to the bed wheelchair, I could not go out of his apartment because I live on
the 7th floor (...)”, but sometimes they changed their minds after a moment:
“I was sick or bedridden, I could not get out of the house and it would be so
my window to the world then (...) or (...) If I would have to spend at the mo-
ment more time to explore the Internet, then maybe I would wanted more use
of the Internet”;

— loosing job: “It seems to me that I would have to lose my job. Or neglect
household chores, then it seems to me that this would lead to would start to
use the Internet more often. Either day would be extended by a few hours”;

— no other possibility to perform certain tasks: “For example, if | really wanted
to learn something and there would be no children at home, which is usually
in such things disclaim. I think that if I looked in and through trial and error
I might finally bit into. I think then that I was mobilized more to peek into the
Internet and to overcome any barriers that currently accompany me”, “I think
if the kids left the house, and I would not have data out there who outsource
things like bills or other things there. Well I would have to get”;

— job requirement: “Would have to be that, for example, my job would require
me to do, make greater use of the Internet. But I would not want to work in
this profession”;

— no other possibility to contact: “If I had only one opportunity to communicate
with their loved ones who were far away, in a remote corner, and I can be con-
tacted via the internet is only would use this option”;

— there are no shops in the area (so they have to buy over the Internet);

— when all important information from their point of view, will be available
only in the online edition.

Sometimes, however, they missed the simple things: “I would have to go
through training, I will use the internet then”.
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People have associated online shopping as a quick, convenient, stress-free
(everything can be bought quickly, without running the shops). But also as: un-
certain, dangerous — you cannot touch and see, the possibility of fraud — pay and
do not receive the goods, or send bad. Some people treated online purchase as
a walking in the fog because “You cannot see tangible goods, the goods may be
(...) it may be defective or different quality than we thought” or “this is such
a buying a pig in a poke, but it gets a guarantee (...). The thing is that once you
buy better, the other time — the worse goods. This is the lottery”.

A great example of fears was this: “I do not understand how you can buy
something you do not see the reality and we have confidence that what we ordered
for our will. My biggest concern is that at the time when I will send someone my
money, he will send me a piece of soap instead of the phone. Then it will not be
a good deal for me. And as we know, the police in our country very rarely catch
the perpetrators of such a situation”.

Buying over the internet for non-users is perceived as taking the easy way
out. The negative attitude of parents to their children caused even that they dis-
couraged their children online shopping. But when they were asked about percep-
tion of people doing online shopping — mostly it was positive (they save time and
money) or neutral attitude. Further discussion showed, however, that the people
buying the network are seen as lazy and closed to the world, wasteful, more com-
fortable.

For persons not using the internet buying in physical stores is in contrast:
pleasant, material, real, true, safe and without waiting or hidden charges. There is
a daily routine, gives a pleasure from looking at things, touching them, trying etc.
Only negative connotations are: pressure from sales personnel or amount of time
spent on shopping.

Conclusion

The Internet and connected with it information technologies are influenc-
ing purchases of consumers, also those who are using the Internet less frequent-
ly or even personally are not using it. The influence is rather on the level of not
doing something rather than using technology. So such persons have knowledge
about possibility to buy over the internet, but mostly from mental reasons they
don’t want to engage personally in such activities (suppressing known advantag-
es with imagined disadvantages). But those obvious advantages of virtual chan-
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nel are leading some of them to ask somebody (family, friends) for making pur-
chases for them.

Most important thing is that refusal of the Internet use has a dimension of fear
of technology, fear of the unknown, irreversible and addictive. Such negative be-
liefs about the usefulness of the Internet in everyday life and thus the purchasing,
leads to the lack of motivation to use it*. If we add the possibility to use other peo-
ple — such as children, spouse / partner to meet their targets and to avoid the use
of the Internet, transferring the perceived risk to another person can be attractive —
you can achieve your goal without incurring liability for its implementation. They
present learned helplessness.

In conclusion there is a great need for consumer education, providing true in-
formation and training to learn — particularly older persons — how to safely use the
internet, how to buy and pay over the Internet, which allow them not to be digital-
ly excluded from society.

Further research and monitoring of attitude changes are needed to help to
promote internet usage by consumers nowadays avoiding it.
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Summary

The article is based on the results of qualitative research and is an attempt to find an-
swers to questions about how the consumer decides to buy in contemporary retail environ-
ment on example of durable good. On the basis of projection techniques the consumers’
decision making processes have been revealed and some of their determinants found for
light users and non-users of the Internet.

Keywords: consumer purchasing process, qualitative methods
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INTERACTIVE SHOPPING AIDS
USAGE BY CONSUMERS AS A WAY
TO REDUCE SHOPPING RISK

Introduction

In the consumer behavior literature' there exist several models of consum-
er purchasing process - defining and describing its stages, length, or complexity.
In most popular approaches the process starts at the time of recognition of partic-
ular consumer needs, then he or she wants to satisfy by seeking the product/offer
with specific parameters. Next are comparison of offers and as a result — decision
to buy product chosen, with some post-purchase behavior. However, when the
number of perceived alternatives increases, decision difficulties are arising as an
effect of growth of the advertising intensiveness and diversity of advertising tools,
as well as significant changes in retail industry including the physical channel
and virtual channel competition or complementarity. The reason to use interactive
shopping aids (later abbreviated to ISA) is to help with right decision making.

More formally ISA are specialized types of so-called inferactive decision
aids (IDA), that “(...) help consumers in making informed purchase decisions
amidst the vast availability of online product offerings™. In this case word inter-
active describes situation when the consumer is accessing service (online data-
base) and on demand gets customized content and feedback in real time®. Interac-

' M. Pachauri: Consumer Behavior a Literature Review. ,Marketing Review” 2002, Vol. 2, No. 3,
p- 319; C.L. Tyagi, A. Kumar: Consumer Behaviour. Atlantic Publishers & Dist 2004, p. 55.

2 'W. Wang, L. Benbasat: Interactive Decision Aids for Consumer Decision Making in e-commerce:
The Influence of Perceived Strategy Restrictiveness. “MIS Quarterly” 2009, Vol. 33, No. 2, p. 3.

*  G. Haubl, V. Trifts: Consumer Decision Making in Online Shopping Environments: The Effects of’
Interactive Decision Aids. ,,Marketing science” 2000, Vol. 19, No. 1, pp. 4-21.
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tive shopping aids assist some consumer processes during their decision-making
by eliciting preferences, carrying search and produce recommendations. Typical-
ly there are two kinds of IDA — recommendation systems (including recommen-
dation agents — RA) — focused on eliciting preferences and providing recom-
mendations, and interactive information management tools (IIMT) — focused on
comparing product information®. This typology applies to ISA too. In this paper
are also presented internet shopping aids that are not literally interactive, but are
perceived by their users this way.

Interactive shopping aids (ISA) became widely used by consumers in recent
years. Information technology progress made easily available to consumer such
internet services starting from fully automated solutions as comparison-shopping
agents, bidding agents on auction platforms as well as externally accessible and
internet-store internal recommendation agents; up to consumer recommendation
sites and consumer communities (forum-based and social media based). Many so-
lutions became available for mobile devices as smartphones and tablets, making
possible to use them during physical store visit. Most consumers using interac-
tive shopping aids declare as reasons of their usage the possibility to choose bet-
ter products within considered category and constraints (as price, brand, features,
etc.) and/or finding lowest acceptable prices®. This approach suggests that con-
sumers are using mentioned shopping aids to reduce some risks connected with
shopping, perceived often as significant in virtual channel and neglected in phys-
ical one.

In Poland authors found much lower (but generally increasing) level of
such tools usage by consumers comparing to higher developed countries. Paper
presents results from two samples — mainly current research conducted in end of
2012 and historical data from previous study conducted by first author conduct-
ed in 2008. Where it is possible direct comparisons are made. On the base of de-
clared frequency of usage analyzed by gender and age connections with virtual
channel perception and usage is analyzed, including possible interactions of inter-
active shopping aids with channel connected risks.

Research has been founded from public funds through grant given by Polish
National Center for Science to first author.

4 J. Pfeiffer: Interactive Decision Aids, In: Interactive Decision Aids in E-Commerce, Physi-
ca-Verlag HD 2012, Contributions to Management Science, p. 93, http:/link.springer.com/
chapter/10.1007/978-3-7908-2769-9_5.

5 Authors own unpublished qualitative research (using FGI and IDI methods).
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1. Method

Analyzed data are coming from two large nationwide samples, representative
(regarding Internet-based data collection method) for population of Internet us-
ers in Poland regarding gender and age (between 16 and about 65 years old). Data
were collected by CAWI questionnaire in 2008 for first sample (n = 1100) and at
the end of 2012 for the second one (n = 1700). Presented data are part of larger
study devoted to explanation and modeling in more general way the influence of
ICT on consumer behavior.

Measures used in paper include among others declared frequency of interac-
tive shopping aids (ISA) in 12 forms for 2012 and 8 forms for 2009), as well as
typical demographic variables and selected characteristics of consumer including
decision-making styles (in terms of Sproles and Kendall® approach, modified by
first author”); virtual channel perception including risk (measured using Mokhtar-
ian and Tang® approach, adapted by first author’; as well personal innovativeness
in domain of Information Technology (PIIT) introduced by Agarwal and Prasad'
in first author adaptation for 2012 study pourpose.

Two main research questions has been raised:

RQI1. What demographic and psychographic variables are influencing ISA usage
(including interactions)?

RQ2. What role (if any) ISA play in decision-making risk reduction for purchas-
es in virtual channel?

Data analysis relies on descriptive statistics with analysis of variance and
graphs. Path modeling on 2012 data has been also performed.

¢ G. B. Sproles, E. L. Kendall: 4 Methodology for Profiling Consumers’ Decision-Marking Styles.

“Journal of Consumer Affairs” 1986, Vol. 20, No. 2, p. 267.

R. Macik: Wphyw technologii informacyjnych i komunikacyjnych na zachowania konsumentow —

studium empiryczne. Wydawnictwo UMCS, Lublin 2011, pp. 32-36, 53-54.

8 P. L. Mokhtarian, W. L. Tang: Trivariate Probit Models of Pre-purchase/purchase Shopping
Channel Choice: Clothing Purchases in Northern California. 2011, http://pubs.its.ucdavis.edu/
download_pdf.php?id=1611.

° R. Macik, G. Mazurek, D. Macik: Channel Characteristics Influence on Physical vs. Virtual

Channel Choice for Information Search and Purchase — The Case of Polish Young Consumers.

,International Journal of Cyber Society and Education” 2012, Vol. 5, No. 1, pp. 35-54.

R. Agarwal, J. Prasad: A Conceptual and Operational Definition of Personal Innovativeness in

the Domain of Information Technology. ,Information Systems Research” 1998, Vol. 9, No. 2,

pp- 204-215.
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2. Interactive shopping aids usage among Polish consumers

Between two measurement periods interactive shopping aids (ISA) usage be-
came more popular in Poland. In first author research from 2008 about 1/3 of In-
ternet users declared not using any of 8§ types of ISA specified in questionnaire,
while recent study shows that this share fallen to below of 1/4 of such population
for 12 types of ISA specified in 2012.

Detailed structures of answers are shown in Figure 1. Visible is an increase of
percentage of respondents declaring any usage of particular ISAs (in 2012 com-
paring with 2008), and what is rather surprising — decrease of persons declaring
very often usage of them. Growth of popularity is easily explained by diffusion
of innovation approach, but decrease of ISA “heavy users” seems to be connected
with time and effort needed to carefully assess all Internet purchasing activities, so
part of them are using some decision heuristics to avoid excessive effort to do so.
For product reviews and sellers opinions there is also another possible explana-
tion — persons relying on them in the past — could personally experience so called
“amplifying” practices and perceive such opinions as unreliable. This not applies
to easily verifiable price comparisons.

Most popular tools used by consumers are remaining the same: product
reviews in Internet communities or Social Media (67,1% of using in 2008 vs.
76,5%), opinions about sellers in Internet communities or Social Media (67% vs.
71,6%), and price comparison services (59,2% vs. 75,4%). Least popular are still
bidding agents on auction platforms (20,2% vs. 30,1% — although on Allegro.pl
leading platform in Poland sales with bidding becomes rare), and other ISAs. Big-
gest growth of users is for in-store internal ads (online stores promoting them-
selves on own website) — growth of about 20 percentage point of users, as well as
for mentioned price comparison services — 16,2 percentage points of growth.

For most ISAs about 1/3 of consumers used them regularly for part of their
online purchases in 2012 study (Table 1). This suggests relative fall of interest in
using ISAs comparing with previous study form 2008. Also average frequency
of ISA usage among respondents declaring active usage of them fallen between
2 studies (right column of Table 1).



INTERACTIVE SHOPPING AIDS... 111
Table 1
Declared frequency of ISA usage — structure of answers and averages (in %)
Answers Average
usage
Specification Year | I don’t I use Tuse for | Tusefor | Iusefor (ﬁiqileéli;y
use at rarely part of most of all of ni)nc-llilsers%
all purchases | purchases | purchases (2-5 scale)
price comparison | 2012 | 246 | 232 | 336 12,5 6,1 3,02
service 2008 | 40,8 14,2 15,5 17,9 11,5 3,45
bidding agents on | 2012 | 699 | 146 | 122 2,6 0,7 2,65
auction platforms | 5008 | 798 | 89 6,4 3,7 1.2 2,86
online consumer | 2012 | 321 | 245 | 309 10,1 2,4 2,86
TEVIEWS Service 2008 Not asked N/A
store
recommendations | 2012 | 30,2 254 31,7 10,9 1,9 2,85
based on other
customers 2008 | 39,0 | 214 15,6 17,4 6,6 3,15
purchases
store
recommendations | 2012 | 32,4 23,4 30,1 11,2 2,9 2,90
based on
OWRPTEVIOUS 12008 | 46,1 | 190 | 166 14.4 4,0 3,06
purchases
in-store internal | 2012 40,0 | 28,6 | 24,5 5,4 1,5 2,66
ads 2008 | 59,4 24,2 10,0 4,6 1,8 2,60
productreviews | 5o15 | 235 | 248 | 347 13,3 3,6 2,94
1n internet
communities or
Social Media 2008 | 329 | 156 [ 17 21,8 12,6 3,47
product reviews | 2012 | 24,6 | 24,9 34,1 13,4 3,0 2,93
on comparison
shopping service | 2008 Not asked N/A
ini bout
o e ntermet | 2012 284 | 247 | 30, 13,6 33 2,94
communities or
Social Media 2008 | 33,0 15,7 14,8 21,7 14,8 3,53
opinions about 2012 304 | 238 29,2 13,5 3,1 2,94
sellers on online
auction service 2008 Not asked N/A
opinions about
sellers on 2012 | 259 19,0 30,1 18,0 6,9 3,17
Shopping service | 2008 Not asked N/A
) 2012 | 73,9 6,8 11,5 4,7 3,1 3,16
other service
2008 | 81,4 3,5 8,6 3,4 3,2 3,34
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As for 2012 study there were four new ISA added to the set, this fall can be
partly due to more activities to choose during decision-making process. Also the
range of services available through price comparison sites increased substantial-
ly. Such websites are used not only to compare prices, drifting rather toward com-
prehensive places to compare products and opinions about them or sellers (e.g
popular in Poland website Ceneo.pl). Growth of previously not available online
reviews sites (in both types product-oriented like Znam.to in Poland, or seller-ori-
ented (like Opineo.pl for example) can influence this situation.

Highest average frequency of usage has comparison shopping services —used
more often to find opinions about sellers than to find prices. Nota bene — qualita-
tive investigation conducted by authors in 2012 revealed typical scenario of com-
parison shopping services: most of FGI participants were using them to find about
3-5 online stores with possibly lowest prices for selected product, and next assess
their rating produced by comparison shopping service and customers opinions
left. The choice typically was online store with best rating from those 3-5 “can-
didates”. If any pre-chosen places seemed to be enough reliable — consumer went
step by step for higher price, stopping with seller having required perceived reli-
ability assessed on the base of customer satisfaction grades, number of transac-
tions recorded by comparison service ect. Other services mentioned by consum-
ers as used frequently were mostly global online consumer reviews sites focused
on travel (like i.e. Tripadvisor.com or Holidaycheck.com — with their country fo-
cused mutations).

In conclusion — observed tendency is that more respondents declare ISA us-
age over time, but average frequency of such usage falls. This can be also an effect
of approaching the stage when “late majority” of internet users starts to use ISAs,
and uses them less frequently than “early adopters” or “early majority” groups.

3. Selected factors influencing ISAs’ usage

To find possible covariates of ISA usage the univariate analysis of variance
(UNIANOVA procedure) has been performed (Table 2). This procedure provides
regression analysis and analysis of variance for one dependent variable by one or
more factors and allows to find possible interactions of factors.
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Table 2
Tests of Between-Subjects Effects for Aggregated ISA usage frequency
Dependent variable: Type 111 Mean o
Aggregated ISA usage frequency Sum of | df F Signif.
Variance source: Squares Square

Corrected Model 110,776* | 94 | 1,178 2,169 ,000
Intercept 878,126 1 | 878,126 | 1616,068 | ,000
AGE_GROUP® 8,718 5 1,744 3,209 ,007
VC_RISK® 1,857 2 1929 1,709 182
PIIT_GROUP* 2,858 2 1,429 2,630 ,073
GENDER® ,316 1 ,316 ,582 446
AGE_GROUP * VC_RISK 5,321 10 ,532 ,979 ,460
AGE_GROUP * PIIT_GROUP 5712 | 10| 571 1,051 398
AGE_GROUP * GENDER ,554 5 111 ,204 ,961
VC_RISK * PIIT_GROUP 6,149 4 | 1,537 2,829 ,024
VC RISK * GENDER 143 2 071 131 877
PIIT_GROUP * GENDER ,025 2 ,012 ,023 ,978
AGE_GROUP * VC RISK * PIIT GROUP 9,789 15 ,653 1,201 ,264
AGE_GROUP * VC_RISK * GENDER 2,721 3 ,340 ,626 ,756
AGE_GROUP * PIIT_GROUP * GENDER 3,937 9 437 ,805 612
VC RISK * PIIT GROUP * GENDER 2,321 4 ,580 1,068 ,371
AGE_GROUP * VC _RISK * PIIT GROUP
* GENDER - - 8,005 13 ,616 1,133 ,326
Error 488,491 | 899 ,543
Total 5358,812 | 994
Corrected Total 599,268 | 993

a— R Squared =,185 (Adjusted R Squared =,100)

b—AGE_GROUP — Age in 6 groups

¢ — VC_RISK — Perceived risk of virtual channel usage - 3 groups: low, average, high
d—PIT GROUP — Personal Innovativeness in domain of IT - 3 groups: low, average, high

e — GENDER - 2 groups

Three factors has been used in this case: two demographic variables — gen-
der and age, as well as two psychographic ones — perceived risk of virtual channel
usage (VC_RISK) and personal innovativeness in domain of IT (PIIT). This pro-
duced 2 x 6 x 3 x 3 factorial design. There is the need to note low number of par-

ticipants over 60yo in the sample.

Age plays important role in explaining aggregated ISA usage — generally in-
teractive shopping aids usage frequency diminishes with age significantly (Table
3), but it not differs significantly for both genders. Also perceived risk of virtual
channel usage not explains ISA usage frequency (Table 3).
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Table 3
Aggregated ISA usage frequency for different factors (estimated)
Age group (yo)

Factor CGroups T4 | 2534 | 3544 | 4559 | 60-64 | 6574
Gender Women 2,26 2,28 2,19 2,11 1,57 1,83
Men 2,29 2,32 2,24 2,04 2,05 1,80
Perceived low 2,36 2,28 2,35 2,22 1,79 2,27
risk of virtual average 2,27 2,28 2,24 1,96 1,96 1,29
channel usage high 2,21 2,35 2,05 2,04 1,61 1,66
Personal inno- | low 2,11 2,02 2,00 1,95 1,86 1,78
vativeness in average 2,25 2,17 2,14 2,04 1,83 1,77
domain of IT high 2,48 2,70 2,50 2,23 1,67 2,00

Personal innovativeness in domain of IT (PIIT) influence is significant with
0,05 <p <0,1. This suggests statistical tendency — high PIIT means more frequent
ISA usage, and conversely. There is also one significant interaction: perceived risk
of virtual channel usage and PIIT working jointly are influencing significantly ISA
usage (Figure 1). For persons with high personal innovativeness in domain of IT
the higher perceived risk of virtual channel usage the slightly higher ISA usage
frequency — so for high PIIT increase of perceived risk level boosts ISA usage,
and different situation is for low PIIT — low PIIT and low perceived risk of virtu-
al channel are favoring ISA usage, but the higher perceived risk for low PIIT the
less often ISAs will be used for such consumer.

Aggregated ISA usage frequency

2,407

8

Group averages
_I\)
o
?

1,807

2,38

2,40

low

Perceived risk of virtual channel usage

T
average

T
high

Personal
innovativeness in
domain of IT

— low
== average
—high

Figure 1. Interaction between perceived risk of virtual channel usage and personal innovativeness
in domain of IT
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This leads to conclusion that usage of interactive shopping aids reduces risks
of shopping online mostly when person is enough experienced in Internet usage
and enough innovative in IT domain. For less innovative persons high perceived
risk of buying online will lead rather to another cognitive difficulties with [SA us-
age — in this case many persons will not use ISA nor buy online because of too
high perceived risk.

So answering research question 1 (RQ1) it is possible to say that main role in
frequency of ISA usage plays age. Other important factor is interaction between
PIIT and perceived risk connected with virtual channel purchases. Any of both in-
teracting variables is not significantly influencing ISA usage alone.

4. Preliminary model explaining ISA usage

One of paper objectives was to build preliminary model explaining ISA us-
age on aggregate level. To do so, previous authors research and literature have
been reviewed. In effect, four group of constructs were chosen as potential inde-
pendent variables explaining ISA usage on aggregated level (declared frequency
of use for each ISA was aggregated to ISA_ USE variable). First group consists
of three from 10 used consumer decision-making styles: NFC — novelty-fashion
consciousness, COMP — compulsive orientation toward consumption and PVC —
price-value consciousness. Second group is formed by some virtual channel char-
acteristics: virtual channel savings (VC_SAV), virtual channel post-purchase sat-
isfaction (VC_PPS), and aggregated virtual channel perceived risk (VC_RISK).
ISA usage is also influenced by use of virtual channel to gather shopping informa-
tion (VC_IU) and more broad construct — personal innovativeness in domain of IT
(PIIT). Structure of path model and basic fit statistics are shown on Figure 2.

Estimated path model fits the data quite well, and has at least acceptable fit
statistics (Figure 2). Although specified factors are explaining about 35% of ISA
usage variance, perceived risk of virtual channel purchases is the only predictor
not having significant path coefficients. So it is not an important cause of ISA us-
age. Main influence on ISA usage has in this model use of virtual channel to gath-
er shopping information (VC_IU) with own predictors acting indirectly. Variance
part explained by virtual channel savings (VC_SAV), and personal innovativeness
in domain of IT (PIIT) is much more smaller. It is also important to note that seven
variables explaining VC _IU explain only 10% of its variance — so there are other
important predictors of VC_IU not included in the model.
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NFC
COMP
PVC
17 VC_SAV ISA_USE
VC_PPS
VC_RISK
Fit measures: Conclusion:
CHI_SQ/DF = 5,120 Acceptable
PIIT GFl = 0,979 Good
AGFI= 0,949 Good
Note: All path coefficients significant at p<0,05 NFI=" 0,903 Good
except: VC_RISK = VC_IU and VC_RISK =>ISA_USE RMSEA = 0,066 Acceptable

Figure 2. Path model explaining factors influencing ISA usage

Answer for RQ?2 is negative: ISA usage cannot be explained in terms of vir-
tual channel usage risk, and ISA usage is not a common and effective strategy for
consumer to reduce virtual channel buying risk.

Conclusion

ISA usage becomes more popular in Poland last years, although frequency of
particular ISA usage falls in average. Analysis leads to statement that main role in
explaining frequency of ISA usage plays age, as well as interaction between PIIT
and perceived risk connected with virtual channel purchases. Any of both inter-
acting variables is not significantly influencing ISA usage alone. Unfortunately
ISA usage cannot be explained in terms of virtual channel usage risk, and ISA us-
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age is not a common and effective strategy for consumer to reduce virtual chan-
nel buying risk. Further studies are needed to explore in greater detail this inter-
esting topic, for example to build model of ISA usage better explaining it and its
covariates.
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INTERACTIVE SHOPPING AIDS USAGE BY CONSUMERS
AS A WAY TO REDUCE SHOPPING RISK

Summary

Interactive shopping aids (ISA) became widely used by consumers in recent years.
Paper presents results from two samples: conducted in 2012 and 2008. Some direct com-
parisons are made. Declared frequency of ISA usage was the base for analysis of demo-
graphic and psychographic variables influence on it with possible interactions. There was
also path model utilized. Main findings include: growth of ISA usage popularity with fall
of average frequency for particular ISA; age as main factor explaining ISA usage.

Keywords: consumer behavior, purchasing process, shopping risk
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E-CONSUMERS AGAINST THE RISK
OF A FAILED PURCHASE

Introduction

The last decade of the twentieth century and the beginning of the twenty-first
century have brought rapid development of information technology on a larger
scale than ever before. The fact that computers have become more and more pop-
ular has been of great significance as its most important consequence is the crea-
tion of a global computer network — the Internet. As regards interpersonal commu-
nication, the Internet has proved to be a real revolution. It has quickly entered all
areas of people’s life, including sale and purchase transactions.

Year after year shopping on the Internet has become a more and more com-
mon method of purchasing various products, whereas the growing number of
Polish people having access to the Internet has quickly increased the number of
potential e-consumers'. More and more people notice numerous advantages of
electronic trade such as low rates, wide range of products or the possibility of
shopping from home.

However, when compared to the traditional methods of sale, apart from its
numerous advantages, electronic trade also has quite a few weaknesses. They are,
for example, the fact that it is impossible to check the product before buying it or
the lack of direct contact between the seller and the buyer. Therefore, e-consum-
ers have to make purchasing decisions on the basis of very limited information,
which in consequence, makes it more probable that the product bought will not
meet their expectations or even disappoint them. In the situation when consumers

' In 2011 there was a personal computer in 66.7% of Polish households, whereas 62.3% were
connected to the Internet. In relation to 2000, this result shows an increase by 52.4 and 57.2
percentage points respectively — Household Budgets in 2011, Central Statistical Office, Warsaw
2012, tabl. 4, p. 286.
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can see the risk of making a wrong decision and when they are afraid of substan-
tial detrimental consequences, one may say that the particular purchase in con-
nected with a certain risk, the risk of a failed purchase.

Therefore, the purpose of this article is to find answers to the following ques-
tions: what fears and doubts accompany e-consumers while shopping on the In-
ternet? Which ones are the most important to them? Additionally, what actions are
taken by e-consumers in order to limit the risk of a failed purchase? How will they
react in a situation when they are cheated by an e-seller or when their purchase on
the Internet proves to be unsuccessful.

Conclusions drawn from the answers obtained may be useful to both produc-
ers and e-sellers in the process of creating their competitive advantage. It may re-
sult from adjusting the offer and service process to e-consumers’ expectations and
behaviour.

1. Research methodology

Development of electronic trade with more and more common access to the
Internet aroused interest also among researchers of consumer behaviour. That is
why the source basis for this article is a combination of both Polish and foreign
reference books and also the results of the author’s primary research.

The primary research was conducted in February 2013 on a 300 person sam-
ple of consumers shopping online. The Internet survey technique was used in the
research by means of a Survey Monkey? platform. The research was conduct-
ed all over Poland. Selection of the sample was deliberate: Internet users who did
shopping online not earlier than one month before starting the research. So, the
respondents were residents of cities and villages from all the Polish voivodships,
both women and men. They were mainly young people having secondary or high-
er education, living in cities with populations of 50 — 200 thousand and over 200
thousand residents® — so, according to data of the Central Statistical Office in

2 More information available on: www.surweymonkey.com.

3 The sample in respect of sex: women (55.7%) and men (44.3%): in respect of age: 16-24 years
(26.3%), 25-34 years (31.4%), 35-44 years (23.0%), 45 years and older (19.3%). The average
age of the persons questioned was almost 34 years, the median was 31 years whereas the mode
was the age of 23 years. The youngest person participating in the research was 16 years and the
oldest one was 65. 36.3% of the respondents lived in cities with populations of over 200,000
residents, 27.3% of the respondents lived in cities with populations between 50 and 200 000
residents, 19.7% — in towns having populations of up to 50 000 residents and 16.7% of the
respondents lived in villages. Residents of the Silesian voivodship prevailed among the persons
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Warsaw (CSO), persons representing the segment of consumers who most often
use the Internet and shop online*.

The survey questionnaire was composed of 21 semi-open questions, ques-
tions- tables and demographics questions. The questionnaire also included the au-
thor’s weighing scale of negative consequences of online shopping and proba-
bility scale of online shopping negative consequences. The reliability of both the
scales was checked by means of the alpha Cronbach test. The coefficient for the
first scale was 0.854 whereas for the second one it was 0.850. Therefore, the scales
used may be considered reliable’.

This article presents the most important data obtained during the research de-
scribed and also conclusions drawn therefrom. The IBM SPSS Statistics software
version 20 was used for making calculations.

2. Perception of the risk of a failed purchase over the Internet
versus traditional shopping

Consumers usually find shopping over the Internet to be more risky®. The re-
search conducted for the purposes of this article seems to confirm this view. As al-
most 2/3 of the respondents found online shopping more risky than doing shop-
ping in traditional shopping outlets. This opinion prevails both among women
(68.9%) and men (55.6%), although in case of men it is not so clearly stated (Ta-
ble 1).

questioned 42.3%, residents of the Mazowieckie voivodship: 23.0%, Zachodniopomorskie voi-
vodship 11.3%. The respondents usually described their financial standing as good — 54.3%, then:
satisfactory — 31.0%, very good — 10.7% and bad — 4.0%. the average value of one transaction
amounted to PLN 227.62 (= € 55), median: PLN 150 (= € 36), mode: PLN 100 (= € 24). Most
often the persons questioned purchased products up to once a month (44.0%), and then from 1 to
3 times a month (40.7%) and 4 and more times a month (15.3%).

According to data of the Central Statistical Office, persons who most commonly do shopping on
the Internet are consumer at the age 16-24 years (97.3%) and at the age 25-34 years (86.3%) with
higher education (92.1%) or secondary education (59.4%) and persons living in cities with the
populations of over 100 thousand residents (71.1%). More information in: The use of information
and telecommunication technologies in companies, households and by private persons in 2009,
CSO, Warsaw, 2010.

The level of alpha indicator considered admissible is > 0.7. More information in: J.C. Nunally,
L.H. Bernstein: Psychometric Theory. McGraw-Hill, New York 1994.

S. San Martin, C. Camarero, How Perceived Risk Affects Online Buying. “Online Information
Review” 2009, Vol. 33, No. 4, p. 631.
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Table 1

Comparison of the risk of a failed purchase over the Internet and in traditional shopping

outlets — respondents’ opinions (in %)

Specification Overall sample | Women Men
N =300 n=167 | n=133
The risk is far greater when shopping online 19.3 19.8 18.8
The risk is rather greater when shopping online 43.7 49.1 36.6
There is no difference — the risk is similar 333 26.9 41.4
The risk is rather greater when doing shopping in
traditional shopping outlets 30 3.0 3.0
The.r_isk is far greater when doing shopping in 0.7 B
traditional shopping outlets )

The view presented may also be observed in case of all groups of prod-
ucts used in the survey (Table 2). The greatest differences between perception of
the risk over the Internet and during traditional shopping may be seen in case of
clothes and shoes, cosmetic products, radio and television devices as well as food
and drinks. The enumerated product groups are also the ranges of goods the pur-
chase of which is often considered risky by consumers.

Table 2

Perception of the risk of a failed purchase by consumers — sample in total (in %)

Persons seeing the risk of a failed purchase Persons not
ificati only in both over the seeing the risk
Specification orﬂl}; Or?l t:le a traditional Internet and in of a failed
eme shop a traditional shop purchase

Clothes and shoes 69.3 3.0 13.0 14.7
Cosmetic products 48.3 3.0 10.7 38.0
Food and drinks 46.3 14.7 16.3 22.7
Radlo and television 353 37 18.7 423
equipment
Household goods 32.1 43 19.6 44.0
Computer equipment and 300 43 14.7 50.0
software
Cpncert. cinema. theatre. 247 30 43 68.0
tickets
Music and films 22.4 3.0 6.3 68.3
Plane. train tickets 20.4 53 7.3 67.0
Books 18.1 2.3 33 76.3

The risk of a failed purchase may be demonstrated by various types of appre-
hensions and doubts accompanying consumers in the purchasing process. There-
fore. the following questions arise: what apprehensions and doubts accompany
e-consumers while shopping over the Internet and which of them are the most sig-

nificant to consumers?
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3. Types of consumer risk on the Internet and evaluation
of the risk size

The respondents awareness of the risk connected with shopping on the Inter-
net was presented with a scale of negative consequences of online shopping and
a probability scale of online shopping negative consequences. In both cases they
were sets of seven statements generated on the basis of similar research described
in literature of the subject and the author’ research’. The first scale was used to
measure the weighting of the consequences connected with the scenarios present-
ed in particular statements, whereas the second scale was used to determine the
probability of the occurrence of negative consequences. Both these scales were
ordinal, seven-grade scales where 1 meant completely unimportant consequenc-
es/ completely improbable occurrence of the consequences, whereas 7 meant very
important consequences/ very probable occurrence of the consequences. The re-
sults obtained have been presented in Table 3.

While buying on the Internet, the consumers questioned were mainly afraid of
being cheated (average weighting 5.42) and of the fact that the producer or seller
would not want to recognize a complaint and refund their money (5.38). However,
the interviewees decided that delay in the package delivery was the most probable
(average estimation 5.05). Therefore, it may be seen that consumers have a differ-
ent approach to the possible negative consequence of online shopping and a dif-
ferent approach to the possibility of the actual consequence occurrence. As a rule,
consumers give a higher mark to the fear connected with consequence of a wrong
decision and a lower mark to the probability of the consequence occurrence.

Table 3
Types of consumers’ risk while doing shopping over the Internet
. Opinion Risk model
the megative | T80
Specification & the risk of . S
consequence | oo ce additive multiplicative
M, +SD M.+ SD
1 2 3 4 5

I will be cheated 5.42+1.98 3.99+1.78 9.41 21.63
The producer/seller will not want
to recognize a complaint and 5394173 | 4.69+1.79 10.08 25.69
return money in case of resigning
from the purchase

7 G. Maciejewski: Ryzyko konsumenta w Internecie. “Handel Wewngtrzny” September-October
2011, part 3, pp. 87-95.
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Table 3 contd.

1 2 3 4 5

The shipment will turn out not
compliant with the offer 5.22+1.81 4.21+£1.73 9.43 21.98
The package sent will not be
delivered within the time limit set 4.93£1.79 3.05+1.62 9.98 24.90
The goods which [ will receive |y 5.9 03 | 3924189 8.78 19.05
will not correspond to my order
The price to be paid will be higher
than stated in the offer 3.9342.12 3.07+1.82 7.00 12.07
There will be additional charges | 3 64,5 19 | 2.99+1.79 6.83 11.48
to pay upon the receipt

Where:

M,, — arithmetic average of the opinions regarding the weight of negative consequences of online

shopping,

M, - arithmetic average of the opinions regarding the probability of online shopping negative con-
sequences occurrence,

SD — standard deviations.

While speaking about the consumer risk on the Internet we mainly mean the
possibility of suffering a loss (negative consequences). Therefore, it is obvious
that while assessing the consumer risk on the Internet one should take the size of
possible loss into consideration. However, this is not the full measure of e-con-
sumers’ risk. It is commonly known that the explosion of a plane engine during
a flight leads to death of both passengers and the crew, however, the probability of
such an event taking place is far smaller than probability of participating in a car
accident. So, it is not only the size of the loss suffered that matters, but — in ac-
cordance with the fundamental concept of the perceived risk by R.A. Bauer® — also
the size of the probability of suffering the loss. For that reason, we may assume
that the risk can be measured by means of combination of the size of possible
loss and the size of the probability of suffering the loss. The greater the possible
loss and the greater the probability of suffering the loss, the more risky a partic-
ular event or action is’. This means, among others, that the risk of an e-consum-
er may be measured quantitatively and the bigger and more probable the loss, the
bigger the risk.

In the literature one finds descriptions of numerous models measuring the
size of the perceived risk. However, simple two-component models represent-

8 R.A. Bauer: Consumer Behavior as Risk Taking. In: Dynamic Marketing for a Changing World.

Ed. R.S. Hancock, Proceedings of the 43 Conference of the American Marketing Association,
Chicago 1960, pp. 389-398.
® T. Tyszka, T. Zaleskiewicz: Racjonalnos¢ decyzji. Pewnosé i ryzyko. PWE, Warsaw 2001, p. 59.
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ing the meaning of negative consequences and probability of their occurrence are
the most commonly used and recommended'’. They may weigh with both addi-
tive and multiplicative process. In the case of an additive model, the component
of weight regarding negative consequences is summed up with the component of
their occurrence probability. In case of a multiplicative model, the addition is re-
placed with multiplication of the model’s two components. Among researchers of
consumer risk one may find supporters of the first and the second solution, how-
ever, supporters of the additive model constitute the majority!'.

Irrespective of the model type used, the greatest risk that e-consumers are
exposed to, identified in the research described, is the risk of not recognizing
a complaint and money refund in case of resignation from the purchase (value
10.08) — Table 3. Our attention is also drawn to the relatively high values of the
risk connected with the fact of not receiving the shipment within the time-limit
set, e.g. before the birthday of the person one wants to give the gift to (value 9.98)
and the risk that the product delivered will turn out to be inconsistent with the of-
fer (value 9.43). Whereas, according to the persons questioned, the lowest values
were obtained by the risk of too high price in relation to the price stated in the of-
fer as well as the risk of having to pay additional fees upon the goods’ delivery
(values respectively: 7.00 and 6.83) — Table 3.

Analysing the size of consumer risk on the Internet and its types, it is also
worth noting actions taken by consumers in order to reduce the risk unaccepta-
ble to them.

4. Actions taken by e-consumers aiming at the perceived
risk limitation

Various actions taken by e-consumers in order to limit the risk of a failed
purchase perceived by such consumers may be considered very common. Among
300 of the persons questioned, only 10 did not take any action intended to limit

10 V.W. Mitchell: Consumer Perceived Risk: Conceptualizations and Models. “European Journal of
Marketing” 1999, No. 33 (1/2), pp. 176-181.

" This happens mainly due to simplicity of this model. Perceiving the possible negative conse-
quences of their choice, the consumers then evaluate the chances of the consequences’ occur-
rence. It is hard to imagine that they multiply these components by themselves in their minds.
More about various methods of how consumers can evaluate the risk in: G. Maciejewski: Ryzyko
w decyzjach nabywczych konsumentow. University of Economics in Katowice Publishing House,
Katowice 2010, pp. 89 and 141-145.
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the perceived risk. The remaining respondents were first asked about the forms of
those actions and then they were requested to indicate which forms they consid-
ered the most effective.

While analysing answers provided by the respondents one sees that e-con-
sumers use many varied methods of risk limitation. The methods vary both in how
much e-consumers become involved in the purchasing process (active and passive
coping strategies) and in the limited risk component (strategies reducing the lev-
el of negative consequences and strategies limiting the probability of their occur-

rence) — Table 4.
Table 4

Actions taken in order to limit the risk of a failed online purchase — declarations made by
the respondents (in %)

. . Overall Women Men
Specification sample n=163 n=127
N =290
I buy from online shops having certificates such as 62.4 61.3 63.8

CLITS

“trusted seller”, “renowned seller”, etc.
I buy from online shops recommended by friends 54.8 61.3 46.5
I check the shop’s reliability as well as consistency of the

shop’s offer (e.g. by giving them a call) 37.6 337 417
I make sure I will be able to exchange the goods or have

money refunded gethe s 33.8 36.2 30.5
I pay only after I have received and checked the goods 29.6 29.4 29.9
;(})rtll}rfn t;rom online shops recommended in community 293 264 331
I always buy from the same dependable online shop 24.5 25.2 23.6
I buy only products of renowned brands 23.8 19.6 29.1
I buy from online shops recommended by experts 11.7 8.0 16.5
I ask another person (friend, relative, somebody who is 48 55 39

knowledgeable about it)
I take other action* 4.8 2.5 7.9
* Other action: I order over the Internet but collect and pay personally in the collection centre, I do
not buy high value products online, I pay via specialized paying companies.
Important: the values do not add up to 100%. Respondents could select more than one method.

In order to limit the risk of a failed purchase, online respondents usually
choose the offer of shops awarded certificates such as “trusted seller” (62.4% of
respondents’ declarations), buy goods from shops recommended by their friends
(54.8%) and verify the shop’s reliability as well as consistency of the shop’s of-
fer (37.6%).

While considering the issue of limiting the risk perceived by e-consumers in
respect of their sex, one may see that women more frequently limit the risk due to
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their friends’ recommendations and making sure they will be able to exchange the
goods/receive refund (respectively: 61.3% — 46.5% and 36.2% — 30.5%). Where-
as, definitely more often than women, men limit the risk by verifying reliability of
the online shop and its offer and by ordering only renowned brand goods (respec-
tively 41.7% — 33.7% and 29.1% — 19.6%) — Table 4.

While doing shopping over the Internet e-consumers are also exposed to the
risk of data extraction, which can lead to a great number of adverse consequenc-
es (so called “phishing”). The most common ones are loss of cash in one’s bank
account or financial obligations contracted without the e-consumer’s awareness
and consent'?. Persons participating in the research were asked what methods they
used in order to protect themselves against such situations — Table 5.

As many as 97.0% of the respondents declared taking some anti-phishing
actions. Most often respondents stated they kept the data necessary for user ac-
count and password identification inaccessible to others (80.7%) and they used
anti-virus software (76.6%). Over half of the respondents stated that they checked
whether the transmission was safe (56.4%) and that they did not keep in their
computers any data making it possible to identify their accounts and passwords
(54.6%) — Table 5.

Table 5
Actions limiting phishing — declarations made by the respondents (in %)
. . Overall Women Men
Specification sample n=162 n=129
N =291

I do not make Qata identifying my accounts and 80.7 814 798
passwords available to others
I use anti-virus software 76.6 70.9 83.7
I ch_eck whether the transmission is safe (SSL 564 594 61.2
certificate)
I do not store any data enabling 1dent1ﬁpat10n of my 546 539 551
accounts and passwords on computer discs
I use firewalls 42.3 333 53.5
I use anti-spyware 27.8 18.5 39.5

Important: the values do not add up to 100%. Respondents could select more than one method.

The results of this issue considered in respect of the respondents’ sex are re-
markable. Five out of six actions taken by e-consumers in order to limit the risk of
phishing were more often used by men than by women. These disparities are par-
ticularly noticeable in the case of using firewalls and anti-spyware (respectively:

12 See: A. Dabrowska, M. Janos-Kresto: Konsument na rynku e-ustug w krajach Europy Srodkowo-
Wschodniej. Difin, Warszawa 2010, pp. 124-125.
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53.5% — 33.3% and 39.5% — 18.5%). This could result from greater aversion of
men to the risk in purchasing situations, which has already been indicated in the
author’s previous research'®, or from men’s greater familiarity with anti-phishing
software — which still requires confirmation by the research results.

The risk connected with paying for the goods ordered is also considered to
be one of the e-consumers’ fears. The respondents were requested to indicate one
preferred form of payment for the goods and services ordered online considered

by them the safest (Table 6).
Table 6

Preferred payment methods for the goods ordered online - declarations made by the
respondents (in %)

Overall
Specification sample nW;)nllgl; I I\z/kig 3
N =300
I make a pre-payment by e-transfer from bank account 48.0 49.1 46.6
I pay on delivery 31.7 34.7 27.8
I make a pre-payment using an automatic payment 103 90 12.0

handling service, e.g. transferuj.pl
I use my credit card 53 3.0 8.3
I make a pre-payment to the seller’s/ shop’s bank

account in bank or post-office (off-line) 23 24 23
I use my debit card 1.0 0.6 1.5
I pay in a different way* 1.3 1.2 1.5

* Other actions: I pay via PayPal, PayU, I ask a friend to make the payment.

The respondents’ preferences regarding methods of payment for the goods
purchased online clearly focus on two solutions: they are either pre-payments by
means of e-transfer from one’s bank account (48.0 % of respondents) or payments
on delivery after a physical receipt of the product ordered (31.7%). The respond-
ents’ sex is not of great significance for the preferred methods of payment (Ta-
ble 6).

It is also worth mentioning that in the case of a failed purchase, e-consum-
ers are not going to become discouraged from online shopping (Table 7). In case
of some cheating or when the purchase fails due to some other reasons, e-con-
sumers will mainly resign from the seller whose services they do not find satis-
factory (43.0% of respondents) and will ensure better protection against cheating
(39.0%).

13 G. Maciejewski: Polski konsument — ryzykant czy asekurant. In: Konsument Gospodarstwo domo-
we — Rynek. Polska Europa. Eds. Z. Kedzior, M. Jaciow. Wydawnictwo Akademii Ekonomicznej,
Katowice 2009, pp. 115-120.
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Table 7

E-consumers’ behaviour in case of a failed online purchase — declarations made by
the respondents (in %)

. . Overall Women Men
Specification sample n=167 | n=133
N =300

I will ghoose another online seller and I will continue online 430 389 48.1
shopping
I will ensure better than before protection against cheating 39.0 40.7 36.8
Bgd luck! — Such things happen and I will continue shopping 103 114 9.0
this way
I will stop shopping online 4.0 6.6 0.8
I will behave in a different way* 3.7 2.4 5.3

* Other behaviour: starting a court action, informing the Police, describing the case on Internet
forums, direct contact with the seller.

Only 10% of the e-consumers questioned declared a passive attitude in the
event of post-shopping dissonance, whereas 4% declared giving up online shop-
ping. Just as in the case of the preferred methods of payment, sex is not a factor
differentiating between e-consumers’ behaviours (Table 7).

Conclusion

The considerations presented in this thesis regarding the risk of e-consumers
enable one to reach a few conclusions. According to the respondents, online shop-
ping is more risky than purchasing goods from traditional shopping outlets.

While shopping over the Internet, consumers are exposed to various types of
risk. The most important ones, from the point of view of an e-consumer, are the
risk of not recognizing one’s complaint and the refusal to refund money in case of
purchase cancellation.

The fact that e-consumers take a variety of strategies in order to limit the risk
of a failed purchase may be considered a common occurrence. The strategies used
most often include choosing shops awarded certificates such as “trusted seller” or
shops recommended by one’s friends. In order to avoid negative consequences of
online shopping, e-consumers also take anti-phishing actions, which mainly con-
sist of making data used for user account and password identification inadmissi-
ble to others, as well as using anti-virus software.

The respondents’ preferences regarding methods of payment for the goods
purchased online mainly concentrate on two solutions. They are pre-payments
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by means of e-transfer from one’s bank account and payments on delivery of the
product ordered.

In the event when online shopping fails, e-consumers are not going to imme-
diately become discouraged from shopping on the Internet but to choose the sell-
er more carefully and ensure better protection against cheating.
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E-CONSUMERS AGAINST THE RISK OF A FAILED PURCHASE

Summary

In a common opinion, online shopping is considered more risky than traditional
shopping in regular shops. The results of research presented in this article constitute an
attempt to look at the issue from a wider perspective. In the article, the following ques-
tions have been answered: What apprehensions and doubts accompany e-consumers while
making online shopping? Which are the most important for them? What are consumers
doing to reduce the risk of a failed purchase? And also how much are e-consumers aware
of their rights.

Keywords: e-consumer, risk of a failed purchase
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Introduction

The occurrence of a consumer that is new in terms of quality (e-consumer)
who uses information and telecommunication technologies to facilitate the proc-
ess of purchase and consumption, contributed to the emergence of a new model of
sale of products over the Internet, that is, group buying services.

Group buying allows to satisfy expectations of e-consumers related to prod-
uct availability and the feeling of reasonable and economical buying. For compa-
nies, group buying is on the one hand a relatively cheap instrument of promotion,
but it also brings the risk of loss of loyal customers.

The cognitive purpose of the paper is to present opinions and attitudes of
e-consumers towards group buying. Checking usefulness and effectiveness of on-
line polling technique to study e-consumers’ opinions on the subject of group buy-
ing services constitutes the methodological purpose of the study. Utilitarian pur-
pose of the paper is to indicate the possibility of use of e-consumers’ opinions to
improve the quality of services provided by group buying services and improve
effectiveness of operation of these services.

1. Group buying — fundamental issues

In the classical approach, group buying consists in collecting a determined
group of customers that is necessary for effective price negotiations with com-
panies that offer particular products. In group buying over the Internet, usual-
ly a minimum number of customers is necessary and companies offer products
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at preferential prices through group buying services. The idea of group buying is
to offer customers the products at a very attractive price that is often close to the
verge of profitability or is even below this verge. Such actions can be compared
to sampling where consumers get a sample of a product for the purpose of its test-
ing. In the case of group buying service consumers receive a full value product at
an attractive price whereas the major intention of the company is to acquire a new
customer.

Group buying services provide benefits not only to individual consumers. For
many enterprises it is a chance to sell their offers and also to promote a particular
product or service. According to its assumptions, it is mostly focused on acquiring
a new customer who, while being satisfied with the purchase, will feel attached to
the company, and in the future will make purchases there at regular prices'.

Sale in the company can be realised through their own sellers, but also through
the so-called independent sellers bound with the company by contracts of various
subject and time scopes. Group buying services that frequently make a fundamen-
tal link between a company and Internet market are such independent sellers that
start and establish direct or indirect relations with purchasers, that is, the company
customers. Commercial function and marketing function have fundamental sig-
nificance for group buying services in connecting an enterprise with market®. The
first function focuses on individual customers, their needs and preferences, where-
as the second one (marketing function) focuses on the assessment of the degree of
adjustment of the sale offer to expectations of prospective customers.

Gruper.pl as the first group buying service in Poland started its activity in
spring 2010. Citydeal.pl was the next group buying service started in Poland.
It was later taken over by an American tycoon Groupon.com and since then it has
been operating on Polish market under this name. This is just Groupon corpora-
tion, with its Groupon.pl portal that has a predominant position on Polish market
of group buying.

In Poland e-consumers have 57 group buying services at their disposal’.
There, they can purchase vouchers for products that are offered with a discount of
50% to 90% of their regular price.

' K. Bilinska-Reformat, B. Reformat: Group Buying as a Source of Competitive Advantage of Pol-
ish Small and Medium-Sized Enterprises. Proceedings of 19" Annual Conference on Marketing
and Business Strategies for Central & Eastern Europe’, University of Economics and Business
Administration, De Paul University, Chicago Illinois, USA, Vienna, 2011, pp. 3-19.

M. G. R. Pagliacci, Z. Kedzior: Informacyjna rola sprzedawcow w przedsiebiorstwie. ,,Marketing
i Rynek” 2006, No. 11, p. 3.

* Internet storefront of the group buying aggregator www.godealla.pl/blog.
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Offer of companies are placed on webpages of a selected group buying serv-
ice and available for a specific period of time and/or until a determined number of
vouchers are sold, which is specified in advance. For the purpose of purchase of
voucher, e-consumers log in a service (searching through the offers itself does not
require logging in the service), and after an interesting offer is chosen, they se-
lect the “buy now” option and make the payment by credit card or money transfer.
Limiting the number of vouchers that may be purchased by a single e-consumer
is quite a popular practice. In this way companies maximise the number of e-con-
sumers who might take advantage the offer. After the offer sale is finished or even
when it is still going on, a voucher is sent to e-consumer’s e-mail address (or it can
be directly downloaded from the group buying service).

In case of group buying there is a very high risk for companies to lose al-
ready loyal customers. Bad optimisation of the offer (the period of voucher usa-
bility, a maximum number of vouchers, particular conditions of offer) may bring
customers’ dissatisfaction who purchased vouchers, and also the loss of loyal cus-
tomers who use the offer at a regular price due to decrease in the quality of serv-
ice provision and extension of delivery period.

The paper presents the results of Poland-wide studies performed in 2012
among 1400 Polish e-consumers with the use of on-line polling technique®. The
research was to provide data for verification of the following research assump-
tions:

H1: in e-consumers’ view, group buying is a form of purchase that allows to
save money.

H2: in group buying services, e-consumers most often purchase services of
Wellness &SPA type.

H3: e-consumers who use vouchers purchased in group buying services often
have the feeling that the level of service provided for them is intentionally
lowered by companies due to the purchase of products or services with re-
markable discount.

H4: e-consumers who use group buying services with remarkable frequency,
feel a higher level of satisfaction with the level of customer service while
using the voucher than e-consumers who seldom use group buying servic-
es.

HS5: asmall rate of e-consumers who used vouchers of group buying purchased
a product of a particular company at a regular price.

4 Research was performed with the use of SurveyMon-key.com Internet service. E-consumers were
encouraged to take part in the research by invitations sent via e-mails and on discussion forums.
Almost 19% of respondents were inhabitants of Slaskie voivodeship.
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2. Group buying in e-consumers’ opinions - results of studies

Empirical study concerning group buying was performed on a sample of
1400 e-consumers® between July and September 2012 with the use of Internet
polling method and an online questionnaire was the research tool. There were 700
women and the same number of men in the studied group.

Nearly 37% of respondents declared the use of offers of group buying servic-
es and among them, women make such a purchase slightly more frequently.

People who declared making purchases in group buying services are mainly
people up to 34 years old who are inhabitants of cities with population over 100
thousand who were in good or very good economic condition. It is important that
nearly 2/3 e-consumers using group buying were inhabitants of cities with popu-
lation over 100 thousand, while in the whole sample, this rate constituted a little
over 47%. This situation can be explained by the fact that supply offer of group
buying services is mostly aimed at inhabitants of big cities (comparison of select-
ed characteristics of research samples is shown in Table 1).

Table 1
Selected characteristics of studied respondents (in %)
Specification T(;\tlal Sfﬁl)gle ‘Internet users makin.g purcllases
= in group buying services N =514
1 2 3
Gender
Females 50.0 53.9
Males 50.0 46.1
Age
16 - 24 years old 27.5 31.7
25 - 34 years old 35.2 40.9
35 - 44 years old 19.3 14.6
45 - 54 years old 9.8 8.6
over 55 years 8,2 4.3
Place of residence
Village 15.8 10.1
City of up to 100 thousand inhabitants 37.0 28.8

5 E-consumer is a natural person who shows and satisfies his or her consumer needs with goods and
services purchased over the Internet.
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Table 1 contd.

1 2 3

City of up to 100 thousand inhabitants 37.0 28.8
City of over 100 thousand inhabitants 47.2 61.1
Assessment of economic situation

Very good 5.3 6.8
Good 43.7 48.4
Average 45.8 41.8
Bad 42 2.3
Very bad 0.9 0.6

Over half of e-consumers used group buying services several times a year, in-
cluding nearly 54% males and 47% males. Every fifth respondent used this form
of purchase at least once a month, while every fifth male declared buying group
offers at least once a week (Table 2).

Table 2
Frequency of using group buying services (in %)
Specification Ti)tal Fe?ales h/{ales
N =499 N =268 N =231
At least once a week 19.8 19.1 20.7
Several times a month 4.9 5.4 4.2
Once a month 11.3 7.6 15.6
Several times a year 50.6 53.8 46.8
Once a year 8.4 8.3 8.4
Less frequently than once a year 43 4.7 3.8
I made a purchase in group buying services only once. 0.8 1.1 0.4

For over 1/3 e-consumers group buying means bargains, savings and cheap-
er purchase and for every fifth respondent it is just a form of buying. According
to 12% of e-consumers, trickery, cheating, waste of time and risk are the best de-
scription of group buying services. The opinion that group buying services mean
first of all a bargain, savings, a cheaper purchase and a form of shopping is pre-
dominant both among females and males (Table 3).



E-CONSUMERS ATTITUDES TOWARDS COLLECTIVE BUYING... 137

Table 3
E-consumers’ opinions on the subject of group buying
Specification Total Females Males
N =464 N =238 N =226
Bargain, savings, cheaper purchase * 35.6 34.5 36.7
Form of shopping ° 19.8 21.7 17.7
Trickery, cheating, waste of time © 9.5 8.4 10.7
Kind of Internet service ¢ 7.3 9.2 5.1
Marketing, promotion © 5.0 3.2 7.0
Risk f 2.8 2.4 3.3
Others ¢ 20.0 20.5 19.5

*  Opportunity of cheaper purchases, promotions, chance of making a purchase with discount, sa-
ving time while looking for a bargain, form of saving, method of money saving.
Group buying, collective purchase by one company and its resale to other people, a form of sale
of cheaper products for a broader group through services of Groupon, Citeam type, purchase
made by a lot of people (Groupon), purchase of something by a group, or purchase of a few pro-
ducts /services from a group, purchase in which we get some discounts because of the fact that the
offer is aimed at a larger group of people (for example Groupon), purchase made by a larger group
of customers on a common portal, purchase made for example over the Internet by an organised
group of people who, thanks to collective ordering of products, obtain price reductions, discounts
or in general they obtain some king of benefit from it, purchase on a large scale, collective group
purchase for the purpose of obtaining a discount in a shop by people who do not necessarily know
each other,.
¢ Fiction, pseudo-bargains, loss of money, risk of bad treatment, nonsense, rubbish, junk, cheating
but worth considering, cadging to purchase services I do not really need, fictitious benefit.
Portals where a group of people can make a cheaper purchase, perfect bargains, buying products
or services on portals of Groupon, Allegro, etc. type, Purchasing “products” that are much che-
aper than original ones over the Internet webpages of Groupon type, Gruper, Groupon, Citeam,
for example allegro, Groupon or other auctions of this type, for example Sweetdeal, Groupon.
¢ Amethod to reach the consumer who otherwise would never use the offer, advertising companies,
goods and services — mostly tricking, another channel of distribution of products and services,
marketing that allows to acquire new customers, a way for retailers to obtain a margin that so far
has been available only to wholesalers, another non-measurable form of marketing.
Buying a pig in the poke, enormous risk, waste of money, no cash guarantee.
¢ A good thing, temporary fashion, fun, collective madness of consumer society, something stran-
ge, more and more annoying thing, a waste of time, fast and cheap form of commercial coopera-
tion, purchase of goods for group use.

Almost 62% of studied group perceive group buying services through the
prism of low prices of offered goods. On the other hand, 36% of respondents as-
sess activity of group buying services in a negative way while emphasising long
period of realisation of services and long period of delivery, low quality of servic-
es, hidden costs and unclear descriptions of offers. Nearly 11% of females empha-
sise low quality of services and 1.1% think that services offered in group buying
services were of high quality. In the opinions of almost 60% of males, group buy-



138 Michat Kucia

ing services are characterised by low price of offered goods. Nearly 14% of males
perceived group buying services through the prism of long period of realisation of
services or delivery of products (Table 4).

Table 4
E-consumers’ opinions on the subject of group buying services
Specification Ti)tal Feglales h/{alles
N =499 N =268 N =231
Low prices of products 61.7 63.6 59.6
Long period of realisation of purchased services 10.0 9.7 10.4
Poor quality of services 9.0 10.8 7.0
Hidden costs 5.6 4.8 6.5
Unclear description of offers 4.8 3.7 6.1
Clear descriptions of offers 4.2 4.5 3.9
Long period of delivery of purchased products 2.4 1.5 3.5
High quality of services 1.4 1.1 1.7

On the grounds of results of the research H1 research assumption was ver-
ified. Groupon turned out to be the most popular group buying service among
studied e-consumers®. Almost 89% of respondents used the offer of this service.
Nearly 1/3 respondents used Citeam offer’, and 28% used Gruper®. Women also
willingly use the offer of Citeam and Gruper group buying services. Almost ev-
ery tenth woman used the offer of Mydeal service’. On the other hand, men, apart
from the aforementioned Groupon, used, Citeam (nearly 34%), Gruper (nearly
25%) and Mydeal services Much smaller popularity among both men and wom-
en was reported by such group buying services as: FastDeal, Okazik, Cuppon and
HappyDay (Figure 1).

www.groupon.pl.
www.citeam.pl.
www.gruper.pl.
www.mydeal.pl.

© ® = o
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Figure 1. Most preferred group buying services (N=514, in %)

Every fourth e-consumer most often purchased cosmetic services in group
buying services, while this rate reached nearly 35% among women and 12.4%
among men. Every sixth e-consumer used the offer related to sport and fitness,
relaxation and leisure time, where this amounted to 15% of respondents among
women and almost 18% among men. Product offer for purchase of vouchers for
electronic equipment was the least popular among e-consumers. However we can
suppose that such offers occur in group buying services definitely less frequently
than other service offers'” (Table 5).

10 Because of the possibility of high accumulation of profit, services are offered in group buying
services more often than ready products.
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Table 5
Categories of most frequently purchased vouchers in group buying services
Specification Total Females Males
N=499 | N=259 | N=202
Beauty * 24.9 34.7 12.4
Sport and fitness/ relaxation/leisure time ® 16.3 15.1 17.8
Tourism ° 13.9 10.8 17.8
Gastronomy ¢ 12.1 9.3 15.8
House © 8.7 8.5 8.9
Health f 5.4 7.3 3.0
Motorization & 5.0 2.7 7.9
Courses, education, work " 4.8 5.0 4.5
Fashion 3.0 3.1 3.0
Electronic equipment J 1.7 0.8 3.0
Others * 4.1 2.7 5.9

2 Qetting a tattoo, services in hairdressing parlours, haircuts, discounts for cosmetic services, pac-
kages of Ives Rocher cosmetics, health - SPA treatments, body treatment, cosmetic treatment,
a stay in SPA, a visit to the hairdresser, cosmetic services (removing warts), false eyelashes,
perfumes, paste for whitening teeth, Gillette razors, laser depilation.
A pass, a course in playing polo, voucher for bowling, ticket for a concert, fitness classes, ad-
mission to a theme park, admission to the swimming pool, climbing, ticket for squash, fitness
service, water tram, bicycle rack, sport / recreation, voucher for playing yorkyball, canoeing trip,
subscription of a magazine, CDs, rope park, recreational package, bowling package, paintball,
tickets to the theatre, voucher for climbing wall, season ticket for karting track, season ticket for
a gym, ticket to Rozstaje festival, ticket for a concert, ticket for cinder-track racing.
¢ Ajourney, a trip, holidays, Groupon Travel, a stay in a hotel
A voucher to the restaurant, coffee and cake in a coffee bar, discount for dinner in a restaurant,
discount for pizza portal, voucher to ice-cream shop, Sushi
¢ Furniture, crockery, photo album, yerba mate kit, furniture made to size, voucher for groceries,
cleaning stuff, pressure cooker, Xenelight shoe steriliser, dinner set, frying pans, odour neutra-
liser, tools, kitchen furniture, fitted furniture, set of Teflon-coated frying pans, coloured Swiss
knives, knives, hammock, pressure coffee makers, kettles and Dafi filters, garden arrangements.
Medical services, dental services, removal of tooth plaque, dietary supplements, contact lenses,
discounts for a visit in an optician shop, medical products - pills, Tape Kinesiology plasters, glas-
ses, massage, laboratory tests, orthodontic appliances, breath analyser.
¢ Service of the air-conditioning, removing mould, tyre exchange, purchase of several services in
car wash and technical check-up of the vehicle, service in a car wash.
Additional training in car driving, projects of creative CV and LM, online course in a foreign
language, drawing lessons, dance lessons, course for A category driving licence, driving licence
course, computer course, course in vector graphics, Excel course, course in English, books, local
guidebook, the book entitled Life and Passion of Our Master Jesus Christ and His Most Painful
Mother, creation of a person / image, training in cross-country driving, course in swimming.
I Thermoactive underwear, brand products, clothes, jacket, shirt, Crocs flip-flops, adidas ballerina
shoes, shoes, underwear.
3 Smartphone, Radio and Television equipment, navigation programme in the form of mobile pho-
ne application, software, computer monitor, Play operator modem, cleaning of the computer
A watch, purchase of the service related to property sale, vibrator, sexual service, semi-finished
products for jewellery production, wallets, I do not remember, TAXI vouchers, Voucher for WC
use, a set of 4 pictures for documents, a toy helicopter.
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Hereby, H2 research research assumption was verified in the sphere of most
frequently purchased offers in group buying services.

3. The level of services provided to customers using vouchers
of group buying services in respondents’ opinions

Over 1/3 e-consumers claim that they were not treated like a full value cus-
tomer while using the voucher purchased in group buying services. Nearly 12%
women had the feeling that while using the voucher, they were treated in disre-
spectful way. Among men, this rate reaches the level of over 15%. Every fifth e-
consumer thinks that they were treated in an unresponsive way. Over 47% of re-
spondents declared positive opinions about the level of service, including 22%
who were fully satisfied (Table 6).

Table 6
Assessment of satisfaction with the level of service provided to the customer using the
voucher
Neither
. . No full value customer well nor Full value customer
Specification badly
treated
1* 2 3 4 5 6 7

Total 13.6 5.6 14,0 19.6 15,6 9.3 22.3
Females 119 6.1 14,8 20.2 15,5 11.2 20.3
Males 15.6 5.1 13,1 19.0 15,6 7.2 24.4

* where 1 stands for the lowest grade and 7 stands for the highest grade

The largest number of e-consumers had the impression that they were not
treated as full value customers by Citeam service (14.5%), and the smallest
number of consumers had such feeling in the case of Groupon service (11.8%).
On the other hand, every fourth buyer of vouchers in Gruper group buying serv-
ice had the feeling that they were the same type of customer as those buying prod-
ucts at a regular price (Table 7).
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Table 7

The assessment of satisfaction with the level of service for the customer who used
vouchers of group buying services by selected group buying services

Neither
. . Not a full value customer well, not Full value customer
Specification badly
treated
1* 2 3 4 5 6 7

Groupon 11.8 53 15.1 20.4 15.8 9.8 21.9
Citeam 14.5 6.7 10.3 19.4 20.0 9.7 19.4
Gruper 12.5 4.9 15.3 16.0 16.7 9.0 25.7

* where 1 stands for the lowest grade and 7 stands for the highest grade

On the grounds of results of research described before, H3 research assump-
tion was verified.

While analysing correlation between frequency of using group buying servic-
es and satisfaction with the level of customer service of companies using vouch-
ers of group buying, Pearson’s linear correlation coefficient rxy11 was applied. The
coefficient value shows the occurrence of low negative correlation (-0.212) be-
tween the frequency of using group buying services and satisfaction with the lev-
el of customer service which means that the lower the frequency of using group
buying services the slightly higher the level of satisfaction with customer service.
Thereby the H4 research assumption was rejected.

After using the voucher, nearly 64% of e-consumers did not use the offer at
a regular price again. Only almost 23% of e-consumers purchased the offer again,
but they did not use the discounts offered by group buying services. Among wom-
en, nearly 70% declared that they had not used the offer at a regular price again,
and among men this rate was lower and amounted to nearly 57%. In this way re-
sults of the study let us accept H5 research assumption.

' Significance on the level of p = 0.00.
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E-CONSUMERS ATTITUDES TOWARDS COLLECTIVE
BUYING - RESEARCH RESULTS

Summary

Presented results of research concerning e-consumers’ opinions on the subject of
group buying let us achieve the cognitive purpose of the paper and verify research re-
search assumption. However, direct studies performed with the method of on-line ques-
tionnaire qualify the author to state that selected research technique is appropriate to an-
alyse e-consumers’ opinions on the subject of group buying services. This is proved by
effectiveness of the technique (reflexivity of 74%) and plentiful research material of both
quantitative and qualitative character. Results of studies are valuable in terms of applica-
tion because they can serve improvement of the quality of provided services, and identi-
fied weaknesses of group buying services can be used to improve effectiveness of opera-
tion of group buying services.

Keywords: e-consumer, consumer attitudes, collective buying
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DISCOVERING PATTERNS OF USERS’
BEHAVIOUR IN AN E-SHOP - COMPARISON

OF CONSUMER BUYING BEHAVIOURS

IN POLAND AND OTHER EUROPEAN COUNTRIES

Introduction

Modern forms of commerce and sales support systems are designed to offer
businesses a great potential for analyzing purchases. In the past sellers could draw
conclusions concerning the sale on the basis of their own observations. Today’s
supermarkets and hypermarkets generate so many transactions that managers’ in-
tuition is insufficient. For example, the number of transactions in the U.S. Wal-
Mart chain reaches tens of millions per day'. The challenge is to use these huge
databases in a way that would help to achieve a competitive advantage. One of the
methods whose name often appears in the context of the analysis of shopping carts
is data mining. From e-commerce point of view data mining models can be useful
in%: attracting new visitors to the site, ensuring that the visitors will find the prod-
uct they need and supporting the sales process.

1. Web usage mining

Web mining can be defined? as the discovery and analysis of useful informa-
tion from the Internet. This is done by automatic searching for the information and

' T. Brijs et al.: Using Association Rules for Product Assortment Decisions: A Case Study. In: Pro-
ceedings KDD-99, San Diego, California 1999, pp. 254-260.

2 @G.S. Linoff, M.J.A. Berry: Mining the Web. Transforming Customer Data into Customer Value.
John Wiley & Sons, New York 2001.

3 R. Cooley, B. Mobasher, J. Srivastava: Web Mining: Information and Pattern Discovery on the
World Wide Web. Proceedings of the 9th International Conference on Tools with Artificial Intel-
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resources available on-line (web content mining) and discovering users’ behav-
iour patterns from web logs (web usage mining). From the point of view of mar-
keting research and analytical CRM (Customer Relationship Management), it is
most interesting to examine buying behaviours, which can be treated as a part of
web usage mining.

This area refers to the discovery and analysis of web clickstreams together
with other variables collected or generated during contacts of users with different
websites. Patterns and models are usually presented in the form of a set of pages,
objects or resources, and are related to those with the highest access frequency.
As far as possible they should pertain to homogenous groups of visitors in terms
of their needs or interests.

In the literature one can find a wide variety of applications of data mining.
The analysis was used for targeting and predicting customer behaviour related to
new telecommunications services*. In the food sector market the basket analysis
was utilized to determine the price elasticity®. Data mining was also used for shelf
management in the retail sector® and for building promotional campaigns’.

1.1. Market basket analysis

In a broader sense, the market basket analysis means monitoring shopping
patterns in order to increase consumer satisfaction. In this sense, analyses include
among others demographic variables, brand switching, loyalty factors, brand pen-
etration rates and descriptive statistics of the shopping cart.

A narrower meaning of that method means searching for sets of products that
are bought together. The purpose is to find frequent and strong rules regarding
purchases, and subsequently use them to create an offer that would eventually in-
crease the sales volume.

The use of association rules in traditional trade is usually reduced to the ade-
quate shelf placement of products and their promotion, but rarely results in pricing

ligence, IEEE Computer Society 1997, p.558.

S. Sohn, Y. Kim: Searching Customer Patterns of Mobile Service Using Clustering and Quantita-

tive Association Rule. “Expert Systems With Applications” 2008, No. 34(2), pp. 1070-1077.

5 G. J. Russell, A. Petersen: Analysis of Cross Category Dependence in Market Basket Selection.
“Journal of Retailing” 2000, No. 76, pp. 367-392.

¢ M.-C. Chen, C.-P. Lin: 4 Ddata Mining Approach to Product Assortment and Shelf Space Alloca-
tion. “Expert Systems With Applications” 2007, No. 32(4), pp. 976-986.

7 D. Van den Poel, J. D. Schamphelaere, G. Wets: Direct and Indirect Effects of Retail Promotions
on Sales and Profits in the Do-it-yourself Market. “Expert Systems With Applications” 2004,
No. 27(1), pp. 53-62.
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decisions. The application of the rules in e-commerce provides many more oppor-
tunities. The knowledge of buying patterns enables to recommend new products
precisely to the visitors on the website. In this study, data mining is treated in the
narrower meaning and refers to an e-shop selling women’s clothing.

1.2. Searching for sequential rules in the web

An interesting example of an analysis of behavior patterns of customers to
an e-shop offering computer equipment can be found in the work of Zhang et al®.
The purpose of the experiment was to build a model of users’ behaviors on the
website and implement it in a real-time recommendation system. Particular se-
quences of clicks were grouped by self-organizing maps in 20 clusters. The results
obtained in this way proved to be better than those obtained by using the k-means
algorithm. Dividing visitors into separate homogeneous clusters enabled to pro-
vide potential customers with tailored information about the offered products.

Munk and Drlik used sequence rules while analyzing sequential behavior pat-
terns of students visiting an educational website’. Typically, the purpose of such
research is optimization of the website content, website personalization based on
past users’ behaviors and recommendation of an educational path. The authors fo-
cused their efforts on the phase of data preparation for the analytical process. They
studied how the different data pre-processing methods influenced the number and
quality of sequential rules.

Analyzing the behaviour of Internet users in e-commerce also related to food
products, and more specifically olive oil'’. The main goal of the study was focused
on the design of the online retailer website. The authors used directed and undi-
rected data mining models in their study. The clustering was conducted by using
the k-means algorithm. The Apriori algorithm was used while searching for as-
sociations. In the subgroup discovery phase the NMEEF-SD algorithm was ap-
plied.

8 X. Zhang, J. Edwards, J. Harding: Personalised Online Sales Using Web Usage Data Mining.
“Computers in Industry” 2007, No. 58, pp. 772-782.

° M. Munk, M. Drlik: Impact of Different Pre-Processing Tasks on Effective Identification of Us-
ers’ Behavioral Patterns in Web-based Educational System. “Procedia Computer Science” 2011,
No. 4, pp. 1640-1649.

10 C.J. Carmona et al.: Web Usage Mining to Improve the Design of an e-commerce Website: OrOI-
iveSur.com. “Expert Systems with Applications” 2012, No. 39, pp. 11243—11249.



DISCOVERING PATTERNS OF USERS’ BEHAVIOUR IN AN E-SHOP... 147

2. Research methodology

2.1. Association rules

Searching for associations rules is a part of unsupervised learning (also re-
ferred to as undirected data mining). The most popular and the first algorithm
(Apriori) was introduced in 1993'". The rule takes the form “if condition then re-
sult”, where the condition can also be named left hand side (LHS), antecedent or
body of a rule, and the result is also named right hand side (RHS), consequent or
head of a rule. In general both of them are the sets of items that appeared togeth-
er. The most popular area of application of association rules in the marketing field
is the market basket analysis. For example, the rule “if bread then eggs” means
that the customer who bought bread also bought eggs. There are several meas-
ures that help to choose the appropriate rule, the most popular ones among which
are the support, confidence and lift. The rule “if bread then eggs” (support = 10%,
confidence = 40%, lift = 2) can be interpreted as follows: 10% of all customers
bought both these products, 40% out of all who bought bread also bought eggs.
Lift equals 2 indicates that the probability of buying eggs among bread buyers is
twice higher than in the entire set of transactions. In this experiment, the authors
use qualitative (Boolean) association rules, namely those that include merely in-
formation about the categories of purchased products.

2.2. Sequence analysis

Discovering sequences'?, similarly to looking for associations and cluster-
ing, is an example of unsupervised learning (also referred to as undirected data
mining). Sequential rules have a similar form to association rules, that is “if ante-
cedent then consequent.” The difference between them lies in the order of appear-
ance of items in the body or head of the rule. In the analysis of associations that
was enough merely to identify the two objects occurring together with a specified
frequency (support) and specified strength (confidence). As far as the market bas-
ket analysis is concerned, the rule “if A and B then C” is usually interpreted in the
same way as a the rule “if B and A then C”. The task for researchers is to identify

" R. Agrawal, T. Imielinski, A. Swami: Mining Association Rules Between Sets of Items in Large
Databases. In: Proceedings of the ACM SIGMOD Conference on Management of Data. Wash-
ington D.C., May 1993, pp. 207-216.

12 B. Liu: Web Data Mining. Exploring Hyperlinks, Contents, and Usage Data. Springer, Heidel-
berg 2007.
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transactional patterns, and the products A, B and C are purchased during a single
visit to the store, a website, etc. In the case of sequential rules the difference be-
tween antecedents (A and B as well as B and A) has its unique interpretation since
the element that appears in the rule as the first, has been purchased first.

3. Results

A set of log files from an e-shop offering clothing for women was used in the
research. The dataset contained 210,814 records and referred to the apparel from
the spring and summer collections in the following categories: skirts and dress-
es, trousers, blouses, special offers. The website had several language versions in-
cluding English, German and Czech, so potential customers could originate from
outside Poland. The company accepted the possibility of shipping abroad, which
also facilitated the execution of orders from distant locations. The limited volume
of paper forced the authors to present selected results which were reduced here to
the set of blouses and tunics.

IP addresses of visitors were obtained from web logs, and then on the basis
of geolocation each address in the database was assigned to a particular country.
The identification of the user’s country of residence was not fully possible due
to several difficulties that emerged. In some cases the domain names ended with
the letters .net, .com, .biz, or .org and were also recorded by using text instead of
numbers. Sometimes the geolocation system did not indicate a specific country
but merely a continent, e.g. Europe. These cases were classified as unidentified
(2.5% of entire dataset). Some addresses came from very distant and exotic lo-
cations, e.g. Cayman Islands, Christmas Island, Faroe Islands, but this may mean
that the user connects to the Internet via a server located in these countries while
remaining in Poland. One can also assume that if the service provider is located
close to the border with a neighbouring country, it acquires its clients from abroad.
One cannot therefore exclude the situation that a user connects from Poland via
a Czech server and is classified as a customer from the Czech Republic.

3.1. Descriptive statistics

Considering the models of blouses (Figure 1) the differences in consumer
preferences may be noticed. The most popular models among users from Poland
are C5, C17 and C14, and the most popular colours are white, grey and colour-
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ful. The models C5, C17 and C56 were most frequently chosen by visitors from
other EU countries, while the models C56, C6 and C2 were bought by customers
from the remaining European countries. The most frequently displayed colours
of blouses and tunics were the same for all visitors from Europe. Slightly differ-
ent preferences can be observed among visitors from outside of Europe. Their fa-
vourite models are C35, C38 and C2, and their favourite colours are white, black
and colourful.

Countries outside

Poland UE Non-EU countries
Europe
Type of Percent Type of Percent Type of Percent Type of Percent
blouse blouse blouse blouse
C5 C5 C56 C35
4.8 43 9.3
4.0 3.7 7.4
32 3.6 7.4
L

Figure 1. The percentage of users choosing different models of blouses

58% of Polish customers chose blouses the price of which is higher than
the average price for this product category (blouses, tunics, sweaters, etc.). Sim-
ilar choices are made by 55% of users from other EU countries, 54% of visitors
from other European (non-EU) countries and 61% of customers from outside of
Europe. Visitors from Poland more frequently than others limit their selection of
products to the first page. This concerns 45% of the users from Poland, and only
39% of other customers.

Association rules in each segment include some different types of blouses in
comparison to those that were selected most often. In the following figures (2-5)
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transactional patterns with the highest value of support are displayed. Customers
from Poland often chose pairs of blouses with short sleeves. 2.97% of all transac-
tions contained items C12 and C17. 37.72% of buyers who chose the top C12 also
chose the blouse C17.

Rule 1 Rule 2
LHS ==> ==>
C12
!
A T
Support = 2.97%, confidence = 37.72%, Support = 2.84%, confidence = 21.93%,
lift=2.9 lift=1.5

Figure 2. Association rules with the highest value of support for blouses chosen by users from Po-
land

In the group of customers from other EU countries, the most popular sets in-
clude sweaters (if C57 then C 56) and tops with short sleeves.
Rule 1 Rule 2
LHS ==> RHS LHS ==> RHS
C57 C56 C17

==> ==>

Support = 4.66%, confidence = 42.27%, Support = 4.10%, confidence = 28.13%,
lift=3.3 lift=1.7

Figure 3. Association rules with the highest value of support for blouses chosen by users from other
EU countries

Customers from other European countries formed sets of tops with short
sleeves or blouses with a wide belt at the bottom (if C49 then C50). High val-

ues of lift measure indicate that the choice of a product from LHS increases over
6 times the probability of choosing a product form RHS of the rule.
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Rule 1 Rule 2
LHS ==> ==> RHS
Co6 C50
5 }1;{ ==> ==>

Support = 8.57%, confidence = 75.00%,
lift = 6.6

Support = 8.57%, confidence = 75.00%,
lift = 6.6

Figure 4. Association rules with the highest value of support for blouses chosen by users from other

European (non-EU) countries

Visitors from outside of Europe formed baskets containing tunics with col-
ourful flowers and combined them with clothes in black.

Rule 1 Rule 2
==> RHS LHS ==>
C8
==> ==>

Support = 12.50%, confidence = 66.67%, lift =
2.7

Support = 12.50%, confidence = 50.00%, lift =
2.0

Figure 5. Association rules with the highest value of support for blouses chosen by users from out-
side of Europe

3.3. Sequential rules

The longest sequence of clicks on pages with blouses can be observed among
customers from EU. Their paths are the longest and contain many different prod-
ucts. They differ distinctly from the paths of other visitors (from Poland and other
countries). This may mean that this group of customers needs more time to make
a purchase decision.

The most popular colour of clothing in each segment was white. If a user
from Poland chooses a white blouse then he chooses a white blouse once again
with the probability of 0.39. If he displays two white blouses he clicks at a white
top again with the probability of 38% etc. Grey is an alternative blouse colour to
white. Customers from EU are the most determined to find their favourite colour.
The longest clickstreams consist of nine white blouses.



152 Mariusz Lapczynski, Sylwester Biatowas

Visitors from other European countries who are interested in a white blouse
search for a suitable product relatively short. If they do not decide to choose that
colour after three steps, they change their preferences to grey.

Customers from outside of Europe who are looking for white tops do that in
up to four clicks. At the beginning of the path they take into consideration other
colours, while at the end of the path they choose a black product.

Results indicate differences between customers from Europe and outside of
Europe. The first group is looking for white products relatively long and alterna-
tively takes into account the grey colour. Path of clicks of visitors from outside of
Europe is much shorter, and the alternative colour is black.

Conclusion

Web usage mining is becoming a very important research approach to e-com-
merce. [t enables one to gain an insight into the behaviour patterns of users on the
website and transactional patterns of e-shop customers by using the statistical and
data mining models. The limited volume of the paper allowed for presenting only
a minor part of the results that were used to change the appearance and function-
ality of the website and personalize marketing communication. The segmentation
of customers with regard to their residence was based on IP addresses. Although,
these data were not always accurate, one can observe the differences in the behav-
iour and preferences of customers in separate subsets. In the future, it would be
worthwhile to extend the experiment by comparing groups of customers using dif-
ferent language versions of the website. It is also worth examining whether other
analytical tools, such as Markov chains, would provide more readable results.
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DISCOVERING PATTERNS OF USERS’ BEHAVIOUR IN AN E-SHOP -
COMPARISON OF CONSUMER BUYING BEHAVIOURS
IN POLAND AND OTHER EUROPEAN COUNTRIES

Summary

The goal of this article is to analyze behaviour patterns of customers to an e-shop
offering clothing for women. The authors discovered the sequences of selected products
from the store (web clickstream analysis) and conducted market basket analysis by using
popular association rules. IP addresses of visitors that were obtained from web logs ena-
bled identification of the user’s country of residence. Geolocation was the basis of com-
parison of consumer buying behaviours in Poland and other European countries.

Keywords: consumer buying behaviour, web mining, e-shop
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IN THE COUNTRY OR ABROAD?
THE EUROPEANS DOING SHOPPING
— RESEARCH RESULTS

Introduction

Consumers’ purchasing behaviour is a significant research area both in the
field of science and in economic practice (business). The knowledge of needs,
preferences, approaches and motives of market choices made by customers con-
stitute essential knowledge for each enterprise. Contemporary enterprises are sub-
ject to strong influence of existing megatrends surrounding them, including glo-
balization and internationalization. Gaining competitive advantage on a global
market is the objective that is difficult to achieve, particularly in case of lack of
knowledge about consumers’ behaviour on international markets.

The target market (market) does not have any spatial boundaries for many
enterprises. For enterprises functioning in the European countries the target mar-
ket is the so-called European market. The European market is combined by the
community of demographic, economic and cultural trends. The effect of econom-
ic crisis is a general pessimism of consumers, careful consumption, rather limit-
ed shopping plans. The consumers in Europe are characterized by a similar type
and style of consumption, targeted most of all at satisfying self-realizing and he-
donistic needs. Consumers in all regions of the European Union are ethnocentric
in their market behaviour and seriously take into consideration the so-called effect
of the country the products originate from. There is no consensus as for the fact
whether there exists the so-called euroconsumer or a typical European consumer,
making his or her purchasing behaviour by the same motives, such as consumers
in other countries. In Europe we may point out regional communities of culture
and consumption or the countries, areas, in which people as consumers behave
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similarly, they have similar values. Such communities are created by: (1) Great
Britain and Ireland, (2) Germany and Austria, (3) The Netherlands, Luxembourg,
Sweden, Finland, Denmark, Latvia and Estonia, (4) Greece, Portugal, Spain, Italy,
France, Belgium, Cyprus, Malta, and Slovenia, (5) Poland, Lithuania, The Czech
Republic, Slovakia and Hungary.

We may indicate certain groups of consumers who behave similarly, regard-
less of the country’s origin. Such groups consist of businessmen running their ac-
tivity on international markets and young purchasers being continually influenced
by trends imposed by phenomena of youth global culture'.

Young consumers become a significant and developing market segment of
a big purchasing power, which is noticeable in their market activity both on a tra-
ditional and on an electronic market. Young consumers are most frequently de-
fined as economically independent people aged 15-24 and are parents’ depen-
dant’. The segment of young consumers in Poland amounts nearly 5,2 million
people (which constitutes 18% of Poles), whereby consumers aged 15-19 consti-
tute 2,4 million people, and aged 20-24 — 2,8 million people. However, in Europe
there are 59,7 million of young consumers (12% of the inhabitants of the Europe-
an Union countries), including 28,2 million of people aged 15-19 and 31,5 mil-
lion of people aged 20-24°. A contemporary young consumer is characterized by
an enormous purchasing power, he or she often possesses own financial resources
and independently does shopping for many goods and services. Young consum-
ers are a basic entity on e-commerce market, they fulfil greater and greater role
in purchasing powers of their household. They frequently fulfil the role of shop-
ping initiators, advisers and even decision-makers, particularly in case of Internet
shopping. In the segment of young Europeans the preferences concerning shop-
ping places and social meetings concentrate on the commercial centres and gal-
leries.

Young people constitute the biggest number of consumers using the Internet
and doing shopping there, both in Poland and in the remaining countries of the
European Union. The Internet users are mostly people with secondary education
and incomplete secondary education (34%), mostly students and learners (28%).
The most numerous age group of Polish Internet users is represented by people
between 15 and 24 and 25 and 34 (respectively 24% and 25% of a total popula-

' J. Tkaczyk: Eurokonusment — mit czy rzeczywistosé. In: Euromarketing. Przedsigbiorsto
i konsument w perspektywie integracji europejskiej. Materialy z IV sympozjum marketingu
mig¢dzynarodowego. Red. J.W. Wiktor, Akademia Ekonomiczna, Krakéw 2003, pp. 69-70.

See more: R. Wolny: Mtody konsument na rynku ustug. In: Ekonomia. Kierunki badan. CBiE
Akademia Ekonomiczna, Katowice 2006, pp. 317-318.

Data for 2011. www.appsso.eurostat.ec.europa.eu (access from 28.02.2013).
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tion). The profile of consumers purchasing online is very approximate to the total
of the Internet users®.

There are many places where e-consumers may do shopping on the Internet.
The places comprise Internet websites of producers (company portals, corporate
portals’), Internet shops (including also a grouping of Internet shops in the so-
called commercial passages)® and Internet auctions’.

The objective of the article is to indicate places and countries, in which young
e-consumers from selected European countries do their shopping. The article will
demonstrate the results of international comparative research conducted in 2012
in 6 European countries based on a sample of 1800 consumers doing shopping
online. The subjects represented young (aged 18-25) consumers, studying, both
working and non-working, for whom the only financial income were incomes
from their job and pocket money from parents.

1. Places for shopping online

The Internet does not spatially confine its customers. They may buy products
and services both in their own country as well as abroad. In the European Union
countries (in accordance with the Directive of European Parliament and the Coun-
cil of Europe 2000/31/WE) we may freely do shopping in the shops and on Inter-
net auction located in other countries. Several Internet shops do not want, howev-
er, to send their products abroad, which may result from bigger and bigger risks
and higher costs of product delivery.

The studied consumers, regardless of the product category, most frequent-
ly do their shopping in our country (in Internet shops) and on Internet websites of
producers (not distinguishing already here whether producers are located in our
country or abroad) — Table 1.

4 Strategic Report IAB Poland, Internet 2011, Poland — Europe — World, pp. 16-19.

Corporate portal is an application, which enables the access to internal and external sources of
information and provides a personalized, in accordance with the needs, information essential for
making decisions. The task of corporate portals also comprises: presenting the products’ cata-
logue, enabling to place orders via the Internet (Internet sale). See: K. Pigdtowski: Portale inter-
netowe. Cebid, Warszawa 2006, p. 16.

Internet shop is a commercial platform enabling (by means of the Internet) to present goods, plac-
ing an order and make payment.

Internet auction is a place on the Internet, where a registered user may participate in auctions as
a purchaser or a seller.
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Table 1

Shopping places of selected product categories on the Internet by consumers from

studied countries (in %)

Item | Total responses
Food
Web producer 31,9
in the country 53,1
c-shop abroad 4.7
Internet auction in the country 8,3
abroad 1,9
Heath and beauty
Web producer 29,8
in the country 27,2
e-shop abroad 7,2
Internet auction in the country 13,5
u abroad 2,3
Sport and tourism
‘Web producer 28,1
in the country 43,5
e-shop abroad 10,6
. in the country 13,8
Internet auction abroad 3.9
RTYV and photo
‘Web producer 27,6
in the country 45,2
e-shop abroad 10,5
. in the country 13,8
Internet auction abroad 2.9
Clothing and shoes
‘Web producer 23,5
in the country 38,9
e-shop abroad 15,2
. in the country 17,4
Internet auction abroad 5.1
Books and multimedia
‘Web producer 22,7
in the country 50,6
e-shop abroad 9,9
. in the country 15,0
Internet auction abroad 1.8
Hardware and software
Web producer 30,9
in the country 41,1
e-shop abroad 11,0
. in the country 13,9
Internet auction abroad 31
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On average every fourth studied consumer does shopping for products of se-
lected categories on producers’ Internet websites. The most indications concern-
ing shopping on the producer’s Internet website relates to food, computers and
software. The most popular place for doing shopping online are e-shops in a giv-
en country. The consumers ordering food via the Internet buy it in the Internet
shop in their country. Over 6% of subjects doing shopping for food online order
food abroad.

The purchasers of health and beauty articles order them most frequently on
the producer’s website. Over 40% of consumers order cosmetics and pharmaceu-
ticals in the Internet shops and auctions in the country, however not more than
10% of purchasers buy these products abroad.

Sport-tourist items, RTV and photography, computer and software are bought
by over half of subjects in the country (in e-shop and on the Internet auction), over
14% abroad. There is a relatively big percentage of e-consumers, who buy cloth-
ing and footwear in foreign e-shops and on foreign Internet auctions (20,3%) —
Table 1.

The tendency to Internet shopping abroad depends on the country of origin
of the subjects. The highest percentage of e-consumers buying in foreign Inter-
net shops and auctions is in Slovakia (55,3%). Almost half of studied e-consum-
ers from Portugal and Romania (each 48%) also buy abroad. Every third studied
young Frenchman and every fifth Pole also buy in foreign e-shops and on Internet
auctions. Definitely the lowest percentage of e-consumers doing shopping abroad
is in Italy. Only 16% of studied Italians declare doing shopping in foreign shops
and on Internet auctions.

Foreign Internet auctions are places, in which studied e-consumers most fre-
quently buy clothing and footwear. Other categories of products are purchased on
foreign Internet auctions relatively seldom (the most rarely it concerns food as
well as health and beauty articles).

The French most frequently do shopping online in Internet shops in their
country. Over 70% of studied French people buy clothing as well as books and
multimedia in domestic Internet shops, and on average 2/3 of products from dif-
ferent categories (Figure 1).
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Clothing and shoes Books and multimedia
Shopping in the country: Shopping in the country:
- in e-shop 71,4% - in e-shop 71,4%
-on In.ternet auction 31,5% FRANCE - on Internet auction 18,1%
Shopping abroad: Shopping abroad:
- in e-shop 15,3% - in e-shop 10,4%

- on Internet auction 7,4%

- on Internet auction 2,7%

Electronic and photo Food
Shopping in the cou ntry: Shopping in the country:
- in e-shop 66,5% - in e-shop 60,8%

- on Internet auction 15,1%
Shopping abroad:

- in e-shop 15,7%
- on Internet auction 2,2%

Software and hardware
Shopping in the country:

- on Internet auction 8,9%
Shopping abroad:

- in e-shop 8,2%
- on Internet auction 2,5%

Health and Beauty
Shopping in the country:

- in e-shop 61,3% - in e-shop 67,9%
- on Internet auction 19,1% - on Internet auction 12,7%
Shopping abroad: Shopping abroad:

- in e-shop 15,6% - in e-shop 6,1%

- on Internet auction 2,5%

T - on Internet auction 1,2%

Sport and tourism
Shopping in the cou ntry:
- in e-shop 60,6%
- on Internet auction 19,4%
Shopping abroad:
- in e-shop 8,0%
- on Internet auction 3,4%

Figure 1. Shopping places of selected categories of products on the Internet by consumers from
France (in % of indications)

The Poles are a group of e-consumers who are the most active on domestic
Internet auctions. These are the respondents from Poland who definitely the most
frequently (in comparison with the subjects from other countries) declare doing
shopping on Internet auctions in the country regardless of the category of a pur-
chased product (Figure 2). In case of clothing and footwear a domestic Internet
auction is a shopping place more frequently indicated by Polish e-consumers than
an Internet shop (this is an exceptional situation, which does not occur in any oth-
er case analysed both in subject-entity section and in a spatial one).

The most frequently indicated category of products bought by Polish e-con-
sumers abroad is clothing and footwear (bought both in e-shops, and on foreign
Internet auctions by almost 10% of the subjects) — Figure 2.
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Clothing and shoes Books and multimedia
Shopping in the country: Shopping in the country:
- in e-shop 60,6% - in e-sho 72,7%
- on Internet auction  75,1% POLAND -on Interget auction  60,6%
Shopping abroad: Shopping abroad:
- in e-shop 9,9% - in e-shop 5,6%
- on Internet auction 9,9% - on Internet auction 2,8%

Electronic and photo Food

Shopping in the country: Shopping in the country:
- in e-shop 58,1% - in e-shop 59,3%
- on Internet auction 52,0% - on Internet auction 20,4%
Shopping abroad: Shopping abroad:
- in e-shop 2,7% - in e-shop 1,9%
- on Internet auction 2,0% - e 4 - on Internet auction 3,7%

Software and hardware
Shopping in the country:

- in e-shop 62,6%
- on Internet auction 50,0%
Shopping abroad:

- in e-shop 4.9%

- on Internet auction 3,3%

Figure 2. Shopping places of selected categories of products on the Internet by consumers from

A

Health and Beauty
Shopping in the country:
- in e-shop 60,0%
- on Internet auction 57,6%
Shopping abroad:
- in e-shop 4.8%
- on Internet auction  3,6%

Sport and tourism
Shopping in the country:
- in e-shop 55,2%
- on Internet auction 51,9%
Shopping abroad:
- in e-shop 5,8%
- on Internet auction 3,2%

Poland (in % of indications)

Young Portuguese are e-consumers, who like doing Internet shopping abroad.
Foreign Internet shops constitute a shopping place for almost 40% of Internet pur-
chasers of clothing and footwear, 30% of purchasers of books and multimedia.
Every fourth purchaser of products from a category of RTV and photo as well
as computers and software, sport-tourist items, buys these products in foreign e-

shops — Figure 3.
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Clothing and shoes Books and multimedia
Shopping in the country: Shopping in the country:
- in e-shop 64,9% - in e-shop 67,6%
-on In'ternet auction 28,0% PORT UGAL - on Internet auction 19,3%
Shopping abroad: Shopping abroad:
- in e-shop 38,1% - in e-shop 31,8%

- on Internet auction 17,9%

- on Internet auction 6,8%

Electronic and photo Food
Shopping in the country: Shopping in the country:
- in e-shop 69,9% - in e-shop 78,2%
- on Internet auction 24,0% - on Internet auction 21,8%
Shopping abroad: Shopping abroad:
- in e-shop 25,3% - in e-shop 8,1%
- on Internet auction 11,9% J/ - on Internet auction  3,2%

Software and hardware

Health and Beauty

Shopping in the country: Shopping in the country:

- in e-shop 61,1% - in e-shop 71,0%
- on Internet auction 28,6% - on Internet auction 23,7%
Shopping abroad: Shopping abroad:

- in e-shop 27,4% - in e-shop 18,3%

- on Internet auction 12,6%

T - on Internet auction 10,7%

Sport and tourism
Shopping in the country:

- in e-shop 67,7%
- on Internet auction 29,3%
Shopping abroad:

- in e-shop 26,3%

- on Internet auction 14,4%

Figure 3. Shopping places of selected category of products on the Internet by consumers from Por-
tugal (in % of indications)

The preferred Internet shopping place (regardless of the category of pur-
chased products) for young Romanians is a domestic Internet shop. The percent-
age of purchasers buying on domestic Internet auctions is small, and on foreign
ones even smaller. The Internet basket of shopping done abroad by a young Ro-
manian comprises most of all clothing and footwear, more rarely computer and
electronic equipment (Figure 4).
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Clothing and shoes
Shopping in the country:
- in e-shop 66,4%
- on Internet auction 8,2%
Shopping abroad:
- in e-shop 25,9%
- on Internet auction 3,0%

Electronic and photo
Shopping in the country:
- in e-shop 58,6%
- on Internet auction 11,0%
Shopping abroad:
- in e-shop 13,3%
- on Internet auction 3,3%

Software and hardware
Shopping in the country:
- in e-shop 58,8%
- on Internet auction 9,6%
Shopping abroad:
- in e-shop 15,8%
- on Internet auction 3,1%

Figure 4. Shopping places of selected category of products on the Internet by consumers from Ro-

ROMANIA

Books and multimedia
Shopping in the country:

- in e-shop 67,9%
- on Internet auction 10,4%
Shopping abroad:

- in e-shop 10,4%

- on Internet auction 1,4%

Food
Shopping in the country:
- in e-shop 60,7%
- on Internet auction 4,2%
Shopping abroad:
- in e-shop 2,4%
- on Internet auction 0,6%

—_ =

Sport and tourism
Shopping in the country:
- in e-shop 61,8%
- on Internet auction 4,4%
Shopping abroad:
- in e-shop 1,8%
- on Internet auction 1,5%

Health and Beauty
Shopping in the country:
- in e-shop 68,6%
- on Internet auction 3,8%
Shopping abroad:
- in e-shop 11,4%
- on Internet auction 1,0%

mania (in % of indications)

Regardless of the category of purchased products, domestic Internet shops
constitute a basic place for Internet shopping for young Slovaks as well. There is
a small percentage of Slovaks, who do shopping on Internet auctions. In the as-
sortment structure of Internet basket of shopping done abroad the highest share is
represented by clothing and footwear, the smaller one is represented by sport and

tourist products, the lowest by food (Figure 5).

On the other hand, in the assortment structure of Internet basket of shopping
done abroad by Italians computers and software have the biggest share. The Ital-

ians buy electronic and sport-tourist items abroad as well (Figure 6).
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C_lotl_ling and shoes Books and multimedia
Shopping in the country: Shopping in the country:
- in e-shop 65,0% - in e-shop 86,0%
- on Internet auction 7,5% SLOVAKIA - on Internet auction 4,7%
Shopping abroad: Shopping abroad:
- in e-shop 45,6% - in e-shop 14,0%

- on Internet auction 7,8%

- on Internet auction 0,5%

Electronic and photo Food
Shopping in the country: Shopping in the country:
- in e-shop 71,0% - in e-shop 69,1%
- on Internet auction 5,4% - on Internet auction 2,1%
Shopping abroad: Shopping abroad:
- in e-shop 16,1% 'l - in e-shop 7,4%
- on Internet auction 2,2% 4 - on Internet auction 1,1%

Software and hardware
Shopping in the country:

Health and Beauty
Shopping in the country:

- in e-shop 70,8% - in e-shop 73,5%
- on Internet auction 5,3% - on Internet auction 4,3%
Shopping abroad: Shopping abroad:

- in e-shop 17,7% - in e-shop 11,7%

- on Internet auction 1,9%

=TT

Sport and tourism
Shopping in the country:

- in e-shop 71,4%
- on Internet auction 4,5%
Shopping abroad:

- in e-shop 22,7%

- on Internet auction 5,2%

- on Internet auction 1,9%

Figure 5. Shopping places of selected categories of products on the Internet by consumers from
Slovakia (in % of indications)

2. The most popular foreign markets for online shopping

E-consumers from selected countries do shopping in 33 countries. The most
popular foreign market for studied e-consumers buying abroad is the USA mar-
ket. Almost all Portuguese buying abroad order goods in the USA, over 80% of
the French and over half of e-consumers from remaining countries being analyzed
in this research.
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Clothing and shoes

Books and multimedia

Shopping in the country: Shopping in the country:

- in e-shop 59,7% - in e-shop 69,8%
- on Internet auction 23,5% ITALY - on Internet auction 10,3%
Shopping abroad: Shopping abroad:

- in e-shop 18,5% - in e-shop 17,2%

- on Internet auction 7,6%

- on Internet auction 2,6%

Electronic and photo Food
Shopping in the country: Shopping in the country:
- in e-shop 58,6% J\ - in e-shop 57,1%
- on Internet auction 18,6% - on Internet auction 9,5%
Shopping abroad: ‘|/ Shopping abroad:
- in e-shop 18,6% - in e-shop 4,8%
- on Internet auction 7,1% < - on Internet auction 7,1%
4|

Software and hardware Health and Beauty
Shopping in the country: Shopping in the country:
- in e-shop 61,5% J\ - in e-shop 46,7%
- on Internet auction 20,2% - on Internet auction 13,3%
Shopping abroad: ‘|/ Shopping abroad:
- in e-shop 22,0% - in e-shop 10,0%

- on Internet auction 8,3%

- on Internet auction 3,3%

— =

Sport and tourism
Shopping in the country:
- in e-shop 54,9%
- on Internet auction 11,5%
Shopping abroad:
- in e-shop 18,0%
- on Internet auction 6,6%

Figure 6. Shopping places of selected category of products on the Internet by consumers from Italy
(in % of indications)

E-consumers buying abroad willingly select the Great Britain market. Among
people doing shopping abroad almost 3/4 of studied Poles and the Portuguese, al-
most 2/3 of Slovaks and only every fourth Frenchman buy in Great Britain. Ger-
many is the country in which e-consumers willingly do shopping abroad, almost
80% of Romanians, almost every third Italian and the Poles and only about 7%
of the French doing shopping abroad buy products there. China is also a popular
country in which e-consumers do shopping, almost every third Frenchman and
almost every fourth Pole and the Portuguese doing shopping abroad buys there.
Fewer consumers do shopping in other countries, although the exception is consti-
tuted in some cases by neighbouring countries (e.g. for Slovaks — Austria and the
Czech Republic; for Italians — the Switzerland) — Table 2.
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Table 2
Countries in which e-consumers from selected European countries buy on the Internet
(in%)
Ttem France Poland Portugal Romania Slovakia Italy
N=91 N =67 N =145 N =145 N =166 N =50

USA 82,4 582 97,6 572 53,6 58,0
Great Britain 28,6 76,1 82,8 42,1 68,7 58,0
Germany 6,6 35,8 13,8 79,3 17,5 30,0
China 34,1 19,4 18,6 10,3 9,6 8,0
Spain 12,1 - 27,6 17,2 - 14,0
Czech Republic 22 1,5 1.4 14 54,8 -
Austria 5,5 1,5 0,7 16,6 32,5 2,0
France - 1,5 7,6 22,1 10,2 8,0
Japan 25,3 4,5 4,1 8.3 0,6 2,0
Italy 8,8 4,5 0,7 22,1 2,4 2,0
Belgium 3,3 14,9 0,7 2,8 1,8 2,0
Finland 2,2 1,5 0,0 0,7 1,8 14,0
Switzerland 11,0 4.5 - 1,4 3,0 4,0
Denmark 33 1,5 1,4 2.8 1,2 -
Poland - 1,4 0,7 3,0 -
Portugal 2,2 1,5 - - - -
Romania 1,5 1,4 - -
Slovakia 5,5 1,5 - 1,4 -

Other: Bulgaria, Cyprus, Estonia, Greece, Ireland, Iceland, Lithuania, Luxembourg, Latvia, Malta,
Norway, Russia, Sweden, Hungary, Turkey.

Source: Own research.

In the USA young consumers buy products from all categories. Almost half
of the e-consumers buying abroad (the French, Italians, Poles and the Portuguese)
in the USA buy computer and software. Books and multimedia are bought in the
USA by over 40% of the French and the Portuguese buying abroad, by almost eve-
ry fourth Pole and Romanian and less than 10% of Italians. On the other hand,
every second, Italian and Portuguese buying abroad, orders clothing and footwear
in the USA. The Portuguese buy the most in the USA among the remaining cate-
gories of products (Table 3).
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Table 3

Products bought on the Internet in the USA by e-consumers from selected European
countries (in%)

Item France | Poland | Portugal | Romania | Slovakia | Italy
Computers and software 53,7 50,0 50,0 23,9 21,6 48,1
Books nad multimedia 47,4 29,4 40,3 26,8 19,0 8,3
Clothing and shoes 28,3 20,0 52,3 242 31,0 52,6
Electronic and photo 34,9 15,4 448 15,5 20,4 10,0
Sport and tourism 17,6 29,4 38,9 5,6 21,2 26,7
Health and Beauty 26,7 22,2 48,6 16,1 25,7 -
Food - 14,3 50,0 15,0 - -

Regardless of the category of products, Poles, Italians and the Portuguese
constitute the highest percentage of shoppers doing shopping abroad who select
Great Britain for this purpose. The Portuguese buy computers and software more
frequently in Great Britain than other studied countries. Books and multimedia
are bought by Italians and Poles, clothing and footwear by Poles and Slovaks,
RTV and electronic equipment as well as products related to health and beauty by
Poles, sport and tourist products by Slovaks, and food by Italians (Table 4).

Table 4

Products bought on the Internet in Great Britain by e-consumers from selected European
countries (in%)

Item France | Poland | Portugal | Romania | Slovakia | Italy
Computers and Software 3,7 21,4 33,3 13,0 15,7 37,0
Books nad multimedia 21,1 52,9 47,2 26,8 38,1 58,3
Clothing and shoes 20,8 45,0 29,1 16,2 44 4 26,3
Electronic and photo 11,6 46,2 27,6 12,7 14,8 20,0
Sport and tourism 17,6 29,4 20,4 7.4 34,6 20,0
Health and Beauty 6,7 33,3 17,1 14,3 20,0 16,7
Food - 14,3 12,5 5,0 4,8 20,0

The most of Poles and Romanians buying abroad and the least of French peo-
ple do shopping on the Internet in Germany. Computers and software in Germa-
ny are bought by almost 40% of Romanians doing shopping abroad as well as by
every fourth Italian and Pole. RTV and photographic equipment in Germany are
bought by almost 40% of Romanians and almost every third Italian. Almost half
of Romanians doing shopping abroad buy food in Germany (Table 5).
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Table 5

Products bought on the Internet in Germany by e-consumers from selected European
countries (in%)

Item France | Poland | Portugal | Romania | Slovakia | Italy
Computers and Software 3,7 25,0 6,4 38,0 13,7 29,6
Books nad multimedia - 5,9 2,8 12,2 2,4 16,7
Clothing and shoes 3,8 17,5 4,7 242 4.8 5,3
Electronic and photo 4,7 7,7 34 38,0 11,1 30,0
Sport and tourism - 17,6 9,3 13,0 7,7 -
Health and Beauty - 22,2 5,7 14,3 8,6 16,7
Food - 14,3 - 45,0 9,5 -
Conclusion

The access to international markets, which is given by the Internet and open-
ness of young people to new technologies, innovations and marketing activities
taken up by many companies functioning in the field of e-commerce causes that
they are active e-consumers both at home and abroad. Young Europeans (which
was also confirmed by demonstrated research results) willingly buy in foreign
shops. The products most frequently bought abroad are: clothing and footwear, as
well as computer elements and software. Young consumers are not afraid of the
risk of Internet shopping abroad. Having positive experience in shopping in for-
eign shops and on Internet auctions, they willingly repeat their shopping. Young
Europeans are a very attractive market segment for European business®.

8 Complete research results of purchasing behaviour of e-consumers from selected European coun-
tries (containing the characteristics of e-consumers and their purchasing process, as well as prac-
tical implications) are presented in the book “E-consumer in Europe — a comparative analysis of
behaviour”. Onepress, Gliwice 2013.
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IN THE COUNTRY OR ABROAD? THE EUROPEANS
DOING SHOPPING - RESEARCH RESULTS

Summary

For many companies market is no more geographically limited. The European mar-
ket is united by a common demographic, economic and cultural trends. Consumers in Eu-
rope are generally characterized by a similar type and style of consumption. A group of
consumers who behave the most similarly, regardless of their country of origin, are young
buyers. The purpose of this article is to identify the places and countries where young
e-consumers, from selected European countries, do their online shopping (based on the re-
sults of international comparative research carried out in 2012 in six European countries
on a sample of 1800 people).

Keywords: e-commerce, consumer behaviour, international research
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THE IMPACT OF GLOBAL FACTORS
ON DEVELOPMENT OF GROUP - BUYING MODEL

Introduction

Progress in the field of the so-called new technologies that include microelec-
tronics, information and communication technology, nanotechnology, biotechnol-
ogy and genetic engineering is of a great importance in development of economy
globalisation. Applying new technologies in enterprises brought crucial techni-
cal and economic changes described as a paradigm change that consists in the
transition from the so-called model of mass production to the model of flexible
network-based specialisation and to development of knowledge-based economy'.
E-commerce development is the result of progress in the sphere of new technolo-
gies and is also manifested in the emergence of new business models.

Afuah and Tucci define business model as a method of enhancement and use
of resources adopted by the company for the purpose of providing the customers
with the offer of products and services the value of which is better than offer of
competitors but that ensures profitability for the company at the same time*. Ap-
propriately selected business model in the network is at present one of the most
important determinants of the company success. Types of business models applied
in the Internet are presented in Table 1.

' A. Zorska: Korporacje transnarodowe. Przemiany, oddzialywania, wyzwania. PWE, Warsaw

2007; J. Parysek: Globalizacja wspotczesnego swiata widziana z polskiej perspektywy. In: Prze-
strzen w polityce gospodarczej. Red. by J. Tarajkowski, L. Wojtasiewicz. PTPN, Poznan 2008,
pp- 637-660; Z. Chojnicki, T.L. Czyz: Aspekty regionalne gospodarki opartej na wiedzy w Polsce.
Bogucki, Poznan 2006.

A. Afuah, C. L. Tucci: Biznes internetowy. Strategie i modele. Oficyna Ekonomiczna, Cracow
2003, p. 20.
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Table 1

Types of business models applied in the Internet

Specification

Characteristics

“Brokerage model”

companies arrange a virtual meeting of the seller and the purchaser
and earn on brokerage on executed transactions

“Advertising model”

companies offer the users free services that are financed by adverti-
sements that the user watches while using the service Thus, compa-
nies earn from fees collected from advertisers

“Infomediary model”

consists in collecting information about consumers or companies
and delivering them (data sale), in analysed form, to companies

“Merchant model”

companies earn from online sale of products and services (online
trade). This can be realised in combination with traditional commer-
cial activity or only on the Internet

“Manufacturer model”

is a classical model with the use of Internet as the channel of dis-
tribution for the purpose of reaching the largest possible number of
customers with no agents involved

“Affiliate model”

consists in creation of networks of partners who are to place, on their
webpages, the links to partnership pages that offer products on the
Internet. Payments are obtained from commissions that are collected
from these entities if the consumer purchased a product reaching the
merchant thanks to the partner’s link

“Community model”

company carns thanks to strong loyalty of users towards virtual
community. Income may come from the sale of services (for ex-
ample ,,Flickr”), free contributions (for example ,,Wikipedia”) or
advertisements (a combination with advertising model)

“Subscription model”

the company earns on collection of payments for access to informa-
tion displayed on internet pages. The users pay periodical (monthly
or annual) fee for the use of service offer, for example newspaper
archives (,,Rzeczpospolita™)

,»Usage model”

the company calculates payments for actual use of internet services
(for example music selling services)

,.Content provider”

the company earns on creating the content and selling it to other
portals or services, for example ,,Gastronauci”

Source: http://antyweb.pl/modele-biznesowe-w-sieci/ (25.03.2012).

In literature we can also find Four Types of Dynamic Pricing Models for In-

ternet Marketplaces®:

1. Traditional auctions apply long-standing concepts associated with real world
auctions. These include: the single-item open-outcry ascending-price Eng-
lish auction; the single-item open-outcry descending-price Dutch auctions;

3 R.J. Kauffman, B. Wang: Bid Together, Buy Together: On the Efficacy of group-buying Busi-
ness Models In Internet-based Selling, The (R)evolution Goes Mobile. 5Sth Annual University
of Minnesota Electronic Commerce Conference, March 27-28, Carlson School of Management,
University of Minnesota, Minneapolis 2001, p. 3.
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the single -item first-price sealed-bid auction; the single item second-price
sealed-bid Vickrey auction the multiple-item, open-outcry call market; and
the open- and closed-bid, double auctions, in which both buyers and sellers
simultaneously update their bids and offers.

2. Non-traditional auctions apply variations on the auction approaches men-
tioned above. Examples include: reverse auctions, in which buyers either state
an interest in purchasing a sale item or a bundle of items and sellers indicate
their offers; 3-D auctions, in which price-quantity is supplemented by utility
reflecting willingness-to-trade; among others.

3. Price-reduction models enables buyers to obtain lower prices, but only based
on a preannounced time schedule for price drops from a higher starting price.
It operates without consideration given to the number of participants in the
marketplace. It is similar to Dutch auction.

4. Group-buying models enable buyers to obtain lower prices, as more people
indicate a willingness to buy from the Internet-based seller’s Web site. There
are two varieties, involving group-buying with a fixed time period to comple-
tion of an auction, and group-buying with a fixed price that is achieved only
when enough buyers participate.

It ought to be added that customers, who make purchases in a different
way, also change. Young people for whom the Internet is the element of every-
day life become active customers. They affect more and more the way in which
changes in business models of enterprises are shaped. In contemporary econ-
omies we can distinguish three types of customers who make purchases. They
are traditional customers (who do not make a purchase on the Internet), cyber-
consumers (who most often make a purchase on the internet) and mixed con-
sumers (hybrid customers who make purchases both on the Internet and in tra-
ditional shops).

Poland belongs to the group of European countries of the largest number of
Internet users. Therefore, Internet channel of distribution offers opportunities to
enterprises that can reach customers and sell their products directly to them. In-
ternet in Poland is still the most popular among young people - the network is
used by as much as 87% of people at 16 to 24 years of age. On the other hand,
the group of people at 55 years of age and more is represented by the smallest
number?.

Without any doubts, economic crisis is another very important global factor
influencing innovative business models. On 15th September 2008 the American
bank Lehman Brothers announced a spectacular bankruptcy. This event is consid-

4 https://gemius.com/files/Raport%20e-commerce.pdf.
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ered the beginning of the world financial crisis that has been still observed. It sig-
nificantly affected consumers’ behaviours all over the world>. Typical behaviours
of consumers in the period of economic crisis were identified in the works of Paul
Flatters and Michael Willmott®. Compare Table 2.

Table 2

Consumers’ behaviours in crisis situation

Specification

Characteristics

A demand for simplicity

during recession consumers are used to limited offers and they
tend to simplify their demand, so it is expected that after the crisis
consumers will continue to buy simpler offerings with greatest
value

Discretionary thrift

even rich people are economizing, although they do not have
to. They revealed their dissatisfaction with excess consumption.
They started to recycle, buy used goods and teach their children
simple and traditional values

Mercurial consumption

Today’s consumers are “agile” they act fast in response to price
change, and have the ability to switch brands looking for the lo-
west price sacrificing the quality and loyalty

Green consumerism

this trend has slowed down during the recession because people
are not willing to pay more for products that have close substitu-
tes for cheaper price. The demand for green, environment frien-
dly products has declined but it is anticipated to recover after the
recession

Ethical consumerism

people are less donating for charity, animal welfare etc., because
they are focusing on their families’ welfare. This trend is expected
to recover slowly after the recession

In the face of global “belt-tightening”, the idea of “smart shopping”, that is
clever and reasonable purchasing that also includes the use of discount vouchers,
is growing in popularity. In Poland involvement and aware, the so-called prosum-
er attitude to purchasing is becoming more and more popular. Polish people, espe-
cially in the face of financial crisis also notice the potential hidden in group buy-
ing that lets them buy easily and quickly products of daily use as well as products
and services that they could not normally afford without the discount.

5

P. Dobrzanski: Transmisja kryzysu amerykanskiego na gospodarki europejskie. www.biblioteka-

cyfrowa.pl/Content/35547/009.pdf.
¢ P. Flatters, M. Willmott: Understanding the Post-recession Consumer. ,,Harvard Business Re-
view” 2009, No. 7(8), pp. 106-112.
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1. Group buying as a new business model within e-commerce

“Group buying” or “social buying” is a business model characterised by
large popularity all over the world. Services that function within the framework
of group buying are different from traditional auction services or online shops in
many ways. Group buying is targeted towards consumers with low individual bar-
gaining power allowing them to aggregate, or pool, their purchase volume togeth-
er and drive quantity discounts from the merchants’. The operators of group-buy-
ing websites tried to aggregate disparate buyers via the Web by providing them
with price-based incentives for volume purchases, through this transaction mode,
so both customers and sellers were better off®.

Offers of particular companies are located on webpages of a specific group
service for a definite period of time (often for several hours), during which cus-
tomers purchase vouchers for the particular offer. In order to make the purchase,
the customer has to log in on the service webpage and then select the ,,buy now”
option and make the payment (on the Internet, with the use of credit card or by di-
rect money transfer from a bank account). After the offer is finalised positively,
a voucher is sent to the provided e-mail address. It ought to be printed and then
the purchase ought to be realised. Internet users have the opportunity not only to
get cheaper offers but also to get acquainted with companies they might have nev-
er reached if they had not known about the offer. Group — buying provides ben-
efits not only to individual consumers. The possibility to sell an offer but also to
promote a particular product or service is a chance for a lot of enterprises. This al-
lows to acquire a regular customer who, while being pleased with the purchase,
will feel related to the company and in the future will make purchases at stand-
ard prices’.

Creation of the so-called aggregates that let customers view appropriate of-
fers available on various portals of group buying is a little different business mod-
el associated with group buying. For consumers, group buying is an opportuni-
ty to make use of an offer that is interesting from the point of view of the price,

7 K.S. Anand, R. Aron: Group Buying on the Web: A Comparison of Price- Discovery Mechani-
sms’. ,,Management Science” 2003, No. 49(11), pp. 1546-1562.

8 S.T. Yuan, Y.H. Lin: Credit Based Group Negotiation for Aggregate Sell/Buy in E-market. “Elec-
tronic Commerce Research and Application” 2004, No. 3(1), pp. 4-94.

° More on the subject of use of group buying in business activity of enterprises in: K. Bilinska-Re-
format, B. Reformat: Group Buying as a Source of Competitive Advantage of Polish Small and
Medium-Sized Enterprises. Proceedings of the 11" Annual Conference on Marketing and Busi-
ness Strategies for Central & Eastern Europe, 2011, Vienna, Austria, Ed. P. Chadraba, DePaul
University Chicago, Reiner Springer, Wirtschaftsuniversitaet Wien.



174 Katarzyna Bilinska-Reformat

and for companies it is a marketing tool of a broad promotional use. They allow
to achieve the target associated with increasing the customers’ awareness in the
sphere of a company existence on market.

The first group buying service, “Gruper” occurred in Poland in February
2010. A little later “Citedeal” was started. Later, it was taken over by “Groupon”.
With their occurrence on market, the indicated services gave rise to the whole
business related to offering group buying to customers. “Gruper” has become the
most powerful competitor for “Groupon”. On the grounds of research performed
by the author, we can present popularity of group services among Internet users

(Table 3)'°,
Table 3

Buying services of strong relationships with Internet users (N=500)

Specification Rate of customers deglaring the wjll of further use
of the buying service (in %)
Groupon 65
Gruper 60
My deal 53
Citeam 46
Fastdeal.pl 8,7
Cuppon.pl 7,1
Okazik.pl 21,6
Getdealtoday 34

Similar results of research were presented in the report on group buying. The
most popular services include Groupon, Gruper and Citeam!'. It ought to be add-
ed that results of studies can be different because the market of group buying in
Poland is rapidly changing.

Services differ with respect to commissions collected from the companies
that cooperate with them. The highest, 50-per cent commission is collected by
“Groupon” and “Gruper”, other storefronts collect a little smaller commission
(“Mydeal” — 30%, “Fastdeal” from 20% to 40%, “Citeam” — 10%)'2. We can state

1% The respondents were asked what buying service they would have chosen if they had had to limit

themselves to only one of them. It was assumed that responses to this questions would allow to

decide which services the respondents felt most related to.

www.ekomercyjnie.pl/najpopularniejsze-witryny-e-commerce-w-polsce-maj-2012.

12 http://interaktywnie.com/biznes/artykuly/e-commerce/rynek-polskich-zakupow-grupowych-gro-
upon-ma-najwiecej-znizek-21354.

11
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that understanding group buying as a business model is growing. Customers make
decisions about the choice of buying service and particular companies in a more
and more aware way. They compare offers of group services, which becomes
a motivation to present truly competitive offers.

It is worth mentioning that group buying is entering the phase of maturity.
The beginning of business activity was in fact for a lot of services the period of
formation and testing of the new market. This required creation of new solutions
and establishment of teams and trainings for specialists. In the initial period of ac-
tivity of buying services it was also necessary to determine standards for the busi-
ness line. A totally new sphere of e-commerce that group buying was still not long
ago, required formation of own tools and rules of activity.

At present buying services have experience and knowledge at their dispos-
al which allows for making aware decisions. They also have resources that ensure
stability of functioning and allow for professional service for customers and part-
ners. Market maturity is also proved by growing interest of strategic investors and
private equity funds in companies that provide services of group sale. On the oth-
er hand, involvement of funds of venture capital type is decreasing. Stable devel-
opment of the business line and relative independence of possible disturbances on
economic markets make group buying an attractive area for capital investment.

Entrepreneurs’ interest in cooperation with group buying portals is also grow-
ing. Using group buying portals is inscribed in development strategy of compa-
nies. Group buying is more and more frequently perceived by entrepreneurs as ef-
fective promotional tool that is successful in the process of establishment of brand
awareness, formation of databases of customers and acquisition of participants in
loyalty programs etc. Interest of large enterprises, like for example financial, cul-
tural and insurance institutions as well as representatives of medical business or
property development business in this form of promotion is also growing'’. Sale
of offers by means of group buying service is often treated by these enterprises as
an element of more extensive campaigns of nationwide or local scope.

Enterprises start to understand that group buying brings measurable profits
and guarantees acquisition of new, loyal customers. This is confirmed by research
of Foresee Results company that was performed on a group of 10 000 respondents
(published in March 2012 in Great Britain). 44% users of group buying portals used
services of a particular company also after the promotion had been finished'.

13 There are a lot of companies that successfully applied group buying in their activity, for example

“Wesole miasteczko” in Chorzéw, Dom Muzyki i Tanca in Zabrze, numerous hotels (that sell
vacant rooms), etc.
http://www.ecommerce.edu.pl/wiadomosci/prasa/do-40-wzrostu-w-zakupach-grupowych-w-
europie.html.
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2. Consumers’ preferences as the basis for changes in business
models of buying services

For the purpose of identifying the factors that influence popularity of group
buying services a list of 24 features characterising a friendly buying service was
used in research’®. The respondents assessed them on the scale from 1 to 5 where 1
means the least important. These qualities, together with calculated average notes
are presented in Table 4.

Table 4
List of 24 features of ,,friendly” buying services and their average notes
Symbol Feature of “friendly” group buying service A;e()rtige
Wi Wide offer (both services as well as material products) 4,485
W2 | Easy access to service 4,605
W3 | Fast settlement of a complaint 3,790
W4 | Simplicity to make the on-line payment 4,189
W5 Safe purchase guarantee 4,017
W6 | Clear information about the offer 3,991
W7 | High level of price discounts on offers 4,157
W8 | Frequent promotions 4,108
W9 | Availability of brand goods 4,266
W10 |Easy access to a service consultant 3,155
W11 | Possibility to buy 24 hours a day 3,946
W12 |No “technical” breaks 3,132
W13 | Certainty of positive settlement of a complaint 4,561
W14 | Possibility to ,,earn” on promoting the service 3,371
W15 | Competent service employees 3,113
W16 | Special offers (very high discounts on offer) 3,379
W17 | Good opinions of other Internet users about the service 3,470
W18 | No payment for joining the service 3,199
W19 | Possibility to compare the offers according to selected criterion 3,418
W20 |Large selection of favourite brands 4,304
W21 | Purchase convenience 3,625
W22 | Speed of obtaining information about the service offer 3,235
W23 | No spatial limitations 3,045
W24 | Benefits offered 3,195

'3 On the subject of research concerning the factors that shape relationships of buying services
with Internet users in: K. Bilinska-Reformat, B. Reformat: Relationship Determinants on Group-
buying Markets — Polish Case — 12th International Conference Marketing Trends Paris, January
17th-19th 2013.
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The analysis of major components was applied in order to identify determi-
nants that make the Internet users consider a particular service friendly. Kaiser-
Mayer-Olkin and Bartlett’s test were the following: KMO measure of sampling
adequacy = 0.916, Bartlett’s globosity test = 9086,075, significance p = 0.000,
which, at probability very close to one, allows to reject the hypothesis about same-
ness of correlation matrix. Four groups of factors are distinguished there.

The first factor is associated with the range and characteristic features of of-
fers of a particular buying service. Therefore we can identify it with the quality
of offered services, clarity of information about these services, kinds of offered
brands and availability of information about profits resulting from buying an of-
fer (for example how much we can save thanks to the offer). It is the most im-
portant determinant establishing positive relationships with a buying service. It is
clear here that buying services should undertake activities aiming at expansion of
their offer and at clarity, including timeliness of information presented on serv-
ice web page.

The second factor is associated with security of purchase in the service. It is
the factor almost equally important as the service offer. Internet users are interest-
ed in guarantee of safe purchase, ability to make possible complaints and they are
guided by opinions about group services presented by other users. Therefore, the
suggestion about the necessity of appropriate selection of companies that cooper-
ate with the service might be an important conclusion here.

Purchase convenience is the third factor determining establishment of posi-
tive relationships with buying service. It includes such components as: the possi-
bility of unlimited access to service, simplicity of entering the service web page
and no technical breaks. The suggestion related to development of information
technology solutions in the way that they might minimise inconveniences associ-
ated with the access to service is the conclusion for group services. For example,
we can recommend placing advertisements of these services on pages visited by
the target group (for example advertisements on the Facebook, Onet, etc.). This
will ensure easier access to the service and in this way it will increase the comfort
for the Internet user.

The factor associated with pricing conditions is the next factor. Customers of
buying services pay a lot of attention to the level of offered discounts and promo-
tional activities of services. Such factors as no payments for joining the service,
obtaining additional material benefits for offer recommendation are less impor-
tant. So the fact that material benefits are not the most important is the conclusion
for the services.
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Conclusion

Summing up, we have to add that the subject area undertaken in this paper
is only an introduction to a broader discussion on studies related to the market of
group buying that has been rapidly growing in Poland. Group buying business
will certainly be affected by changes in the sphere of takeover, consolidation and
verification of business models. In Europe, about 600 companies operate in the
sphere of group buying and new entities are occurring all the time. According to
statistics prepared by DD Summit Europe organisers'® only in Europe, there were
over 200 group buying portals started on the turn of 2011 and 2012. Yipit.com
service informs that in 2011 as many as 170 services finished their business activ-
ity. According to experts, smaller entities that are unable to reach appropriate scale
of business are going to withdraw from the business. Within the next few years
European group buying market may expect further growth. Representatives of the
strongest group buying portals predict that the value of their business shall grow
in the nearest future by several dozen per cent. Predictions of the strongest players
in Europe assume even 40% growth'’. Users’ database, as well as the number and
value of transactions executed by group buying services all over Europe has been
constantly growing. The largest potential of further development is observed in
markets of East-Central and Eastern Europe which is associated development po-
tential of the countries in these regions in the sphere of e-commerce. Group buy-
ing models have also been changing. This is probably affected by the fact of enter-
ing market maturity phase, and thereby, the growth in competition and customers’
demands. In business models, group buying services take into account preferenc-
es of purchasers related to commercial offer.

The paper assumes the thesis that development of group buying is brought by
occurrence of global factors. The occurrence of group buying model and its dy-
namic development was mainly caused by the occurrence of global economic cri-
sis that resulted in changes in customers’ behaviour. At present, group buying is in
maturity phase in Poland and competition between particular services is growing.
Because of that, it is necessary to recognise preferences of customers of services
that become the basis for changes in models in their activity.

' Here we refer to the first European conference concerning only group buying that took place in
March 2012 in London http://lanyrd.com/2012/dd-summit-europe/dostep.

7 The statement by Esra Sertoglu, CEO Grupanya, the representative of the leading group buying
service in Turkey http://lanyrd.com/2012/dd-summit-europe/dostep.
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THE IMPACT OF GLOBAL FACTORS ON DEVELOPMENT
OF GROUP - BUYING MODEL

Summary

Group — buying is a relatively new form of online selling, that has been rapidly grow-
ing all over the world. In Poland the first Internet group — buying services occurred in 2010
and their popularity has still been growing. The purpose of the paper is to present glo-
bal factors that stimulate development of group buying model. Customers’ behaviour de-
pends on many factors, including global factors connected with global crisis and chang-
es in customer behaviour. These factors make customers search for attractive and cheap
offers. Group - buying provides them with such a possibility. The aim of the paper is to
show the dynamics of development of that e-commerce model of selling by Internet. The
aim is also to show the changes that take place in the structure of group - buying market.
In the paper the business model of group — buying and its development in Poland is char-
acterised. Also, the global factors that make the group-buying services attractive for cus-
tomers are presented.

Keywords: e-commerce, new business models, group buying
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THE FREQUENCY OF USE OF MEDIA
SERVICES BY POLES IN LEISURE TIME

Introduction

One of the most popular forms of spending leisure time and means of enter-
tainment is the use of mass media. Additionally, mass media also allow to arrange
other forms of spending free time. They primarily include the press, radio, televi-
sion and the Internet. The role that they play can be informational, phatic and es-
capist. Media services help people fulfil the need for knowledge about their clos-
er and wider environment, the need for learning and the need for interests. Media
are perceived as a substitute of company and closeness (the phatic function), they
also enable the escape from our own life and problems, provide entertainment and
relaxation, give a sense of emotional relief (the escapist function)!. Pursuant to
the Act of 27 November 2012 amending Law on Broadcasting, a media service
is a service provided as a programme or an on-demand audiovisual media service
which is under the editorial responsibility of its provider and the principal purpose
of which is the provision of programmes in order to inform, entertain or educate,
to the general public by electronic communications networks?.

For many years, one of the most popular forms of spending free time has
been television®. During the project “The leisure-time services market in Poland
towards 20257, financed by the National Science Centre based on the decision no.
N N112 257239 allocating funds to the author, the question was raised how fre-

' http://pentor-arch .tnsglobal.pl/17570.xml (viewed on 30.01.2013).

2 Act of 27 November 2012 amending Law on Broadcasting item. 1315.

3 Cf. Budzet czasu ludnosci 1996, Departament Warunkow Zycia, GUS, Warszawa 1998. Budzet
czasu ludnosci 1VI1.2003-31.V.2004, Departament Statystyki Spotecznej, GUS, Warszawa 2005;
Co Polacy robig w czasie wolnym. Survey report, CBOS, Warszawa, August 2006; Czas wolny
Polakow. Survey report, CBOS, Warszawa, October 2010.
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quently the Poles, apart from watching television, also listen to the radio, read the
press or use the Internet, so, generally speaking, use media services. In an attempt
to answer this question, a nationwide survey was conducted, using the interview
technique, among 600 adult consumers. The survey was carried out in 6 provinc-
es (Dolnoslaskie, Matopolskie, Mazowieckie, Slaskie, Wielkopolskie, Zachodni-
opomorskie) in 2012. The sample comprised women and men in equal number
and 120 respondents in each age group (20-24, 25-34, 35-44, 45-55 and more than
55 years of age). The main aim of the paper is to describe the frequency of use of
media services in leisure time by Poles.

1. Preferred forms of spending leisure time

The introduction to the survey contained questions on the forms of spending
free time. Most frequently, respondents answered that they watched television or
used the Internet. The first five choices also included reading the press and books.
Accordingly, without giving in-depth consideration to the frequency of use, it was
established that the respondents used media services in leisure time. More than 64%
(men slightly more often) declared that they watched television programmes in their
leisure time. More than 57% of the respondents used the Internet. The difference
between men and women who declared this form of spending free time was 6 per-
centage points. Leisure time was also the time when respondents met their fami-
ly and friends. This form was chosen by almost the half of respondents (47.5%) —
women significantly more often than men. As for other forms of spending leisure
time, women declared more often than men that they read the press and books, took
walks, worked in the garden, went out to restaurants or cafes (Table 1).

Table 1
The most frequent forms of spending leisure time (in %)
' ' Sample Respondents
Specification total according to the gender
women men
1 2 3 4

Watching television 64.3 63.3 65.3
Using the Internet 57.2 54.0 60.3
Meeting family and friends 47.5 51.7 43.3
Reading books 39.5 48.3 30.7
Reading the press 323 37.3 27.3
Taking a walk 29.2 34.3 24.0
Working in a garden/on a plot 21.8 22.7 21.0
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Table 1 contd.

1 2 3 4
Cycling 20.7 18.7 22.7
Sleeping 17.5 16.7 18.3
Going out to the cinema / theatre / etc. 16.8 17.0 16.7
Going out to a restaurant / cafe / etc. 13.3 14.0 12.7
Going to a swimming pool/fitness club/etc 12.3 11.0 13.7
Going away for trips 11.8 11.3 12.3
Hobby 4.8 3.0 6.7
Attending sports competitions 33 1.3 5.3
Other 2.7 2.7 2.7

The analysis of the most frequent forms of spending leisure time according
to the age of respondents shows that the respondents aged more than 45 watched
television more frequently than the younger ones. The younger respondents chose
the Internet. More than 88% of those less than 24 years of age used the Internet
in their leisure time compared with 18.3% in the group of 55+. The respondents
aged 20 to 24 declared more often than the older ones that their preferred forms of
spending leisure time were meeting friends, cycling, sleeping, using cultural serv-
ices, eating out, and going away for trips.

Apart from watching television, the respondents who were 50 or more years
of age liked reading the press and books, taking walks and working in the garden.
It was observed that an increase in the age corresponded to a decreasing activity of
the respondents relating to the use of the Internet, meeting friends, using cultural
services and going away for trips. A reverse situation — an increase in a number of
the respondents declaring a preference for a particular form of spending free time
corresponding with an increase in their age — was reported with regard to reading
the press, taking walks and working in the garden (Table 2).

Table 2
The most frequent forms of spending leisure time (in %)
Respondents according to age
Specification 55
20-24 25-34 35-44 45-54
and more

1 2 3 4 5 6
Watching television 44.2 58.3 61.7 80.0 77.5
Using the Internet 88.3 74.2 57.5 47.5 18.3
Meeting family and friends 67.5 55.0 50.0 36.7 28.3
Reading books 37.5 40.8 36.7 37.5 45.0
Reading the press 16.7 25.0 30.0 39.2 50.8
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Table 2 contd.
1 2 3 4 5 6

Taking a walk 25.0 25.0 25.0 32.5 38.3
Working in a garden/on a plot 4.2 11.7 29.2 30.8 333
Cycling 25.8 21.7 233 18.3 14.2
Sleeping 25.8 13.3 15.0 17.5 15.8
Going out to the cinema / theatre / etc. 27.5 22.5 17.5 9.2 7.5
Going out to a restaurant / cafe / etc. 19.2 13.3 18.3 14.2 1.7
Going to a swimming pool / fitness club| 15.8 15.0 15.8 10.0 5.0
Going away for trips 14.2 14.2 13.3 11.7 5.8
Hobby 5.8 5.0 3.3 5.0 5.0
Attending sports competitions 33 6.7 4.2 0.8 1.7
Other 2.5 3.3 4.2 1.7 1.7

2. The frequency of use of media services

As already established, watching television is the most frequent form of
spending leisure time. The figures showed that more than 70% of the respondents
watched television everyday. Listening to the radio or using the Internet was de-
clared by 62% of the respondents. Printed press was read by the respondents a few
times in a week most frequently (36.2%). About 28% of the respondents declared
that they read printed press everyday. The sample also included respondents who
did not use media services in their leisure time. The study showed that almost 15%
did not use the Internet, 4.5% did not watch television, 7.7% did not listen to the
radio and 8.5% did not read printed press in their leisure time (Table 3). The ba-
sic reason for not using media services was given as not having the need for those
services. It was declared by 60% of the respondents who did not use the Internet,
37% of those who did not watch television, almost 70% of those not listening to
the radio and almost 72% of those not reading printed press.

Table 3
The frequency of use of media services in leisure time (%)
Specification Internet Television Radio Printed press
Everyday 62.2 70.5 62.5 27.8
A few times a week 16.0 17.5 19.5 36.2
Once a week 4.2 33 5.3 18.5
Once a month 1.5 2.2 1.7 5.7
More seldom 1.5 2.0 3.3 3.3
I do not use 14.7 4.5 7.7 8.5
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Men more often than women used the Internet everyday (64.3% compared
with 60%), whereas women tended to choose television (71.7% to 69.3%), the ra-
dio (68% to 57%) and printed press (31.3% to 24.3%). It was also women who
most often declared that they did not use the Internet at all (16% to 13.3%), where-
as men most often declared not to watch television (5.3% to 3.7%), listen to the ra-
dio (9.3% to 6%) or read printed press (10.3% to 6.7%) at all — Table 4.

The respondents who were in a relationship tended to watch television (74.6%
to 62.8%), listen to the radio (65.4% to 57%) and read printed press (29.5% to
24.6%) more often than the single ones. Single respondents used the Internet eve-
ryday more frequently than those in a relationship (72% to 57%).

Table 4
The frequency of use of media services in leisure time according to gender respondents’
(in %)
Specification Internet Television Radio Printed press
F M F M F M F M
Everyday 60.0 64.3 71.7 69.3 68.0 5.7 31.3 243
A few times a week 16.7 15.3 16.7 18.3 16.3 22.7 37.0 353
Once a week 4.3 4.0 3.7 3.0 5.0 5.7 19.0 18.0
Once a month 2.0 1.0 1.0 33 1.3 2.0 33 8.0
More seldom 1.0 2.0 33 0.7 33 33 2.7 4.0
1 do not use 16.0 13.3 3.7 5.3 6.0 9.3 6.7 10.3
F — Women
M — Men

Analysing the number of people who did not use those services, almost the
same number of the respondents who were single and remained in a relationship
declared not to use the Internet (nearly 15%). The other services that were ana-
lysed were not used by single respondents more often (Table 5).

Table 5

The frequency of use of media services in leisure time, according to marital status
respondents’ (in %)

Specification Internet Television Radio Printed press
R S R S R S R S

Everyday 57.0 72.0 74.6 62.8 65.4 57.0 29.5 24.6
A few times a week 19.3 9.7 16.8 18.8 19.8 18.8 39.2 30.4
Once a week 4.6 34 1.8 6.3 4.1 7.7 16.8 21.7
Once a month 2.3 - 1.5 3.4 1.5 1.9 4.8 7.2
More seldom 2.0 0.5 1.8 2.4 2.3 5.3 2.5 4.8
I do not use 14.8 14.5 3.6 6.3 6.9 9.2 7.1 11.1

R —in a relationship
S —not in a relationship (single)
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The analysis of the respondent participation in the labour market showed that
the respondent who were not involved in the labour market used the Internet only
marginally more often (63.4% to 61.6%). The respondents participating in the la-
bour market more often declared to watch television (71.9% to 67.2%), listen to
the radio (67.6% to 50.8%) and read printed press (30.3% to 22.4%) everyday.
Almost one person in four not involved in the labour market (mainly pensioners)
did not use the Internet at all. In the group of respondents involved in the labour
market, 12% did not listen to the radio at all and almost 11% did not read printed
press (Table 6).

Table 6

The frequency of use of media services in leisure time, according to labour market
participation respondents’ (in %)

Specification Internet Television Radio Printed press
P N P N P N P N

Everyday 61.6 63.4 71.9 67.2 67.6 50.8 30.2 224
A few times a week 19.4 8.2 17.3 18.0 18.0 23.0 36.0 36.6
Once a week 4.8 2.7 2.6 4.9 4.6 7.1 18.2 19.1
Once a month 22 - 1.7 33 1.2 2.7 4.8 7.7
More seldom 1.7 1.1 2.4 1.1 29 4.4 34 33
I do not use 10.3 24.6 4.1 5.5 5.8 12.0 7.4 10.9

P — participating in the labour market
N — not participating in the labour market

The analysis of the frequency of use of media services according to the age
of respondents showed that an increasing age reduced the respondents’ activity on
the Internet. Based on the respondents’ choices, 95.8% of respondents aged 20-
24 and only 21.7% of respondents aged 55+ used the Internet everyday. It is also
notable that the youngest respondents used the Internet everyday or a few times
a week. Moreover, this group did not have respondents who did not use the Inter-
net in their leisure time at all, while one in two respondents in the group 55+ de-
clared that they did not use the Internet (Table 7).

The opposite tendency, i.e. an increase in age corresponding with an in-
creased frequency of a particular activity, was observed with regard to televi-
sion. Based on the respondents’ declarations, 56.7% of respondents in the 20-24
group and 83.3% in the 55+ group watched television everyday. In the same sam-
ple, 13.3% watched television a few times a week and only 3.3% did not watch it
at all (Table 8).
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Table 7
The frequency of Internet use, according to age respondents’ (in %)
. . Respondents by age
Specification 20-24 2534 3544 | 4554 | 55 and more
Everyday 95.8 85.0 63.3 45.0 21.7
A few times a week 4.2 10.0 24.2 28.3 13.3
Once a week - 33 4.2 5.8 7.5
Once a month - - 2.5 0.8 4.2
More seldom - - 1.7 2.5 33
I do not use - 1.7 4.2 17.5 50.0
Table 8
The frequency of television use, according to age respondents’ (in %)
. . Respondents by age
Specification 20-24 2534 3544 | 4554 | 55 and more

Everyday 56.7 60.8 66.7 85.0 83.3
A few times a week 25.0 17.5 20.0 11.7 13.3
Once a week 6.7 6.7 1.7 1.7 -
Once a month 4.2 1.7 5.0 - -
More seldom 2.5 5.0 2.5 - -
1 do not use 5.0 8.3 4.2 1.7 3.3

In leisure time, respondents also tended to choose to listen to the radio. More
than half of all respondents listened to the radio everyday, especially in the 45-54
age group (70%). In the 55+ group, 65% of respondents listened to the radio eve-
ryday, but this group also had the highest number of people who did not listen to
the radio in their leisure time (14.2%) — Table 9.

Table 9
The frequency of radio use, according to age respondents’ (in %)
. . Respondents by age
Specification 2024 2534 3544 4554 | 55 and more
Everyday 50.8 58.3 68.3 70.0 65.0
A few times a week 26.7 25.0 15.8 15.0 15.0
Once a week 8.3 5.0 5.0 5.8 2.5
Once a month 0.8 42 2.5 - 0.8
More seldom 6.7 2.5 2.5 2.5 2.5
1 do not use 6.7 5.0 5.8 6.7 14.2

The same tendency was observed for printed press. 13.3% of the youngest
respondents and 38.3% of the oldest respondents declared that they read printed
press everyday. Based on their choices, we can see that the respondents in the 55+
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group read the press everyday, while the remaining respondents read newspapers
and magazines a few times a week. The most respondents who declared that they
did not read the press at all were up to 24 years of age (Table 10).

Table 10
The frequency of printed press use according to age respondents’ (in %)
. . Respondents by age
Specification 20-24 25-34 35-44 45-54 | 55 and more
Everyday 13.3 25.0 26.7 35.8 38.3
A few times a week 333 32.5 44.2 35.0 35.8
Once a week 26.7 25.0 11.7 19.2 10.0
Once a month 10.8 6.7 5.8 1.7 33
More seldom 4.2 5.0 33 1.7 2.5
I do not use 11.7 5.8 8.3 6.7 10.0

3. Reasons for the use of media services

The survey conducted by the Department of Markets and Consumption, the
University of Economics in Katowice, showed that television was watched both
for information on political, economic, social, and sports events and for entertain-
ment. Films, including serials, were very popular and TVN was the station which
was watched the most frequently. One in two respondents watched the public te-
levision (TVP1, TVP2 and TVP Info), while almost one in three — Polsat. The pro-
grammes provided by the respondents listed also Discovery, Canal+, Eurosport,
National Geographic. Similarly, the radio was listened for information. More than
half of the respondents listened to music on the radio. They also declared that they
listened to the radio for pleasure or entertainment. The most frequently used sta-
tion was Radio Zet, followed by Eska, PR3 — Trojka, PR1 — Jedynka, and Plane-
ta. The respondents’ choices indicated that the press was read for information,
entertainment and education. People looked for curiosities, advice and advertise-
ments. The survey showed that the most popular newspaper was Gazeta Wyborc-
za. One in four respondents read Dziennik Zachodni, one in five — women maga-
zines such as Twoj Styl, Glamour, Zycie na Gorgco, Joy, Tina, Cosmopolitan, Pani
Domu, Poradnik Domowy, Dobre Rady, Przyjaciotka, Swiat Kobiety, Party. Res-
pondents also often read Newsweek and Metro. Nearly one in ten read Rzeczpos-
polita. Other press titles included Dziennik Gazeta Prawna, Angora, Wprost, Fakt,
Polityka, Sport, Forbes, Fokus.
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The author’s research showed that the main reason for using the Internet in
leisure time was reading the news (72.5%). One in two respondents used social
networking sites. The Internet was also used to listen to music and contact friends.
One in three respondents used the Internet to pursue his interests, while one in
four — to watch films and YouTube clips. Women, more often than men, tended to
use the Internet to stay in touch with friends, pursue their interests, watch serials,
visit interesting places around the world and learn online. Men, on the contrary,
used the internet more often to listen to music, watch films and YouTube clips and
play games online (Table 11).

Respondents in the group below 24 years of age tended to use the Internet
more often than older respondents for such purposes as using social networking
sites, listening to music, watching films on YouTube, watching serials, playing ga-
mes online and reading e-books. On the other hand, respondents aged 45 or more
used the Internet to pursue their interests, watch interesting places in the world
and follow the news (Table 12).

Table 11
Reasons for the Internet use (in %)

Specifcaton Joal | Respondent by gender
Reading news/information 72.5 71.2 73.8
Using social networking sites 50.4 50.0 50.8
Listening to music 43.7 40.0 47.3
Staying in touch with friends 37.5 47.6 27.7
Pursuing interests 33.0 34.8 31.2
Watching films 25.9 22.0 29.7
Watching YouTube clips 253 17.2 332
Visiting interesting places in the world 14.2 15.2 133
Watching serials 14.0 17.2 10.9
Playing games online 13.4 10.8 16.0
Watching the news 13.0 12.8 13.3
Learning online 43 5.2 3.5
Reading e-books 2.4 24 23
Watching museum artefacts 0.8 0.4 1.2
Other 7.7 8.8 6.6
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Table 12
Reasons for the Internet use in leisure time, according to age respondents’ (in %)
Respondents by age
Specification 2024 | 2534 | 3544 | 4554 | SO and
more
Reading news/information 55.5 69.8 76.2 85.7 82.8
Using social networking sites 78.2 62.9 443 29.6 15.5
Listening to music 77.3 56.9 28.7 24.5 10.3
Staying in touch with friends 43.7 46.6 34.8 31.6 22.4
Pursuing interests 30.3 27.6 27.0 43.9 43.1
Watching films 35.3 37.9 21.7 16.3 6.9
Watching YouTube clips 41.2 37.1 19.1 11.2 5.2
Visiting interesting places in the world 7.6 7.8 14.8 26.5 19.0
Watching serials 30.3 15.5 8.7 7.1 -
Playing games online 16.0 13.8 12.2 133 10.3
Watching the news 5.0 9.5 15.7 16.3 259
Learning online 4.2 6.9 6.1 1.0 1.7
Reading e-books 4.2 1.7 1.7 3.1 -
Watching museum artefacts 0.8 - - 1.0 34
Other 5.9 6.9 9.6 7.1 10.3
Conclusion

The use of media services is the most popular form of spending leisure time.
For years, watching television has been the first choice for a great number of peo-
ple. The survey showed that more than 70% of respondents watched television
everyday. More than 62% declared that they listened to the radio or used the In-
ternet everyday. Newspapers and magazines were read a few times a week most
frequently (36.2%).

During the survey, respondents were also asked which leisure time services
were, in their opinion, indispensible in free time. Internet services were ranked
first (64.2%), followed by television (62.8%). It is notable, however, that 91.5%
of the youngest respondents chose Internet services compared with 26.7% of the
older respondents. The latter ones definitely preferred watching television (76.7%
compared with 48.7% of the youngest respondents). 36% of respondents conside-
red the radio as an indispensible element of their leisure time, while 33.8% chose
the printed press (mainly older respondents).
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THE FREQUENCY OF USE OF MEDIA SERVICES
BY POLES IN LEISURE TIME

Summary

The paper presents the results of the field research, conducted using the interview
technique, among 600 residents of Poland. The study was financed by the National Scien-
ce Centre based on the decision no. N N112 257239 allocating funds for the project “The
leisure-time services market in Poland towards 2025”. The paper discusses the frequency
of use of the Internet, television, radio and printed press in leisure time. It also looks into
the reasons for using and not using media services in leisure time.

Keywords: leisure time, media services
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LES SOURCES D’INFORMATION SUR
L’OFFRE DE PRODUITS SUR INTERNET
POUR LE E-CONSOMMATEUR EUROPEEN.
RESULTATS DE RECHERCHE

Introduction

Le XXI siecle est le siecle de la société informatique, et d’Internet qui, pour
le consommateur, est devenu un moyen d’acquisition et d’échange d’informations
sur I’offre de produits et sur I’achat de produits et de services divers. Pour les en-
treprises fonctionnant en réseau il est de plus en plus important d’acquérir des
connaissances sur les sources d’information sur I’offre de produits pour gérer cor-
rectement leur stratégie de communication'.

Internet a révolutionné la prise de décision. Il est utilisé, de plus en plus, pour
la recherche et la comparaison d’offres de produits et de caractéristiques de pro-
duits, parce qu’il facilite pour les consommateurs, que I’on peut appeler les e-con-
sommateurs?, la prise de décision d’achat de produits particuliers. Internet comme
source d’informations sur I’offre de produits est de plus en plus souvent utilisé par
les e-consommateurs de différents pays européens, ce que I’on observe a travers

! Les entreprises fonctionnant sur Internet peuvent mener deux types de stratégie de communi-

cation: globale (unifiée parce qu’utilisant des instruments et des messages de communication
standardisés) ou locale (impliquant I’utilisation d’activités diverses de la communications sur
différents marchés nationaux). Voir plus: Komunikacja miedzykulturowa w integrujqcej si¢ Euro-
pie — aspekty metodyczne, wyniki badan. Red. K. Karcz. Wydawnictwo Akademii Ekonomicznej,
Katowice 2004, pp. 85-86.

Le e-consommateur est défini comme «une personne physique qui se manifeste et répond aux
besoins des biens et des services achetés sur Internet». M. Jaciow, R. Wolny: Polski e-konsument.
Typologia, zachowania. Helion, Gliwice 2011, p. 10; B. Kolny, M. Kucia, A. Stolecka: Produkty
i marki w opinii e-konsumentow. Helion, Gliwice 2011, p. 11.
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I’augmentation du nombre de forums professionnels, de sites www des fabricants,
du nombre de publicités placées dans le réseau ainsi que de I’intensification des
activités de marketing dans le domaine de la communication des entreprises®.

Identifier la fagon d’obtenir des informations sur Internet dans certains pays
européens a ¢té possible grace aux recherches internationales directes réalisées en
2012 dans le cadre d’un projet intitulé «E-consommateurs en Europe — analyse
comparative de comportements» (ces recherches ont été financées par Le Centre
National de la Science)*. L’étude montre que les e-consommateurs dans les pays
européens (France, Pologne, Portugal, Roumanie, Slovaquie, Italie) peuvent étre
considérés comme un groupe homogeéne en prenant en compte le critére d’obten-
tion des informations. Les résultats des études ont confirmé qu’ils recherchent des
informations en ligne d’une maniére similaire. Ils contactent de la méme manie-
re les représentants des entreprises avant d’acheter. Ce qui est semblable pour les
e-consommateurs (indépendamment du pays d’origine) c’est I’objet des informa-
tions recherchés et comparées et des sources d’information sur 1’offre (notam-
ment: fabricants des secteurs de I’habillement, de la chaussure, de I’informatique,
de I’électronique, de la santé et de la beauté, de 1’alimentation)’.

Au vu des résultats de recherches, on a tent¢ de répondre a la question de sa-
voir si I’on peut dire que le e-consommateur européen obtient de la méme facon,
des informations sur 1’offre de produits par Internet et si les maniéres d’obtenir
des informations sont différentes selon le sexe. Cet article va montrer les simili-

* Ceci est confirmé par de nombreuses études menées dans différents pays européens. Voir: M. Ja-

ciow, R. Wolny: Op. cit.; B. Kolny, M. Kucia, A. Stolecka: Op. cit.; www.epp.eurostat.ec.europa.
eu/statistics_explained/index.php/Information_society_statistics/pl, www.nielsen.com/us/en/
newswire/2011/how-social-media-impacts-brand-marketing.html, www.hotdesign.com/marke-
ting/using-online-search-statistics.

La recherche directe concernant le comportement des e-consommateurs europeens a été menée
a I’aide d’un enquéte administrée dans six pays européens (Pologne, Roumanie, France, Italie,
Portugal, Slovaquie) aupres de 1800 e-consommateurs en 2012 (300 par pays). Les e-consomma-
teurs sont choisis a dessein (achetant sur Internet), agés de 18-25 ans. L’échantillon, comprend
54,5% de femmes et 45,5% d’hommes et prés d’un tiers des répondants travaillent. Le revenu
mensuel moyen du e-consommateur s’¢léve a 383,64€. Pour en savoir plus sur la méthodologie
de I’étude voir: M. Jaciow, R. Wolny, A. Stolecka-Makowska: E-consumer in Europe — A Com-
parative Analysis of Behaviours, chapitres: 1.3 et 3. Onepress, Gliwice 2013.

Les études montrent que les e-consommateurs, dans les pays étudiés, commencent le plus sou-
vent la recherche de produit sur I’Internet en utilisant le moteur de recherche (p.ex. Google)
et consultent le premier lien dans le moteur de recherche. Les répondants contactent le ven-
deur avant I’achat et envoient généralement un e-mail avec leur question. Les e-consommateurs
(indépendamment du pays d’origine) comparent plus souvent les informations sur les prix des
produits, auxquels ils s’intéressent. Les principales sources d’informations en ligne sont les sites
des fabricants. Ce qui différencie leur comportement en termes de processus d’information, c’est
I’objet de I’information recherchée. Voir: M. Jaciow, A. Stolecka-Makowska, R. Wolny: Op. cit.,
chapitre 4.2.
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tudes et les différences entre les hommes et les femmes achetant des produits sur
Internet. En particulier, il va expliquer comment les e-consommateurs féminins et
masculins dans les six pays européens obtiennent des informations sur des pro-
duits en ligne, quelle information est recueillie et ou.

1. Processus de recherche d’informations sur I'offre
de produits en ligne

La recherche montre que le moyen le plus répandu de commencer les recher-
ches de produits sur Internet dans la plupart des pays (indépendamment du sexe)
est d’utiliser le moteur de recherche Google (a I’exception de la Pologne ou 1’on
consulte les offres des enchéres). Dans le seul cas de la Roumanie, les compor-
tements différent selon le sexe - la plupart des hommes utilisent le moteur de re-
cherche sur Internet et les femmes consultent les offres des e-magasins de ven-
te. Relativement au pays d’origine, la fagon d’aborder les recherches de produits
selon le sexe est plus diversifiée en Roumanie. On a également observé qu’une
plus grande proportion de femmes polonaises et slovaques commencent a recher-
cher des produits dans divers endroits sur Internet (p.ex. le moteur de recherche,
les comparateurs des prix, les sites des fabricants) tandis que les hommes préfe-
rent chercher des produits avec une seule source d’information. D’autre part, une
plus grande proportion de portugais et d’italiens cherche des informations sur dif-
férents sites d’Internet, cependant que les femmes préferent une seule source d’in-
formation.

La recherche de produits repose initialement sur un moteur de recherche
(p.ex. Google). L’acces aux sites des fabricants est plus connu chez les femmes
que les hommes dans la plupart des pays. En revanche, un pourcentage plus élevé
d’hommes, dans la plupart des pays étudiés, commence a consulter les offres des
enchéres (p.ex. eBay) et les forums d’Internet — Tableau 1.
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Tableau 1

Fagons de commencer les recherches de produits sur Internet dans différents pays
européens — Répartition selon le sexe (en %)

France Pologne | Portugal | Roumanie | Slovaquie Italie
F H F H F H F H F H F H

Spécification

Offres des magasins
de vente sur Internet
Offres d’enchéres
(p.ex. eBay)

Un moteur

de recherche 49,6 |151,4 [ 60,8 | 55,1 |69,8 |73,9 70,9 |57,4 (84,9 |80,4 | 68,2 [ 55,2
(p.ex. Google)
Comparateurs
de prix

31,9 121,9 [ 56,6 | 51,2 | 57,5 61,3 |69,1 [80,6 |78,5|78,5 39,3 [52,6

32,8 1429 (61,4 63,0 (22,6 |34,5 17,6 |17,6 (19,2 |17,8 |28,0 [30,2

18,5 |18,1 {40,4 |38,6 19,8 21,8 (9,7 (14,8 (45,9 (30,8 |16,8 20,7

Forums sur Internet | 13,4 | 16,2 (38,0 |35,4 | 17,0 [25,2 |25,5 (29,6 (9,3 |14,0|16,8 |21,6

Sites des fabricants |20,2 [ 18,1 [37,3 [29,1 |39,6 |32,8 | 63,0 [50,9 |35,5 |24,3 |37,4 |31,0

Les e-consommateurs peuvent rechercher différemment des produits en li-
gne. Dans tous les pays étudiés, le moyen le plus répandu, (indépendamment du
sexe) est la visualisation — premier lien dans le moteur de recherche. Toutefois,
avant de passer commande de produits, un pourcentage plus ¢levé de femmes re-
cherche les produits en cliquant sur des annonces publicitaires (liens sponsorisés).
Par contre, ce sont les hommes, plus souvent que les femmes (dans la plupart des
pays étudiés) qui achétent les produits toujours dans les mémes magasins sans uti-
liser un moteur de recherche.

Les plus grandes différences dans les stratégies de recherche de produits uti-
lisées par les hommes et les femmes ont ét¢ observées en France, au Portugal et
en Italie. Les différences se rapportent principalement au choix — le premier lien
dans le moteur de recherche — Tableau 2.

Tableau 2

Facons de rechercher des produits par I’intermédiaire d’un moteur de recherche par les
e-consommateurs dans quelques pays européens répartition par sexe (en %)

Spécification France Pologne Portugal | Roumanie | Slovaquie Italie
P F|H |F|[H|F[H ['F |[a][F |H[F
1 2 3 4 5 6 7
Choisir le

premier lien
dans le moteur
de recherche

20,0| 12,0 | 13,3| 12,7 | 15,0{ 10,2 | 13,3| 15,7 | 17.9] 15,9 | 20,0| 23,4

Poursuivre avec
quelques premiers
liens dans le mo-
teur de recherche

48,8| 49,1 | 77,7| 70,6 | 53,3| 61,9 | 56,4| 62,0 | 71,1 78,5 | 61,9| 55,0




196 Agata Stolecka-Makowska

Suite Tableau 2

1 2 3 4 5 6 7

Poursuivre at-
tentivement les
offres de tous les
magasins de vente| 20,8| 32,4 | 29,5 35,7 | 43.9| 44,1 | 41,8 41,7 | 41,6| 42,1 | 39,0| 38,7
en ligne propo-
sant le produit
donné

Acheter toujours
dans les mémes
magasins sans 24,0\ 18,5| 9,0{ 10,3 | 23,4| 25,4 | 12,1 13,0 | 12,1| 16,8 | 10,5 13,5
utiliser le moteur
de recherche

Cliquer sur les
annonces publici-
taires (liens spon-
sorisés)

88 65| 9,6/ 32103 59 |11,5 56| 87 84| 48 09

Internet est une source d’information sur I’offre de produits, mais aussi un
outil pour sélectionner et comparer des informations importantes du point de vue
de différents critéres, notamment le prix.

On observe les plus grandes différences dans les types d’informations recher-
chées et comparées par les hommes et les femmes, au Portugal, puis en France et
en Roumanie. Un plus grand pourcentage d’hommes au Portugal et en France ob-
tient tous les types d’informations sur Internet. En revanche, les femmes plus sou-
vent que les hommes interrogés en Roumanie portent attention a presque tous les
types d’informations indiquées — Tableau 3.

Tableau 3

Informations recherchées et comparées sur Internet avant 1’achat dans quelques pays
européens — Répartition par sexe (en %)

France Pologne | Portugal | Roumanie | Slovaquie Italie

ccificati

Spécification F|H|F|H|F|H [F|H[F |H][F
1 2 3 4 5 6 7

{;egr‘;‘lfé’rman‘ms SUr 1388159,0(30,9(36,7|35,1[49,1|33,1]292]24,0]27,2]| 28,9 41,7

Les opinions des uti-
lisateurs sur le pro- 55,01 69,2 76,5|79,7|57,3|71,1| 57,2| 55,8 61,8| 66,0 | 74,5| 75,2
duit

Les offres des fabri-
cants

49,2152,4)|76,4| 71,5| 62,8 72,4| 76,5| 67,3 | 64,2| 60,8| 73,7 | 64,5

Les données techni-
ques des produits
La disponibilité

des produits sur I’In- | 47,0 46,5 43,3 | 38,0 | 54,3 | 63,5| 38,0 40,4 | 42,4| 48,0 28,0 | 38,6
ternet

47,51 59,2 75,9| 74,6 | 58,3 | 77,2 | 58,7| 54,4| 70,6 | 67,3 | 55,2| 65,7
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Suite Tableau 3

1 2 3 4 5 6 7

Les promotions 56,11 60,0 77,0| 63,4 73,7| 80,2 | 73,7| 68,3| 68,9| 61,2 | 73,7 63,2
de produits

Les prix des produits | 65,3 | 72,1 | 94,6 | 92,6 | 82,8 93,9 | 78,4 | 68,9 90,2 | 88,7 | 79,8 | 84,3

Le temps de réalisa-
tion de la commande

Les nouveautés 45,6|57,3137,2]30,0| 46,9 50,0 46,0| 36,5| 34,3| 33,7| 42,3 | 45,1

452145,7( 53,9 52,8] 51,6 55,3| 56,8 | 44,8 | 42,1| 41,2 43,3| 50,0

Ce qui différencie les femmes et les hommes, c’est 1’objet de 1’information
recherchée et comparée. Avant I’achat, un pourcentage plus élevé de femmes re-
cherche et compare en ligne les informations sur les promotions de produits (ex-
ceptions — France et Portugal). Par contre, les hommes plus souvent que les fem-
mes s’intéressent aux informations sur la firme et aux opinions des utilisateurs de
produits (sauf Roumanie). Des différences entre hommes et femmes existent aus-
si par rapport aux informations comparées en ligne sur les données techniques des
produits — Tableau 3.

2. Les sources d’information sur les différentes catégories
de produits

Les informations sur 1’ offre de produits et les conditions d’achat peuvent étre
disponibles sur des sources diverses en ligne. Les e-consommateurs recherchant
des informations sur un produit donné ont a leur disposition les sources d’infor-
mation d’Internet telles que: forums professionnels, sites des fabricants, e-maga-
sins, comparateurs de prix, publicités en ligne®.

La recherche montre que pres de 70% de répondants recherchent des infor-
mations sur Internet avant d’acheter des vétements et des chaussures. Les sour-
ces d’information sur ces produits, utilisées le plus souvent par les répondants,
sont différentes selon le sexe. Les informations sur les sites des fabricants de vé-
tements et de chaussures sont plus souvent recherchées par les femmes en Fran-
ce et en Italie, ainsi que par les hommes en Pologne, au Portugal et en Slovaquie.
De plus, ce sont les femmes en Pologne, Portugal, et Slovaquie et les hommes en
France qui obtiennent le plus souvent des informations dans les e-magasins. Par

¢ Toutes ces sources d’informations sont connues dans les pays étudiés, a ’exception du Portugal,
ou il n’y a pas des comparateurs des prix.
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contre, pour les italiennes, ce sont les informations sur les publicités en ligne qui
sont les plus importantes. En Roumanie, les hommes et les femmes obtiennent le
plus souvent des informations sur les sites des fabricants.

L’importance des types d’informations est un critére de différenciation. Les
femmes, dans presque tous les pays (sauf 1’Italie) utilisent les publicités en ligne
comme source d’information sur les vétements et les chaussures. En revanche, les
hommes (a I’exception de 1’Italie), plus souvent obtiennent des informations sur

les sites des fabricants — Tableau 4.
Tableau 4

Sources d’information sur HABILLEMENT ET LES CHAUSSURES sur Internet
dans quelques pays européens — Répartition par sexe (en %)

Spécification France Pologne | Portugal | Roumanie | Slovaquie Italie
F H F H F H F H F H F
Les forums 12,3] 14,1| 25,6 | 23,5| 30,6 [ 29,6 | 28.6| 32,3 16,1|22,6| 17,5| 16,9
professionnels
Les informations
sur les sites des 44,71 455|449 54,1 |42,4]59,2| 56,4 59,1| 46,9| 54,8 | 52,4 30,1
fabricants

Les informations

. 34,2|47,5|47,4|43,9|48,2|45,9| 30,0| 39,8| 53,8| 51,2 31,7 33,7
dans les e-magasins

Les comparateurs | 40 4137 413530327| - | - | 57| 86|31.5|286]19,0[193
des prix

La publicité en ligne | 28,9| 26,3 | 25,6 | 18,4 | 40,0 | 25,5| 30,7| 28,0| 31,5| 28,6| 25,4 | 34,9

Avant de prendre une décision d’achat de livres et multimédias, plus des
deux tiers des répondants s’ informent sur ces produits. Les sources d’informations
sur cette catégorie de produits les plus fréquemment utilisées par les femmes et
les hommes sont les mémes en France, au Portugal, en Roumanie et en Slovaquie
(sites des fabricants). Les différences viennent du sexe, s’agissant des Polonais et
des Italiens. Les hommes, en Pologne et en Italie, recherchent le plus souvent des
informations dans les e-magasins, les polonaises dans les comparateurs de prix et
les italiennes sur les sites des fabricants.

Dans le domaine des livres et du multimédia, un pourcentage plus élevé
d’hommes que de femmes (a I’exception de la France) utilise les forums profes-
sionnels. Les plus grandes différences entre les femmes et les hommes sont obser-
vées en Pologne et en Roumanie — Tableau 5.
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Tableau 5

Les sources d’information sur LES LIVRES ET LES MULTIMEDIAS sur Internet dans
quelques pays européens — Répartition par sexe (en %)

Sodcificati France Pologne | Portugal | Roumanie | Slovaquie Italie

pécification FlH| FIlHI|IFIH F|H|F | H|F
Les forums 12,1/ 10,5( 35,7| 39.1{ 36,1| 37.8| 29.9| 36,7| 21.6| 23.8| 13,1| 254
professionnels

Les informations
dans les sites des 51,51 62,1| 30,7|37,3| 44,6 | 51,0| 49,6 | 46,7 | 44,4 | 53,6| 57,4 | 32,8
fabricants

Les informations

. 43,41 28,4 28,6 39,1|45,8|44,9|29,9| 35,6|47,1|39,3| 26,2 34,3
dans les e-magasins

Les comparateurs
des prix
La publicité en ligne | 22,2 | 17,9| 26,4| 16,4 | 28,9 | 28,6 | 24,1| 30,0 | 27,5 22,6 | 24,6 | 28,4

36,4|46,3|35,7|255| - - 441 6,7(242|21,4|21,3| 11,9

Prés des trois quarts des consommateurs interrogés ont déclaré s’étre infor-
més sur les ordinateurs et les logiciels avant de faire leur achat. Les sources d’in-
formation sur cette catégorie de produits les plus souvent recherchées par les fem-
mes et les hommes sont les mémes dans tous les pays étudiés. Les différentes

sources sont indiquées ci-dessous — Tableau 6.
Tableau 6

Les sources d’information sur LES ORDINATEURS ET LES LOGICIELS sur Internet
dans quelques pays européens Répartition par sexe (en %)

Spécificati France Pologne | Portugal | Roumanie | Slovaquie Italie

peetieation ETTH T F [H | F | H F|H|F|H]|F
Les forums 23,4|27,6| 58,2 | 64,5| 36,1| 51,0 36,8| 45,5| 37,2 | 42,6| 37,3 39,8
professionnels

Les informations
dans les sites www | 41,4| 37,1 | 48,9| 57,3| 48,2| 63,5| 53,5| 55,6| 51,0 | 62,8 | 64,4| 42,0
des fabricants

Les informations
dans les e-magasins

47,71 66,7|24,1129,1|42,2|48,1| 32,6| 37,4| 40,7| 40,4| 13,6 | 25,0

Les comparateurs
des prix
La publicité en ligne | 19,8] 20,0| 23,4 | 16,4 | 43,4| 26,0| 25,0| 31,3 | 23,4| 20,2| 30,5 | 28,4

42,3139,0| 42,6(39,1| - - 83| 11,1|33,1|37,2| 18,6 31,8

Un pourcentage plus élevé d’hommes que de femmes utilise les forums pro-
fessionnels, les sites de fabricants, les e-magasins comme source d’informations.
D’autre part, ce sont les femmes qui, le plus souvent, se dirigent vers les publici-
tés en ligne (a ’exception de la France). On observe que les différences les plus
marquées se manifestent au Portugal — Tableau 6.
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Pres de 62% des e-consommateurs ont déclaré qu’avant d’acheter en ligne
ils obtiennent des informations sur les produits du sport et du tourisme. Les
sources d’information sur ces produits, utilisées le plus souvent par les femmes
et les hommes, sont les mémes en Roumanie, Slovaquie, et Italie (sites de fabri-
cants) et en Pologne (forums professionnels). Les différences entre sexes concer-
nent la France et le Portugal. Les Frangais utilisent le plus souvent les compara-
teurs de prix, par contre pour les Frangaises, ce sont les magasins en ligne. Les
Portugais préferent les sites de fabricants et les Portugaises les publicités en li-

gne — Tableau 7.
Tableau 7

Les sources d’information sur LES PRODUITS DE SPORT ET TOURISME sur Internet
dans quelques pays européens — Répartition par sexe (en %)

Spécification France Pologne | Portugal | Roumanie | Slovaquie Italie

P F|H|F|H|F]|H F|H|F|H]|F
Les forums 103 12,1 | 45,8 | 44,8 | 33,3 | 32,6| 28,8| 41,9| 23,4| 24,3| 26,8| 21,8
professionnels

Les informations
dans les sites www 39,1(49,5| 44,11 39,6|39,7|54,7| 46,4| 43,0| 42,7| 56,8 | 50,0 | 39,7
des fabricants

Les informations

. 49,41429|23,7(129,2|42,3|41,1| 20,0| 30,2| 37,1 | 35,1| 14,3 | 30,8
dans les e-magasins

Les comparateurs 40,21 50,5(229(240| - | - | 64| 58] 14,5|24,3|19,6|269
des prix

La publicité en ligne | 25,3| 13,2| 27,1 | 19,8| 47,4| 30,5| 30,4 | 23,3 | 32,3| 25,7 28,6 | 25,6

Les femmes plus souvent que les hommes (eu égard a leur pays d’origine)
utilisent des sources d’information sur les produits du sport et du tourisme telle
que la publicité en ligne, tandis que les hommes plus souvent que les femmes — les
comparateurs des prix (a ’exception de la Roumanie). Les plus grandes différen-
ces dans les sources d’information sur ces produits, utilisées par les femmes et les
hommes, ont été observées en France et en Italie — Tableau 7.

Plus de 61% des e-consommateurs, avant 1’achat de produits de RTV et pho-
tographie recherchent des information sur Internet. Les sources d’information
sur cette catégorie de produit le plus souvent utilisées par les femmes et les hom-
mes sont les mémes en France, au Portugal, en Roumanie, en Slovaquie (les si-
tes des fabricants) et en Pologne (forums professionnels). Les différences résul-
tant du sexe des e-consommateurs concernent les italiennes. Elles obtiennent plus
souvent des informations sur les sites des fabricants, par contre les Italiens ont re-
cours a la publicité sur I’Internet — Tableau 8.
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Tableau 8

Les sources d’information sur LES PRODUITS DE RTV ET PHOTO sur Internet dans
quelques pays européens — Répartition par sexe (en %)

Spécification France Pologne | Portugal | Roumanie | Slovaquie Italie

peetieation e H T F [H | F | H F|H|F | H]|F
Les forums 11,5] 8,7|45,0/56,5| 34,3383/ 28,8 36,3|30,5|40,0|17,9| 16,7
professionnels

Les informations
dans les sites www 52,1(46,7|40,8|51,8(50,0(61,7| 43,9| 59,3|43,5|49,4| 56,4| 25,8
des fabricants

Les informations
dans les e-magasins

Les comparateurs 42,71435(36,731,8] - | - | 83|13,2]282]30,6]256]258
des prix

La publicité en ligne | 18,8 18,5]19,2| 17,6 28,6 22,3| 26,5| 19,8] 21,4| 17,6 33,3| 36,4

38,5(42,4|23,3|27,1|45,7|46,8| 21,2| 38,5|40,5| 36,5| 12,8| 25,8

Un pourcentage plus élevé de femmes (a I’exception de 1’Italie) est intéres-
sé par la publicité en ligne des produits de RTV et photo. D’un autre c6té, plus
d’hommes que de femmes acquiérent des informations a partir des comparateurs
des prix (a part la Pologne) et les e-magasins (a part la Slovaquie). Les plus gran-
des différences dans les sources d’information sur ces produits concernent la Rou-
manie et le Portugal. Dans ces pays, un groupe plus nombreux d’hommes que de
femmes obtiennent des informations a partir de toutes les sources d’information
(sauf publicités en ligne) — Tableau 8.

Plus de 58% des e-consommateurs cherchent des informations sur les pro-
duits de santé et de beauté sur Internet. Les sources d’information utilisées le
plus souvent par les femmes et les hommes sont les mémes en Roumanie et en
Slovaquie (sites des fabricants), en France et au Portugal (e-magasins) et en Po-
logne (forums professionnels). L’utilisation des sources d’information varie selon
le sexe des e-consommateurs en Italie. Les Italiennes recherchent plus souvent
des informations sur les sites des fabricants dans les secteurs santé et beauté, par
contre les Italiens portent plus d’attention a la publicité en ligne.

Les femmes, contrairement aux hommes, (a 1’exception de I’Italie et de la
Pologne) sont plus attirées par les publicités en ligne des produits de santé et de
beauté. D’autre part, les hommes, plus souvent que les femmes, découvrent ces in-
formations dans les e-magasins (sauf France et Slovaquie). Les plus grandes diffé-
rences concernant I’utilisation des sources d’information sur ces produits sont ob-
servées parmi les femmes et les hommes en Slovaquie et en Italie — Tableau 9.
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Tableau 9

Les sources d’information sur LES PRODUITS DE SANTE ET BEAUTE sur Internet
dans quelques pays européens — Répartition par sexe (en %)

Spécification France Pologne | Portugal | Roumanie | Slovaquie Italie

peetieation TETTH T F [H | F | H F|H|F|H]|F
Les forums 10,3 10,0 | 45,8 | 44,7| 33,3 | 27,6| 28,8 | 40,5 23,4 30,3 | 26,8 | 20,0
professionnels

Les informations
dans les sites www 39,1(46,7| 44,1|40,8|39,7|47,4| 46,4| 40,5| 42,7| 56,1 50,0 21,8
des fabricants

Les informations
dans les e-magasins

Les comparateurs | 40519891 229[184| - | - | 64| 11,9]145|212] 196] 9.1
des prix

La publicité en ligne | 25,3|22,2| 27,1|27,6| 47,4| 34,2| 30,4| 28,6| 32,3| 21,2| 28,6| 36,4

49,41 46,7| 23,7|34,2| 42,3 | 47,4| 20,0| 27,4| 37,1 | 33,3| 14,3 | 29,1

Prés de la moitié des e-consommateurs interrogés recherchent des informa-
tions sur I’alimentation avant de faire un achat. Les sources d’information sur cet-
te catégorie de produits le plus souvent utilisées (indépendamment du sexe) sont
les mémes en France, au Portugal, en Roumanie et en Slovaquie (sites de fabri-
cants). Les principales différences entre les hommes et les femmes par rapport
aux sources d’information se référent aux polonais et aux italiens. Les Polonaises
cherchent plus souvent des informations sur les produits alimentaires dans les fo-
rums professionnels, tandis que les Polonais le font sur les sites Internet des fabri-
cants. Pour les Italiennes la source d’information telle que le site Internet est plus

importante que pour les Italiens — publicité en ligne — Tableau 10.
Tableau 10

Les sources d’information sur L’ALIMENTATION sur Internet dans quelques pays
européens Répartition par sexe (en %)

France Pologne | Portugal | Roumanie | Slovaquie Italie
F H F H F H F H F H F

Spécification

Les forums profes-

. 98 12,6|54,4|25,8|32,5|25,6| 35,8| 34,8| 25,4(26,5|23,3|12,2
sionnels

Les informations sur
les sites des fabri- 44,61 58,6 50,0 40,3 | 41,6 53,8 | 54,5| 44,9| 43,5| 40,8 | 43,3 | 20,4
cants

Les informations
dans les e-magasins
Les comparateurs | 3 a1 41412650 17,7| - | - | 67| 58|268]265| 33|204
des prix

La publicité en ligne | 20,7| 21,8 25,0 | 30,6] 39,0| 35,9| 27,6 23,2| 34,8| 26,5 26,7 | 36,7

34,8(36,8|39,0(17,7|37,7| 48,7| 23,9| 34,8| 34,8 28,6| 16,7 | 30,6
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Les femmes, plus souvent que les hommes, tirent des informations sur 1’ali-
mentation, des forums professionnels (a I’exception de la France et la Slovaquie).
D’un autre c6té, ce sont les hommes qui, le plus souvent, s’informent dans les e-
magasins (sauf Polonais et Slovaques). En France, une majorité d’hommes utilise
toutes les sources indiquées — Tableau 10.

Conclusion

Les analyses réalisées montrent que les similitudes dans la fagon de s’in-
former sur les offres de produits sur Internet concernent le début du processus
a I’aide d’un moteur de recherche et 1’objet de I’information cherchée et compa-
rée. A ce stade, des différences entre hommes et femmes n’ont été observées qu’en
Roumanie.

En comparant les pays étudiés sur la base de |’utilisation de la source d’infor-
mation en ligne pour différentes catégories de produits, on peut distinguer les pays
dans lesquels les femmes et les hommes utilisent soit les mémes sources, soit dif-

férentes sources d’information — Tableau 11.
Tableau 11

Pays, dans lesquels existe un pourcentage plus élevé de e-consommateurs utilisant des
sources d’informations — similitudes et différences selon le sexe

Les similitudes entre Les différences entre
les femmes et les hommes les hommes et les femmes
France Pologne, Portugal,
Slovaquie, Italie

Spécification

L’habillement et les chaussures | Roumanie

France, Portugal, Slovaquie,

Les livres et les multimedias .
Roumanie

Pologne, Italie

France, Pologne, Portugal,
Slovaquie, Roumanie, Italie
Pologne, Slovaquie,
Roumanie, Italie

Les ordinateurs et les logiciels

Produits de sport et tourisme France, Portugal

Produits de RTV France, Pologne, Portugal, .

. . . Italie
et photographiques Slovaquie, Roumanie,
Produits de santé et de beauté France, Pologne, Portugal, Italie

Slovaquie, Roumanie

France, Portugalia, Slovaquie,
Roumanie

La nourriture

Pologne, Italie

Les roumains (sans distinction de sexe) utilisent des sources d’information si-
milaires sur chaque catégorie de produits. Les mémes sources d’information sur la
plupart des catégories des produits sont utilisées par les hommes et les femmes en
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Slovaquie (sauf habillement et chaussures), en France et au Portugal (sauf habille-
ment et chaussures, articles de sport et tourisme). Les Polonaises et les Polonais
utilisent les mémes informations pour les biens durables (ordinateurs et logiciels,
articles de sport et tourisme, RTV et photographie) ainsi que pour les produits de
santé et de beauté. Pour toutes les autres catégories de produits, les sources d’in-
formation sont différentes selon le sexe du e-consommateur. Toutefois, I’Italie est
un pays ou les hommes et les femmes, avant de procéder a I’achat, utilisent diver-
ses sources d’information dans presque toutes les catégories de produits (a I’ex-
ception des ordinateurs et des logiciels, des produits de sports et du tourisme).

On peut constater que le processus de recherche d’information, masculin et
féminin, sur I’offre de produits est similaire. Les différences entre hommes et
femmes dans les six pays européens concernent les sources d’information utili-
sées sur différentes catégories de produits. Les entreprises qui offrent leurs pro-
duits en ligne et les dirigent vers les e-acheteurs de différents pays devraient pren-
dre en compte, dans leurs activités, le sexe du e-consommateur plutdt que le pays
d’origine.
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LES SOURCES D’INFORMATION SUR L'OFFRE DE
PRODUITS SUR INTERNET POUR LE E-CONSOMMATEUR
EUROPEEN. RESULTATS DE RECHERCHE

Résumé

Le XXI siécle est le siécle de la société informatique, et d’Internet qui, pour le
consommateur, est devenu un moyen d’acquisition et d’échange d’informations sur 1’offre
de produits et sur 1’achat de produits et de services divers. Pour les entreprises fonction-
nant en réseau il est de plus en plus important d’acquérir des connaissances sur les stra-
tégies de recherche d’information sur I’offre de produit par e-consommateurs. Cet article
présente les résultats des recherches directs sur les fagons de recueillir d’informations sur
les produits sur Internet par les e-consommateurs européens. Les recherches internationa-
les directes ont été¢ menées en 2012 parmi les e-consommateurs de six pays européens (Po-
logne, Roumanie, France, Italie, Portugal, Slovaquie).

Mots-clés: sources d'information, Internet, e-consommateur
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L’'UTILISATION D’INTERNET PAR LES PERSONNES
AGEES - LE CAS DE LA POLOGNE

Introduction

Le développement rapide des technologies de I’information et de la com-
munication a la fin du XX siécle a contribué a la popularisation de la notion de
la société de I’information. Les milieux politiques, économiques et scientifiques
partagent 1’opinion sur la nécessité du développement des conditions favorables
a I’adaptation de nouvelles technologies qui, par la suite, déterminent le progrés
économique global d’un pays, d’un groupe de pays et de toute I’économie mon-
diale.

C’est la capacité d’absorber les technologies de I’information et de la com-
munication par les entreprises, ainsi que par les individus, qui conditionne le dé-
veloppement de la société de I’information. Dans les pays européens, on apergoit
une grande diversité entre ces deux groupes selon le “niveau d’internetisation”
(Tableau 1).

Tableau 1
Le “niveau d’internetisation” en 2012 (en %)
Individus au total Individus 65+
Specification Entreprises ayant n’ayant ayant n’ayant
acces acces acces acces
Union Européenne 95 75 23 34 63
Pologne 93 65 32 17 82

Source: www.epp.eurostat.ecc.eu (acces le 26.03.2013).

Sur le marché, les grandes entreprises sont mieux placées que les petites.
La catégorie des individuels n’est identifié, par intuition, qu’avec les jeunes gens
et/ou exergant une activité professionnelle. Cependant, le nombre des personnes
agées ne travaillant plus augmente constamment. Dans ce cas-13, il nous semble
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intéressant de trouver la réponse a la question qui s’impose: Quel est, actuelle-
ment, I’attitude des sexagénaires face aux nouvelles technologies?

1. Siecle des seniors

Le phénomeéne du vieillissement des sociétés touche plusieurs pays euro-
péens, y compris la Pologne. Selon les pronostics de I’Office Central des Sta-
tistiques, en 2030 un Polonais sur trois atteindra au moins 1’age de 60 ans. C’est
pourquoi, de méme maniére que dans d’autres pays, on commence a prendre en
compte ce groupe toujours sous-estimé et délaissé jusqu’a présent. Les personnes
agées ne doivent pas étre “condamnées” seulement aux moyens traditionnelles de
communication et de vente, mais elles peuvent méme devenir participants actifs
dans la société moderne.

Les domaines tels que la médecine, la psychologie, la sociologie ou I’ethno-
logie se préoccupent de la période ultime de la vie de I’homme, qui est la vieilles-
se, et soulignent I’importance des questions concernant la santé, les soins mé-
dicaux, la place des séniors dans la société et dans la famille ou les différences
culturelles qui expliquent p. ex. I’attitude de la jeune génération envers les person-
nes agées. C’est de cette littérature que proviennent la notion de la vieillesse, le
processus de vieillissement et sa typologie. Bien que les limites de I’age mir et de
I’age avancé soient vagues et que la notion méme de la vieillesse souléve de vives
controverses, I’Organisation Mondiale de la Santé en distingue trois périodes (4
Glossary): 60-74 (I’age avancé), 75-84 (1’age sénile), 85 et plus — le grand age'.

Le marché des personnes agées reste en dehors des intéréts des dirigeants
d’entreprises et des économistes. Ce sujet est rarement abordé et si c’est le cas,
on évoque avant tout la discrimination sur le marché du travail et I’exclusion so-
ciale. On écrit aussi trés peu au sujet des personnes dgées en tant que consomma-
teurs, de leurs besoins et comportements ainsi que des produits congus spéciale-
ment pour eux. Cependant, selon les prévisions démographiques, le nombre des
personnes agées ayant plus de 60 ans augmentera considérablement et en 2050 at-
teindra 2 milliard. Le vieillissement de la population est un phénomeéne mondial
(Figure 1).

' Par exemple, d’aprés Senioragency il y a quatre segments marketing Seniors: les Happy Boomers

(50-59), les Libérés (60-74), les Paisibles (75-84) et les TGV (Tres grands vieux) — 85 ans et plus
(J.P. Trécquer: Le senior marketing. Dunod, Paris 2007, p. 43).
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Figure 1. La croissance estimée de la population mondiale des 60+ entre 2012-2050 (en %)

Source: unfpa.org/ageingreport (acces le 25.03.2013).

Les mémes changements sont prévus par 1’Office Central des Statistiques
pour I’année 2030 ou presque un Polonais sur 3 sera en age avancé. En plus, le
nombre des personnes retraités augmentera par rapport au niveau des personnes
actives professionnellement (Figure 2).

1 —

Figure 2. Les changements du nombre des groupes de travailleurs et de retraités
en Pologne entre 2010-2050 (en mln)

Source: http://www.stat.gov.pl (acces le 29.03.2013).

Cette synthése présente I’image récente, mais aussi celle du pronostic, des
sexagénaires — se référant a la base de données des offices statistiques et faisant
appel aux recherches propres de niveau national qui concernent les comporte-
ments et les attitudes des personnes agées face a 1’Internet. Pourtant, dans ce cas-
la, la plupart des recherches identifie une personne agée avec celle qui a 65 ans
ou plus.
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2. Le niveau d’internetisation des seniors en Pologne

Internet, saisis comme un réseau global des ordinateurs reliés entre eux,
a commencé une “révolution” dans 1’économie en influengant, de maniére im-
portante, les conditions du fonctionnement de tous les acteurs du marché y com-
pris les personnes individuelles. La simplicité et I’abondance des possibilités de
se servir de cet outil ont contribué a gagner tres vite des partisans de plus en plus
nombreux. En 1998, il y avait presque 200 millions d’internautes, tandis que leur
nombre en 2012 a dépassé 2 milliard. L’acces au réseau est facilité non seulement
par des ordinateurs «traditionnels» (PC) mais avant tout par les cellulaires «intel-
ligents» et par d’autres périphériques.

S’il s’agit du groupe de personnes agées ayant plus de 65 ans, le pourcenta-
ge des internautes ne se reléve qu’a 34 % d’apres Eurostat. Les recherches réali-
sées en Europe sur un groupe comprenant les personnes d’une tranche d’age un
peu plus large (65 ans et plus) ont permis d’établir ce taux au niveau de 34 %, ce
qui place toujours la Pologne dans le groupe de pays ayant le taux inférieur a la
moyenne européenne, avec la Roumanie, 1’Espagne, la Bulgarie, la Croatie, la Li-
tuanie, 1’Italie, le Chypre, le Portugal et la Slovénie (Figure 3).
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Figure 3. Utilisation de I’Internet en général dans le pays donné et dans la tranche
d’age de 65+ en UE25 (en %)

Source: Fait selon www. www.epp.eurostat.ec.europa.eu (acces le 24.04.2013).
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En Pologne, le nombre d’utilisateurs d’Internet, ayant plus de 16 ans est esti-
mé entre 60-65 % de la population. Le réseau global est le plus répandu parmi les
jeunes et les personnes avec une moyenne d’age de 25 ans a 34 ans.

Les seniors en général, mais en Pologne surtout, constituent le groupe le
moins actif et sont caractérisés par un certain «illettrisme numérique» dans I’ac-
quisition des connaissances et des pratiques des nouvelles technologies de 1’infor-
mation et de la communication (Tableau 2).

Tableau 2
Le niveau d’internetisation en 2012 (en %)
Specification 2005 2010
UE Pologne UE Pologne
communication 11 3 24 9
envoi de formulaires remplis 1 0 5 1
achats 4 0 - -
e-mail 10 2 24 7
e-banque 5 0 13 3
e-administration 6 1 11 3

Source: www.epp.eurostat.ecc.eu (acces le 26.03.2013).

En prenant en considération, d’une part le nombre grandissant des personnes
qui vont prendre leur retraite et d’autre part les actions menées par les états ayant
pour but la construction de la société moderne il nous semble intéressant de trou-
ver la réponse a la question qui s’impose: Quel est, actuellement, 1’attitude des
sexagénaires face aux nouvelles technologies? Les résultats de 1’étude présentée
ci-dessous sont une tentative d’y trouver la réponse.

3. Les causes de non-usage de I'Internet

Pour I’étude présentée ici, on a pris aussi 1’age de 65 ans comme 1’age ou
commence une nouvelle étape dans la vie de ’homme — d’un consommateur,
d’une personne terminant sa carriére professionnelle qui change extrémement ses
comportements de consommateur, et qui, dans le cycle de la vie familiale, entre
dans la phase du «nid vide». Du point de vue de marketing, cette période détermi-
ne tout a fait une autre structure des revenus et des dépenses dont une partie impor-
tante est destinée a la santé, a la culture et aux loisirs. Les seniors sont d’habitudes
qualifiés comme le groupe des consommateurs qui réduisent leur consommation
et en méme temps comme les traditionalistes ayant une attitude sceptique a pro-
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pos de toutes les nouveautés du marché et qui achétent des produits connus et véri-
fiés. De plus, en Pologne, il y a une habitude d’identifier ce groupe avec les clients
totalement insignifiants. Est-ce a juste raison? Comme on a déja signalé, le mar-
ché des seniors est en train de croitre et aujourd’hui il atteint un taux assez €levé
(en 2011 il en y a 5,3 millions?) et leur pouvoir d’achat, bien que inférieur par rap-
port a la population active, est pourtant a prévoir parce que les prestations restent
stables (le revenu moyen d’un retraité en 2011 était de 1 231,21PLN soit environ
290 euros)®. Les consommateurs 4gés méritent bien siir notre attention mais il ne
faut pas oublier leurs différents traits de caractéres, besoins et préférences.

Compte tenu des considérations qui précédent, on peut aussi dire que le non-
usage d’Internet peut étre causé par de nombreux facteurs. De plus, il en résul-
te clairement que 1’age est une cause principale de I’absentéisme dans le réseau.
Mais alors, une nouvelle question apparait — Est-ce que cette situation est due au
passage du cycle naturel dans la vie de famille (c’est-a-dire, le cas des quinquagé-
naires d’aujourd’hui se répétera-t-il dans 10 ans) ou bien elle résulte du temps/mo-
ment ou le réseau numérique est apparu dans notre vie quotidienne.

A notre avis, certaines caractéristiques des sites web sont évaluées de mani¢-
re positive ou négative aussi par les jeunes gens que par les personnes agées. Pour-
tant, le moment ou 1’Internet apparait dans la vie professionnelle des séniors (le
plus souvent c’est juste aprés avoir pris la retraite) ¢’est ce qui réduit les chances
de le découvrir et d’acquérir les compétences indispensables qui jouent évidem-
ment un réle prépondérant.

De ce fait, sauf la situation financiére des personnes agées, il faut souligner
les autres causes de non-usage d’Internet: le manque d’intéréts, le manque de
travail, un faible niveau d’éducation et le fait que les enfants ont quitté¢ la mai-
son. Dans ce dernier cas, paradoxalement, cela peut également, encourager les sé-
niors dans I’avenir a commencer a utiliser I’Internet (p.ex. Skype qui permet de se
contacter avec les proches assez souvent et pas trop cher).

Le niveau d’éducation, comme le montre les études citées dans notre syn-
these, ¢’est un autre élément qui différencie fortement I’utilisation d’Internet. En
2011, 97% des éléves et des étudiants ainsi que 89% des personnes ayant un di-
plome d’études supérieures surfaient sur le web.

A présent, on méne plusieurs actions destinées a encourager les séniors a res-
ter plus longtemps actifs, comme par exemple les universités du troisiéme age,
mais de telles activités sont concentrées en général dans les centres de grandes

2 Les statistiques d’OCS comprennent les femmes a 1’age de 60 ans et les hommes a ’age de 65 ans

au groupe des non-travailleurs. Pourtant, 1’dge moyen d’un retraité c’est 57 ans en raison des
priviléges acquis par certains groupes de professions.
* D’annuaire de I’Office, www.stat.gov.pl (acces le 28.04.2013).
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villes. En revanche, le pourcentage des habitants de campagne touchés par 1’ex-
clusion numérique est le plus élevé (19,4% des habitants de campagne n’utilisent
pas les TIC (ni I’Internet ni télephone portable) contre 5,6% des personnes vivant
dans les villes ayant plus de 500 mille habitants). Egalement, si en 2009 les deux
tiers des personnes agées de 65+ n’ont pas utilisé les nouvelles technologies, alors
en 2011, ce chiffre a diminu¢ a presque 9%. Parmi les personnes qui n’utilisent
pas de téléphones portables ni d’ordinateurs il y a des agriculteurs et des person-
nes professionnellement inactives (Tableau 3).

Tableau 3
Structure de la population des non-usagers d’Internet en Pologne
Criteére Pourcentage
Sexe M 43,6
F 56,4
Primaire 34,3
. . Secondaire inférieur 37,0
Niveau  d’enseigne- - -~
ment Secondaire supérieur 21,9
Supérieur/postsecondaire 6,2
Les apprenants 0,5
Villes ayant plus de 200 mille habitants. 14,5
. Villes ayant de 20-200 mille habitants 23,1
Location - - - .
Villes ayant moins de 20 mille habitants. 12,9
Région rurale 49,5

Source: Diagnoza spoteczna 2011, p. 313

Je veux souligner que I’absence des seniors du réseau, par rapport aux autres
groupes, ne doit pas résulter d’une méfiance des TIC, mais plutdt d’un manque
de possibilité d’acquérir le savoir nécessaire. Ils n’ont pas eu une telle opportuni-
té comme les personnes professionnellement actives qui connaissaient les nouvel-
les technologies au moment de les introduire dans les entreprises. L’éducation, ou
au sens plus large — la création des possibilités de vivre dans un milieu qui donne
envie de découvrir de nouvelles choses, ou on peut se rencontrer avec les autres
personnes de méme age et d’¢élargir ses intéréts — est donc indispensable et consti-
tue une des conditions pour rendre la génération 60+ plus ouverte aux nouveautés
du marché, y compris celles des TIC. C’est aujourd’hui qu’il faut y penser parce
que les futures générations de seniors seront totalement différentes — familiarisées
avec les nouvelles technologies, ayant de 1’expérience et leurs attentes slirement
plus élevées que celles des «jeunes agés» de notre époque.

Les grandes différences entre les usagers de I’Internet et les exclus de la vie
numérique peuvent entrainer plusieurs phénomenes économiques et sociaux dé-
favorables. La croissante importance de I’Internet dans presque tous les domaines
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de la vie fait que le non-usage du réseau informatique global géne le fonctionne-
ment de tous les jours. En outre — Internet devient une chance pour se réaliser dans
la vie quotidienne ce qui est particuliérement important pour chaque pays dont la
population vieillit de plus en plus.

Conclusion

La génération des sexagénaires constitue un groupe de consommateurs qui
n’attire pas I’attention de beaucoup de managers. Malgré son nombre important
elle est peu intéressante a cause du manque d’activité professionnelle, un faible
pouvoir d’achat, le conservatisme dans les décisions d’achat, I’hostilité aux chan-
gements et aux nouveautés.

Or, il s’avere que s’est un mythe et il ne faut pas voir ce groupe comme homo-
gene. Comme le prouvent les enquétes citées, bien que 1’age soit un facteur impor-
tant des attitudes et des comportements des consommateurs, il ne faut pas ignorer
d’autres critéres. Ce sont avant tout les centres d’intérét, la formation et le savoir
acquis, ainsi que le style de vie c’est-a-dire les activités quotidiennes. En outre,
rien ne prouve que la génération de 60+ ne cherche pas, comme d’autres groupes,
des produits simples, faciles a manier, limitant des risques, agréables a utiliser et
regarder, inoffensifs pour I’environnement et augmentant 1’efficacité, c¢’est-a-dire
une réalisation plus rapide des taches en un méme intervalle de temps*.

Une société vieillissante crée de nouveaux problémes et défis, par exemple
pour le marché du travail, le modele de fonctionnement de la famille mais aussi
pour la construction d’une société civique pour laquelle I’intérét pour la vie publi-
que et I’acceés aux informations constituent des principes fondamentaux d’un Etat
démocratique. Le probléme de I’accessibilité et de 1’utilisation des TIC peut étre
compris plus largement — comme un élément de construction d’une société globa-
le de la connaissance, exigeant de ses membres une formation permanente tout au
long de la vie. Le retard dans ce processus va mener I’individu vers 1’exclusion de
la société, et le pays — vers une perte de place dans I’économie du futur’.

4 Les 6 leviers d’action qui assurent le succés de nouveaux produits sur le marché, voir: W. Ch. Kim,
R. Mauborgne: Comment savoir si [’entreprise a une chance de réussir. Harward Business Re-
view 2005, Novembre, pp. 89-92

Lire plus largement sur le développement et le bien de I’homme dans le contexte de la construc-
tion de la société de I’information dans: Polska w drodze do globalnego spoteczenstwa infor-
macyjnego. Raport o rozwoju spotecznym (La Pologne sur le chemin vers la société globale de
l’information. Rapport sur le développement de la société). Red. W. Cellary, p. 1, 5, www.kti.
ae.poznan.pl (du 29.12.2000).
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L'UTILISATION D’'INTERNET PAR LES PERSONNES
AGEES - LE CAS DE LA POLOGNE

Résumé

Le marché des personnes agées reste en dehors de I’intérét des dirigeants d’entreprises
et des économistes. Cependant, selon les prévisions démographiques, le nombre de person-
nes agées est déja important et prochainement augmentera de maniére considérable. Cet arti-
cle présente une caractéristique générale du groupe 60+ et 65+ et leur attitude face aux nou-
velles technologies c’est-a-dire I’Internet, d’apres les données statistiques et celles provenant
du rapport d’une enquéte menée aupreés de toute la population polonaise. On peut en conclure
que I’age est un facteur important mais il n’est pas le seul a déterminer 1'utilisation du réseau
global. Les préférences individuelles et le mode de vie comptent aussi de fagon importante.
En plus, I’absence des seniors dans le cyberespace s’explique plus par le déficit de la maitrise
de I’outil informatique et I’utilisation du web que par le manque d’intérét pour 1’ Internet.

Mots-clés: Internet, seniors, Pologne
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POLISH UPPER CLASS
AS A NEW CONSUMER SEGMENT

Introduction

This paper constitutes an attempt to describe the representatives of the Polish
upper class from the perspective of consumer analyses. In contemporary consid-
erations concerning Polish society, the topic of the upper class is mainly touched
upon in sociologic discussions. Therefore, this study presents an attempt at an eco-
nomic focus. The presented approach should be useful for marketing professionals
and companies offering products for upper-middle and upper class in Poland.

Changes in Polish society over the last two decades resulted from many fac-
tors which were based on economic transformation and complex social aspects.
The phenomena of modernization — which enabled the development of a capital-
ist economy — intermingled with pathological phenomena (like the enfranchise-
ment of the nomenclature and the often unpleasant stories behind the formation of
large Polish fortunes). The process of the development of the entrepreneurs’ class,
proprietors — capitalists, described as the “returning class” took place. The first se-
rious problem which one encounters is the lack of continuity in the historical ev-
olution of the traditional (pre-war) Polish upper class. Assuming that 1939 con-
stitutes the border of certain era, after that time the upper class hardly existed for
sixty years in Poland.

The description of the uppermost level among Polish social classes was tak-
en as a conceptual and investigatory challenge in this study. This level is the emer-
gence of the Polish upper class. Obviously the first concern is the adoption of the
definition that is most suitable for the Polish reality. The very term “upper class”
typically arouses positive connotations and is associated with honours, elitism, im-
peccable manners and a certain style of behaviour. One may perceive that the mid-
dle class does not constitute a “monolith” anymore. It changes and stratifies, some-
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thing which is reflected, for instance, in the development of diverse markets for
consumer goods and services in Poland: a mass market and the luxury and high-
status market. Nowadays, on the other hand, new fortunes, behaviours and habits
have arisen due to changes in social and economic life. This allows us to presume
that there is a new group appearing in Poland, behaviours of which are character-
istic for the traditional upper class. Although it is still difficult to speak about the
existence of Polish “dynasties” and families with the well-established position of
traditional upper class, there is, undoubtedly, however, an increasingly hermetic
group of people emerging, characterised not only by significant wealth, but for the
most part by behaviour styles and represented values, which distinguish them from
remaining social groups. This group is categorized by distinct patterns of behav-
iour and interactions and has its own identity, attitudes, norms and beliefs.

1. Polish upper class economic studies

Vast majority of the economic and market surveys carried out in Poland at
present concerns Polish middle class. The authoress focuses her studies on the
evolving upper middle class transforming into the Polish upper class' At present
the economic sciences discourse lacks any studies on the economic aspects of
people’s with the highest income functioning. Poland sees an important period of
shifts/transitions within the upper middle class strata, whereby the studies on the
forming upper class do not exist, either?.

! This is a reference to W.L. Warner’s concept, the author identified two factors influencing the pop-

ulation stratification method. He called the first of them the structural conditions: level of wealth,
education, occupation performed. All the factors represent foundation for the mutual evaluation
of people and determination of people’s membership in a specific social class. W.L. Warner called
the next stage the awareness-related conditions that are strictly connected with a system of values,
recognized in a specific society. Every position, every profession has a certain level of social
prestige attributable to the person performing it. A profession that requires higher qualifications
and predispositions, partially depending on the level of education and partially on the inherent
personal characteristics of an individual is thought to enjoy higher prestige than a profession
anyone can do. Some professions are subjectively valued as more socially useful (doctors, teach-
ers) than other and therefore they are on the top of the list of professions enjoying the highest
social appreciation. In this approach there are three classes: the upper, middle and lower class,
each of them further divided into the upper and the lower class — cf. W. L. Warner: Social Class
In America, A Manual of Procedure for the Measurement of Social Status, Science Research As-
sociates. Chicago 1949.

The task taken up is of identifying nature, while the research tool will be developed and performed
on larger groups of respondents. Therefore, the study results obtained and presented should be
considered as survey and pilot ones.
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Obviously, we cannot talk about any attempts to find a definition of the upper
class in contemporary Poland without referring to the achievements of social sci-
ences in the aspect of analysis and defining social classes. It is assumed herein, af-
ter A. Giddens?®, that a social class is a great category of people of similar econom-
ic status that impacts their life style. Class diversification is considered in terms of
the level of wealth and profession performed.

It should be noted that there are several important characteristics that differ-
entiate or even distinguish the upper class in the social structure. Firstly, the fac-
tor that impedes upper class membership is the lack of good ancestry and fami-
ly colligations. Being a member of an old family has a practical dimension, after
all — e.g. enables one to bounce back, e.g. through marrying a wealthy person or
thanks to the financial help of relatives. Moreover, in each society the upper class
is composed of a group of families situated on the top of prestigious hierarchy,
bound by exceptionally strong links of friendships, acquaintances and marriages.
No other class is so strongly involved in the network of direct relationships, which
is characteristic for a primary group, enabling the members to maintain specif-
ic lifestyle, confidence of their exceptionality, group identity and solidarity. The
promotion channels constitute another important question. While such channels
are open to everyone up to middle class, the mechanism of transition to the up-
per class is immensely complicated. Emphasizing the role of social origin makes
the contemporary upper class an original archetype where the present interweaves
with the attributes of nobility, inheriting traditions, rituals, etc. This is directly
connected with the genealogy of wealth and power (e.g. debutant ball i.e. the rit-
ual of young girls from good families entering the world of adults). The proper-
ty owned, gathered and passed from generation to generation and economic pow-
er mainly performed by the owners and managerial staff (e.g. the concentration of
shares in corporation in a close circle of people, recruitment to corporate manage-
ment boards) and political — participation in governance — effect on the investment
creation strategies, interest rates, terms and conditions of loans, etc., participation
of their members in cabinets, decision making opportunity and influence on allo-
cation of key offices. The upper class naturally integrates exclusive environments
through emphasizing the elite nature of behaviors, customs and consumption. The
upper class behaviors include actions representing socialization with elite — pre-
paring children and making them familiar with the use of peculiar language, learn-
ing refined manners, way of thinking, behavior, wearing clothes and taste. This
supports the elite education system — being the method for assuring the intergen-
eration continuity of the upper class and instilling and observance of the fair play

*A. Giddens: Socjologia. Wydawnictwo Naukowe PWN, Warsaw 2005, p. 265.
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codes. The sense of exclusiveness, belief in being someone better and group sol-
idarity should be recognized as the characteristic upper class attributes and are
based on the long-term training for occupying such positions.

It is worth noting that the economist is more perceptive to other forms of be-
haviour of the representatives of upper class than the sociologist, mainly those con-
nected to consumption processes and market behaviours. The economist is search-
ing for the areas that could be examined, quantified and modelled. To some extent
the secondary data was used as an empirical base (coming mainly from public sta-
tistics, market research and reports). This data presents a very aggregate and par-
tial view, typically touching only superficial aspects connected to decision-making
processes, and barely taking into account the complexity of behaviours. Therefore,
the incomplete reports concerning, for example, the luxury goods market or the
private banking market, do not allow one to give a reliable and complete answer to
the question: what are the representatives of the emergent Polish upper class like?

2. From middle to upper class - case of Poland

Obviously, the success of the middle class in Poland was happening at the
same pace and had various shades. Assuming a simplified reasoning, one can reck-
on that success and its financial and professional attributes contributed to the strat-
ification of the middle class into further sub-layers. After more than twenty years
of transition, the Polish middle class broke into three groups* — one that had just
appeared, and two others, aspiring to higher layers.

The first group — the credit bourgeoisie’, is often constituted by the represent-
atives of professions that appeared in Poland after 1989. Those are mainly man-
agers and businessmen, who changed their position just after studies — both finan-
cial position and the affiliation to certain group. Therefore, they believe that one

4 The “nomenclature” expression was borrowed from M. Gdulabut it perfectly fits into economic
research approach; see also M. Gdula, P. Sadura: Style Zycia i porzgdek klasowy w Polsce. Scho-
lar, Warsaw 2012; J. Kochan: Studia z teorii klas spotecznych w Polsce. Scholar, Warsaw 2011.

5 The use of the term “bourgeoisie” (with fr. bourgeoisie — city inhabitants) is closer to the original
meaning as synonym of burghers and then of the entrepreneurs and wealthy individuals. This is
a reference to the fifteenth century understanding of the wealthy upper layers of the middle class.
In this paper, the term credit bourgeoisie is far from the concept of K. Marx, namely the critique
of the existence of the bourgeois class as a whole. Since bourgeoisie is connected to specific
lifestyle, family model, preferences, priorities, etc., it is a good reference for the strong pattern
creating behaviours of this group — M. Bombol: Ksztaltujgca si¢ polska klasa wyzsza. Szkice
ekonomiczno-spoteczne. SGH, Warszawa 2012, p. 36.
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has to fight to achieve financial and professional success. At the same time rapid
advancement led to the situation when they do not feel secure as the middle class.
So, they need to confirm their prestige with further goods and separate themselves
from poor people — their tickets to the elite life are loans, including long-term
mortgage loans.

The second group is the “ethos intelligentsia”, consisting mainly of the so-
called old intelligentsia, free professionals and the academic staff of universities.
The representatives of this group do not need to possess testimonials of the high-
est incomes or prestigious consumption because their knowledge and position en-
sure respect, which allows them to create patterns. It is them who dictate high cul-
ture, as well as lay the foundation of civil society.

The third group is called the businessocracy. Already in the name there is
a mixture of the meanings of the words aristocracy and business, which suggests
clear connotations with business circles elites®. This group does not dazzle with
the bad taste opulence which was to be observed in the 1990s. The representatives
of this group are trendsetters and creators of behaviours not yet available for the
mass middle class. They are characterized by innovative consumer behaviour (for
example they promote unknown Polish painters, hanging their paintings in the in-
teriors where they work and live). They are role models in the social engagement
and charity actions.

The search for the emerging Polish upper class should be started with the
simplest connotations this class is associated with, namely the accumulation of as-
sets and, broadly understood, financial wealth. The path of approximations used
in this study is the analysis of the level of income, the criteria qualifying inclusion
in the segment of rich people and the rating of the richest Poles. The selection of
these criteria is subjective, but its advantage is the availability of secondary infor-
mation and estimations from market research companies’.

Analysis of data on revenues allows the first approximation in the search for
sources of wealth and property. Of course, such data does not fully reflect the fi-
nancial situation — they do not include the level of assets, personal savings or rights
owned by an individual. An even more complex issue is the value of business as-
sets being used as the basis for the construction of the wealthiest Poles list.

¢ This is a reference to the pioneering research of the Polish elite business studies, see K. Jasiecki:
Elita Biznesu w Polsce. Drugie narodziny kapitalizmu. IFiS PAN, Warsaw 2002; Konsumpcja elit
ekonomicznych w Polsce — ujecie empiryczne. Red. M. Bombol, A. Dabrowska, M. Janos-Kresto,
R. Kasprzak, B. Mroz, T. Staby. Warsaw School of Economics, Warsaw 2006.

M. Bombol: Psychograficzne aspekty funkcjonowania polskiej klasy wyzszej. In: Dorobek eko-
nomii, finansow i nauk o zarzgdzaniu oraz jego praktyczne wykorzystanie na przetomie XX i XXI
wieku. Red. R. Bartkowiak, J. Ostaszewski. SGH, Warszawa 2012, pp. 303-314.
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According to K. Jasiecki and J. Pietrzak®, wealth creation in Poland is differ-
ent to that in Western countries. It creates the necessity for a slightly different def-
inition of the rich people segment as Mass Affluent. This segment embraces people
being at the beginning of wealth accumulation process. Therefore, this segment is
not defined by the criterion of financial assets, but on the basis of individual net
income, defined at the level of PLN 5000 net. In the breakdown quoted by the au-
thors, four segments of wealthy people were distinguished, namely: HNWI, Core
Affluent, Affluent, Mass Affluent. The first segment includes people with liquid as-
sets of above 1 million USD or above 300 thousand EUR (according to more lib-
eral European measures)’, the second one (Core Affluent) covers the range of 150-
300 thousand EUR in assets; the third one applies to people with assets of 50-150
thousand EUR and the fourth one (Mass Affluent) — people with above 15 thou-
sand EUR in assets. The Polish Mass Affluent actually does not have a Western
equivalent, but it does have practical application because — according to K. Jas-
iecki'® — in the majority of Polish banks this is a threshold for personal banking.
In the wealth and richness pyramid the HNWI segment constitutes only a barely
visible peak, whereas the two lower segments (Mass Affluent and Affluent) repre-
sent 88% of the wealthiest people.

According to a KPMG report from 2012, 38 thousand rich and wealthy Poles
can be categorised as HNWI (High net Worth Individuals), meaning people with
liquid assets of above 1 million USD. The assets of the majority (33.5 thousand)
of Polish HNWTI are estimated at the level of 1 to 5 million USD. Over 2.6 thou-
sand people have assets of 5-10 million USD and 1.5 thousand people have assets
of 10-50 million USD. Almost 200 Poles have property of over 50 million USD"'.
It should be noted that in 2000-2003 the number of wealthy and rich people in Po-
land did not exceed 300,000. A higher growth rate has been observed since 2004.
In 2009 the number of rich and wealthy people increased by 5.6% in comparison
to 2008, and the total income of this group amounted to nearly 117 billion PLN.
Almost 70% of rich and wealthy people paid taxes according to tax scale and the
remaining part included the taxpayers with flat rate of 19%. In 2010 the amount of
wealthy and rich people grew to the level of 620,000 (Figure 1).

8 K. Jasiecki, J. Pietrzak: Bogactwo w Polsce i Unii Europejskiej. In: Polacy we wspélczesnej Eu-
ropie. Red. M. Jarosz. Instytut Studiow Politycznych PAN, Warsaw 2011, pp. 198-199.

° Ibid., p. 198.

10 K. Jasicki: O nieznanych, z reguly niezbadanych kregach bogactwa. In: Polacy réwni i réwniej-
si..., op. cit., p. 109.

' Tn comparison to Western countries, the number of HNWIs in Poland is not large. For example, in
France there are 2.3 million in the UK — 1.6 million, with in Germany — 1.5 million, in Italy 1.4,
Switzerland — 0.5 million, Russia 97 thousands, Portugal 55 thousands, Finland 57 thousands,
Czech Republic 24 thousands — op. cit., p. 14
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Figure 1. Number of rich and affluent Poles according to the study of KPMG (thousands)
Source: Rynek dobr luksusowych w Polsce — edycja 2012. KPMG, Warszawa 2012, p. 12.

KPMG calculations and estimates based on data from the Ministry of Fi-
nance, where (s) — estimates, (p) — predictions and wealthy mean people with
a gross monthly income above PLN 7100.

3. Upper class as a consumer segment

The real image of a consumer can be revealed by observing his shopping be-
haviour and his shopping decisions regarding the choice of products and servic-
es. Observation and empirical diagnosis brings together the reality of Polish con-
sumption. Therefore the area of shopping was treated as a crucial element in this
paper. A total of 90 quantitative interviews were carried out. The examined pop-
ulation was divided into three groups (30 interviews per group).The following
groups were distinguished: credit bourgeoisie — with net income of minimum PLN
5.000 monthly (per capita), with a mortgage loan; ethos intelligentsia — with net
income of minimum PLN 5.000 monthly (per capita), possessing (often inherit-
ed) wealth in form of plot, house or flat and profession related to science: scien-
tists, academic teachers (doctor, professor) or to medicine, law, intellectualists and
representatives of free professions; and businessocracy — with net income of min-
imum PLN 20.000 monthly (per capita), representatives of the “success and hard
work generation” (entrepreneurs, managers, directors, presidents of boards and
other professions providing the net income criterion is fulfilled). The research was
carried out by direct computer-assisted interviews (CAPI). The sample was se-
lected intentionally —interviews were conducted with people who fulfilled the en-
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trance criteria and agreed to take part in the project. Interviews were carried out
by experienced interviewers from 4P Research Mix Company from October 2011
to February 2012

The qualitative research was conducted in the form of individual in-depth
interviews (IDI) that were carried out personally by the author of this study. The
meetings lasted from 1 to 3 hours and were usually performed in the respondent’s
workplace. Recruitment for the research was carried using the snowball method
(first contacts received from acquaintances and next received from the interview-
ees). The choice of the method was determined by the specificity of the respond-
ents. Reaching them in a traditional way would be difficult, and sometimes even
impossible. All respondents are, on the one hand, people with high income (above
PLN 20,000 net monthly), and, on the other hand, people, who have profession-
al and personal relations with the wealthiest Poles. The interviews were carried
out with the representatives of financial, political and media elite from November
2011 to October 2012 — with people holding key positions in the financial sector
(CEOs or board members of Central Bank and KDPW — National Depository for
Securities), members of the parliament and senators, board members and directors
of TV stations, owners of companies, the head of influential magazine, the CEO of
the TVN’s Foundation “Nie jeste$ sam”, representatives of the Polish aristocracy,
actors and influential journalists. Additionally, an expert interview was conducted
with a journalist who specializes in the observation of Polish financial and social
elites. It is worth noting that the respondents appreciate the quality of the products
they buy (67% of responds in quantitative research) and for over three quarters of
the respondents quality is more important that price. It seems that the low level of
the businessocracy results from constantly performed and historically shaped hab-
it of buying only such products. Only one in ten respondents attempts to buy as
cheap as possible (even at the expense of quality). However, it does not mean that
the representatives of the emerging upper class shun from sales. Sales are not as-
sociated with lower quality, but with maintaining the same quality at lower price.
Over 70% of the respondents benefit from sales — most often credit bourgeoisie
and less often the businessocracy.

The respondents of the quantitative research like novelties. Buying new
things gives them pleasure (69% of responses) and shopping is often treated as
a way of improving their mood (78%) — Figure 1. Every second respondent ad-
mits that it happens to him to be tempted and buy things he does not use after-
wards. Foreign goods are preferred by slightly more than one third of the respond-
ents. Representatives of the ethos intelligentsia and credit bourgeoisie come to the
fore in this respect. The businessocracy turned out to be most ethnocentric. The re-
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spondents are keen on technological novelties — 64% of the respondents constant-
ly follow technological innovations and 54% admits they find it gives them joy to
buy technical devices. The credit bourgeoisie is the most oriented towards techno-
logical “gadgets”, which can be explained by the tendency, noted above, towards
ostentatious consumption.

It should be noted that the businessocracy to a lesser extent than other groups
treats shopping in an emotional way — less frequently does it buy things to im-
prove the mood or make impulsive purchases, buying unnecessary things. The
representatives of this group to lesser extent draw attention to prices and less fre-
quently delay their purchasing until sales. They also less frequently invest in tech-
nological innovations.

The second important area of shopping behaviour are the preferences to-
wards places of shopping and personal involvement in shopping. In the quantita-
tive research the respondents most often declared that they go shopping in shop-
ping malls, which is treated as a time-saving option that allows them to finding
a diversified offer under one roof. In turn, the businessocracy points out the time-
saving benefits while doing shopping via the Internet. The credit bourgeoisie are
clients of network apparel shops (such as Levis, Reserved, Orsay).

When [ have choice, [ prefer to buy ‘ ‘
foreign goods than Polish ones.
It often happens to me that |
postpone the serious shopping until

lam up to date with modern
technology.

Sometimes [ buy something to ¥ Businessocracy

improve my mood. Ethos intelligentsia

[ like to buy from time to time the

: B Cradi .
products that I have never tried. Credit bourgeoisie

[ only buy the best quality products.

When shopping the most important
for me is the quality of the product.

0% 20% 40% 60% 80% 100%120%

Figure 2. Positive attitude (answer — “yes, | agree”) towards shopping of the respondents
of the quantitative research — % of opinions in line with the mentioned issues
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One in four respondents go shopping in the branches of luxury brands. It re-
fers most often to the credit bourgeoisie and least often to ethos intelligentsia. Ex-
clusive shops are not very popular in Poland (Figure 3), especially due to higher
prices than in their counterparts in Western Europe or the USA. One respondent
in eleven goes regularly to concept stores; even less frequented are the boutiques
of famous Polish designers. Interestingly, such boutiques are visited relatively
least often by the businessocracy who due to their professional position have less
time for shopping and most often by the credit bourgeoisie who treats shopping as
a way of improving their own status.

Discounts

Unbranded apparel stores

Concept Stores

Fairs / street markets

Health food stores

Online Stores

Luxury brands’ stores

Supermarkets / hypermarkets

Delicatessen such as Piotr i Pawel, Bomi, Alma
Branded apparel stores such as Levis, Reserved,

Shopping mall

0 10 20 30 40 50 60 70 80 90

B Credit bourgeoisie Ethos intelligentsia ™ Businessocracy

Figure 3. Shopping places of the respondents of the quantitative research

The main place to purchase food for nearly half of the respondents are gro-
ceries (delicatessen), followed by supermarkets and hypermarkets. The criterion
of low price is not an important factor while choosing a place for purchasing food.
They are guided chiefly by the criterion of convenience (proximity, the possibil-
ity of doing the shopping quickly, a broad selection of goods). On average eve-
ry fifth person goes to health food stores, where food is very expensive. The less
time the respondents have (and we assume that those who earn the most have the
least time), the more often they use internet shops. It may be assumed that the de-
cision regarding the preferred place for shopping is on one hand related to the
comfort and time devoted to shopping and on the other hand to highlighting sta-
tus and prestige. Taking this into account, the discrepancy between the busines-
socracy’s low ostentation level and the ostentatious consumption of credit bour-
geoisie is clearly visible.
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The responses to questions regarding the independence in doing shopping re-
sulted interesting. It was assumed in the research that due to various circumstanc-
es at least some respondents do not want to or do not have time to do the shop-
ping. Therefore, there was a question about the goods that the buy on their own
and the goods the purchase of which they would never delegate to somebody else.
The most frequent responses concerned clothes (in the case of credit bourgeoisie)
and cars (in the case of businessocracy). One in ten respondents mentioned shoes
and electronic devices. Generally, clothes, shoes and cosmetics are more impor-
tant for women, and for men — electronic devices and cars. However, nearly one
quarter of respondents did not want to answer this question, which can be caused
both by the difficulties with spontaneous recalling and by a kind of shame regard-
ing making use of other people in this respect, or a reluctance to admit that they
have no idea for example about the current fashion.

Asked about the goods, the purchase of which the respondent delegated to
others or they do not care of what they get, they most frequently mentioned pur-
chases of food and household chemicals. Slightly less often clothes and cosmet-
ics were mentioned. Generally all those items were more often mentioned by men
than by women.

When specifying the research regarding the shopping behaviour, the prefer-
ences towards brands were identified, based on the examples chosen by the re-
spondents out of the following goods: clothes, shoes, perfumes, cosmetics, vodka
and whisky. In the adopted assumptions it was concluded that first of all the re-
spondents should not have problems with spontaneous recalling the names of fa-
vourite brands. Moreover, based on the market positioning of those brands it will
be possible to broadly analyse their shopping behaviours. Besides, it was assumed
that the enumeration of the brands will allow a consideration of the situation of the
Polish consumer goods market.

In case of the clothes industry, the brands mentioned by the respondents were
divided into four groups: Group 1 (exclusive brands): Hugo Boss, Armani, Calvin
Klein, Dolce Gabbana, Pierre Cardin, Laura Biagotti, Prada, Zien, Dior, Versace,
Gucci; Group 2 (expensive brands): Tommy Hilfiger, MaxMara, Lacoste, Sim-
ple; Group III (high value popular brands): Esprit, Solar, Monnari, Mexx, Benet-
ton, Gap, Ochnik, Bytom, Woélczanka, Vistula; Group IV (popular brands): Zara,
H&M, Adidas, Reserved, Stradivarius, Vero Moda, Wrangler, Big Star, Levis, Or-
say, Carry, Camaieu, Nike, Marks &Spencer (Figure 4).

One respondent in five mentioned exclusive brands among the favourite
brands, and one in ten — expensive brands. But 37% of respondents chose cheaper
brands, which indicates certain level of pragmatism. Especially, the cheaper brands
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are chosen by credit bourgeoisie, but the remaining segments do not avoid the as
well. Generally, the credit bourgeoisie was able to mention the biggest number of
the brands they use, and the businessocracy the lowest number. This may indicate
a relatively high level of clothes consumption among credit bourgeoisie, a kind of
admiration of the world of fashion, which is a pass to a higher status.

The businessocracy, on the other hand, has a more selective attitude to fash-
ion, often uses external advice and has less time for shopping. Contrary to intui-
tive suppositions, the businessocracy does not choose exclusive brands more of-
ten than other segments. In all segments the two most expensive groups of clothes
were mentioned with similar frequency. One can get the impression that the group
of credit bourgeoisie finds luxury brands more impressive, even if it is more rea-
sonable to choose cheaper products.

Solar Kazar

79 Amber  Clothes brands cce P~ Shoes brands
Croombl ‘Woélczanka Monnari 5% EC‘? o
5% 5% FA Zara Bata, 19%
\ A 20% Wojas 5% Gino Rossi

10%__ 17%
H&M

Levis 15%

7%
Adidas
10%
Cosmetic brands
Hugo Boss Rytko Venezia

Tommy
Hilfiger
7%

Vistul Esprit ne o 12% 17%
8% 10% SVR o, Nivea
Lancom 6% °

8%

Gilette
13%

Clinique
9%
Vichy

13%

Figure 4. Everyday products most often used by the respondents of the quantitative research

The respondents’ favourite brands are Zara, H&M and Esprit ans exclusive
Hugo Boss. They also spontaneously mentioned Vistula, Tommy Hilfinger, Levis,
Solar, Abercrombie & Fitch, Wolczanka and Monnari'2.

12 Other brands (exclusive: Armani, Calvin Klein, Dolce Gabbana, Pierre Cardin, Laura Biagotti,
Prada, Zien, Dior, Versace, Gucci; expensive: MaxMara, Lacosta, Simple; more expensive popu-
lar: Mexx, Benetton, Gap, Ochnik, Bytom; popular: Adidas, Reserved, Stradivarius, Vero Moda,
Wrangler, Big Star, Orsay, Carry, Camaieu, Nike, Marks&Spencer) were not mentioned more
than two times.
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Concerning shoes brands, the participants of the quantitative research use nor-
mally popular brands like Ecco, Gino Rossi, Venezia. Several times such brands
as Rylko, Adidas, Wojas, Bata, CCC, Kazar were mentioned. Only one or two
times the exclusive brands were indicated, such as: Dior, Joop, Hugo Boss, Sal-
vatore Ferragamo and sport / popular brands: Nike, Puma, Esprit, Aldo. Among
cosmetics the popular brands are prevailing (40%). Every third respondent choos-
es exclusive brands and every fifth — pharmaceutical brands. The same as in other
categories, the percentage of the businessocrats consuming exclusive brands does
not exceed the average. Relatively most often the credit bourgeoisie uses the ex-
clusive cosmetics. They are also able to mention the biggest number of brands.
So, similarly as in case of apparel, we are dealing with an attempt to build the sta-
tus though brand products. Most often, the following popular brands were men-
tioned: Nivea, Loreal, Gilette. Several times also the pharmaceutical and more
expensive brands appeared: Vichy, Clinique, SVR as well as exclusive: Dior, Bi-
otherm, Lancome, Chanel. On average one or two times other pharmaceutical
brands were mentioned: Avene, La Roche and exclusive ones: Helena Rubinstein,
Calvin Klein, Hugo Boss, Estee Lauder, Guerlain, Art Deco, Pupa, Ralf Laurent,
as well as popular ones: Tolpa, Yves Rocher, Oriflame, Adidas, Dermika, Inglot,
Max Factor.

In the course of the qualitative research, the author managed to acquire
a range of interesting information regarding the shopping behaviour of elite con-
sumer groups. The persons examined admitted that they have neither the time nor
the willingness to do a “shopping trip”. They treat shopping as a task, so they pro-
cure what they need in such a way that they put as little effort as possible and de-
vote as little time as possible. The interviewees buy clothes when it is necessary,
so the incentive to go shopping is not a result of the desire to improve the mood,
but to satisfy a specific need. Such shopping means visiting several selected shops,
often situated close to home or work. Many people do shopping in small, tested
shops, usually these are not chain stores. In many cases they do not even remem-
ber the shop’s name, but they know they always find appropriate things there,
without wasting too much time on shopping.

In the small autonomously discovered shops normally one does not buy ex-
pensive, branded products, but those that look very good and are at the same time
not expensive. Buying in such shops seems to give a special satisfaction to the in-
terviewees: on one hand they purchase something that they really like, and on the
other hand they feel like they are smart individualists, who buy at places known to
very few people and pay very little. The respondents admit that they spend slight-
ly more time on shopping when they are abroad. First of all, they have more free
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time then, but other essential reasons for doing shopping abroad are: the availa-
bility of the shops that do not exist in Poland, the presence of large fashion hous-
es, of the chance to buy items that will be unique and unrepeatable, a greater se-
lection and lower prices compared to the same shops in Poland. Moreover, the
respondents highlight the fact that they perceive doing shopping abroad as much
more enjoyable.

It is particularly affluent people, who really can be considered as upper class,
who often do shopping in an “individualised” way, which as comfortable as pos-
sible for them and not available for average people: “I like having new things, but
I hate shopping. I have one favourite shop and when they have something new,
they send it to me. I try those things at home and take what I like and send the rest
back. It is very efficient. I do not have enough strength to visit the shops” Due to
the fact that the main priority during shopping is time, the respondents do not pay
special attention to prices. They buy what they like, only to deal with shopping
relatively fast. Nevertheless, they like to feel that they managed to save money,
especially in case of more expensive brands: “It’s nice to buy something good at
a lower price.”

The respondents admit that the brand is sometimes treated as goal in itself,
a sign of prestige, but there are also people who buy expensive branded products
for their quality and to express themselves. Very often the brand is perceived as
the indicator of quality and the guarantee for long-lasting usage. In such cases the
respondents buy products they will use many times and for many years: “I have
boots from Pollini, which I bought 7 years ago, they cost a bunch of money. But
I will not grow out of such boots. Some years ago I bought a suit from Ralph Lau-
ren, so many years have passed and it is still classic, still new, I leave it at the laun-
dry and they still ask whether it is new. It pays off to buy such things, not because
they are fashionable”.

The respondents of the qualitative research tried to avoid ostentatious dem-
onstration of their wealth: “I am ashamed of ostentation, although for the last
twenty years I earned that, but I try not to be a ‘nouveau riche’. The middle class
is growing, the accessibility of expensive goods is increasingly broad, I would be
ashamed to melt into the crowd of “branded” men, for example being all dressed
in Boss”.

The attempt to define the emerging Polish upper class can cause many diffi-
culties. Nevertheless, on the basis of the values and attitudes identified it should
be noticed that those are people with property from the first/second generation.
They try to distinguish from nouveau riches fortunes. Their social position is con-
nected to prestige that has been achieved quite recently and a kind of esteem stem-



POLISH UPPER CLASS AS A NEW CONSUMER SEGMENT 229

ming from hard work and the transparency of the way in which they got rich. The
confrontation of the distinguished lifestyles with two personality features (name-
ly the level of prestige in behaviour with a level of social openness) allows us to
see the emerging upper class in terms of potential customer segments with specific
needs, preferences and consumer expectations. The proposed approach to the life-
styles is not wholly unambiguous, they sometimes get blurred or overlapped con-
cerning their belonging to certain group: the credit bourgeoisie, the ethos intelli-
gentsia and the businessocracy.

Conclusion

This consideration may have an important meaning for the language of eco-
nomics — the possibility of the market exploration of this group appear. It could
be accompanied with specific activities such as addressing and positioning prod-
ucts and marketing communication styles. So, the typology and analysis of con-
sumer attitudes, lifestyle and typology of market choice become a bridge between
sociologic tools of social stratification and economic methods of market segmen-
tation.
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POLISH UPPER CLASS AS A NEW CONSUMER SEGMENT

Summary

In light of the significant stratification of Polish middle class, the formation of a group
of people representing the “seed” Polish upper class seems to be obvious. This is a group
almost totally unrecognized by economic sciences, though representing a very important
segment of customers. The difficulties in the recognition of the group are not only the con-
sequence of the lack of developmental analogies to other market economies (almost 60-
year long break in functioning of this class in Poland), but also its hermetic nature. The
paper will also present the major dilemmas encountered by the authoress at the stage of
carrying out her research surveys.

Keywords: social class, Polish upper class, economic behavior
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“LES RESEAUX DU CCEUR"...
SUR LES SENTIMENTS (POST)MODERNES

Introduction

La rue est devenue un lieu de passage. Elle n’est plus, ou en tout cas de
moins en moins un lieu de rencontre(s). C’est I’espace virtuel avec I’avénement
d’Internet qui est désormais 1’endroit ou I’on échange les informations, ot 1’on
consomme, communique mais avant tout ou 1I’on peut se rencontrer. Assis derricére
leur écran et tapant sur leur clavier, les internautes se mettent en visibilité en al-
imentant leur profil virtuel. Cette nouvelle forme de communication numérique
contribue a I’évolution des représentations de 1’amour, des désirs, des espoirs.
«Les réseaux du c$ur», sujet de cette communication, nous disent beaucoup non
seulement sur la transformation des formes de citoyenneté et des nouvelles formes
de consommation mais aussi sur les aspirations et les stratégies de 1’individu du
XXleme sieécle. L’utilisation et le contenu des sites de rencontres démontrent
I’union sacrée entre les pratiques sociales et les usages informatiques.

Le but de cette communication est d’étudier le phénoméne des sites des ren-
contres pour mieux comprendre leur fonctionnement et les prestations qu’offrent
ces plateformes d’échanges multiples. Il ne s’agit pas d’analyser les sentiments
a I’¢ére des liaisons numériques mais de voir plutot ce qu’elles disent sur I’individu
et le citoyen d’aujourd’hui.

Chiffré en millions des personnes, le nombre d’utilisateurs des sites de ren-
contres en France constitue ainsi un véritable marché de ’amour, du sexe et de
la séduction. Il est intéressant de se poser la question de la signification du mot
«relation» et le sens qu’il prend dans ce nouveau contexte. Comment existe-t-on
a travers ces sites? Existons-nous ou plutot coexistons-nous dans les réseaux du
csur? Que veulent dire les expressions «tester les produits» ou «accéder au stock»
sur la société du choix, sur la société de ’immédiateté et du passionnel et finale-
ment sur la rapport a I’ Autre?
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1. Sites de rencontres phénoméne de masse et du marché

Selon le «Barométre de 1I’économie numérique» 3 foyers sur 4 en France ac-
ceédent a Internet a leur domicile. La moitié des internautes frangais déclarent étre
inscrits sur au moins un site communautaire type Facebook, Twitter, MySpace
ou YouTube. Environ 12 millions des Frangais déclarent avoir été ou étre tou-
jours inscrits sur un site de rencontre et 11% des internautes envisagent de pou-
voir s’inscrire un jour'. Internet nous offre aujourd’hui une panoplie de moyens
pour «se rencontrer». Parmi les réseaux sociaux ou les communicateurs com-
me tchats ou MSN les sites de rencontres connaissent un grand succes depuis
une dizaine d’années. Leur diversité et leur nombre estimé a plus deux mille en
France, peuvent surprendre. Le dynamisme de ce secteur et la variété des serv-
ices proposés rendent difficile la tache de dresser une typologie de ces outils de
rencontres. Le portail web netguide.com énumere les sites de rencontres les plus
populaires: rencontres (sites classiques), rencontres affinitaires, rencontres VIP,
rencontres extra-conjugales et rencontres gratuites. La premicre catégorie dis-
tingue les sites proposant des services payant qui facilitent les rencontres dites
«sérieusesy. Il s’agit entre autre de meetic; AdopteUnMec.com; Easyflirt; Tiilt;
SeRencontrer ou Meetserious. Les noms de sites qui donnent la possibilité de
trouver un(e) partenaire par 1’affinité ne sont pas choisis non plus par hasard,
a savoir: EDarling; Meetic Affinity; Points Communs ou Be2. Une autre catégo-
rie est constituée par les sites comme AttractiveWorld ou Meetic VIP. La régle
principale qui les distingue des autres outils virtuels de rencontres est la «sélec-
tion a I’entrée». Nous pouvons parler d’une discrimination car le site dont les cad-
res supérieurs sont souvent la cible se présente comme un endroit de rencontres
«haut de gamme pour célibataires exigeants» et «impliqués pour des échanges
de qualiteéy. 11 existe aussi des sites de rencontrent spécialement dédiés aux per-
sonnes mariées, a la recherche d’aventures extra-conjugales qui peuvent s’inscrire
sur Air-Adult ou Gleeden. Tous ces sites proposent des services payants au con-
traire des sites comme Amoureux ou Badoo qui fournissent des outils gratuits faire
des rencontres?. Internet est devenu 1’univers ou chacun peut trouver un service

Comme le soulignent les auteurs de ce sondage, ces chiffres sont a prendre avec précaution du
fait du risque de sous-déclaration liée a la perception encore légerement péjorative de I’ins-
cription sur de tels sites Médiametrie. (2e trimestre 2012). Barométre de |’économie numérique.
Paris: Chaire Economie numérique de I’Université Paris-Dauphine..

A ces catégories il faut ajouter les nombreux sites qui proposent un échange d’annonces pour
des rencontres sans lendemains voire le «sponsoring» dont le caractére lucratif n’est pas du tout
caché. Il s’agit des sites ou I’inscription est souvent gratuite et qui diffusent les annonces d’«es-
cort-girls», les propositions de femmes couguars ou les sites libertins et échangistes.

2
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selon ses besoins. La plupart de sites de rencontres fournissent un produit virtuel
,,Sur mesure” comme par exemple I’homme-pansement.com: «ici des demoiselles
dégues, blessées, ou tout simplement a la recherche de conseils ou d’un parte-
naire viennent pour trouver un homme qui saura les écouter, les conseiller, leur
changer les idées et pourquoi pas plus si affinités!». Avant de s’inscrire sur un site,
nous avons la possibilité d’affiner nos criteres de recherche. E-Mazal s’adresse
aux célibataires «qui recherchent leur partenaire idéal pour fonder un foyer juif”.
Les chrétiens (catholiques, protestants et orthodoxes) peuvent choisir entre 7he-
otokos ou Iktoos. Pour les musulmans, le choix peut se faire entre AmourMagh-
reb qui revendique 500000 inscrits et ses concurrents Mektoube.fr; InchAllah.com
ou Mon-bled.com. La variété concerne autant les convictions politiques (droite-
rencontre.com ou gauche-rencontre.com) que 1’orientation sexuelle avec les sites
comme gay-droite.com et gay-gauche.com, crées par Vincent Veyrat Masson et
la société savoyarde Phoenix Corp. Les célibataires déja parents peuvent aus-
si compter sur un créneau dans I’espace virtuel pour rencontrer I’ame-ssur en
se connectant sur solofamily.fr. L’hyperspécialisation concerne presque tous les
domaines et des secteurs: les agriculteurs (rencontre-agriculteur.com); les végé-
tariens (amours-bio.com); les sportifs (sportif-rencontre.com); les anciens €léves
de grandes écoles qui peuvent chercher sur HappyFewConcept.com et méme les
amateurs des formes rondes chez I’autre (Rencontres-Ronde.fr).

Le succes des sites de rencontres se traduit aussi sur le plan économique. Les
célibataires, dont le nombre en France est estimé entre 14 et 18 millions de person-
nes, offrent la possibilité de développer un nouveau secteur marché virtuel. La ren-
contre parait une valeur sure méme face a la crise. On recense aujourd’hui prés de
2000 sites de rencontres en France. Le leader et le pionnier des sites de rencon-
tre francaises est Meetic créé en 2001 par Marc Simoncini. Quatre ans plus tard,
la marque était cotée en bourse avec 186 millions d’euros de chiffres d’affaires en
2010! Les fondateurs d’AdopteUnMec.com (crée en 2007) ont annoncé 7 millions
d’euros de chiffre d’affaires en 2011 pour 4,2 millions d’utilisateurs de site depu-
is sa création. La plupart des sites de rencontres font payer les utilisateurs. Dans le
cas d’AdopteUnMec, les femmes exceptionnellement ne paient pas. L’homme qui
veut accéder aux services du site doit prévoir au moins 30 Euros par mois dans son
budget®. Pour AttractiveWorld, tarification «haut gammey, le colt d’abonnement
commence a 59 Euros par mois, mais les personnes qui souhaitent s’engager pen-
dant six mois peuvent le faire pour 174 euros ce qui au bout du compte revient

* Les conditions générales du site prévoient trois tarifs: I’engagement d’un mois cotte 30 euros, le

contrat a durée déterminé de 6 mois reconductible permet d’épargner 10 euros car le prix baisse
au 19,50 par mois. L’offre de 12 mois permet d’économiser davantage car le prix mensuel s’¢léve
a 14,70 Euros. Le paiement en plusieurs fois est possible.
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a 29 euros par mois, le méme montant que chez Meetic. Ainsi I’amour devient
un investissement avec un «risque» de rentabilité qui est de trouver son ame ssur
avant la fin d’engagement sur le site. Les sites de rencontres ont permis de nouer
une relation amoureuse a pres d’un tiers d’internautes.

2. AdopteUnMec.com et les «khommes — objets a caliner»

La cible de notre analyse sera la catégorie des sites de rencontres «clas-
siques» qui facilitent des rencontres dites «sérieuses», a vocation conjugale et
hétérosexuelle. Le cas retenu est AdopteUnMec.com, site défini comme «es-
pace convivial (...) créé pour faciliter les rencontres virtuelles entre hommes et
femmes, en leur permettant de faire connaissance ou de s ’amuser librement dans
un contexte humoristique tout en développant leur réseau social» ou (...) chaque
Utilisateur peut, librement et en toute confidentialité, communiquer et échanger
informations et sentiments personnels afin de faire connaissance avec les autres
Utilisateurs».

Bien que le site AdopteUnMec.com utilise un langage dérisoire, son cara-
ctere atteint le paroxysme de la logique commerciale et transforme le proces-
sus de la rencontre entre deux personnes en une transaction. Sa page d’accueil
ressemble a celle des sites d’achats avec des slogans comme «boutique ouverte
24/24 et 7j sur 7», «des nouveautés tous les joursy, «livraison rapide», «produits
régionaux» et bien entendu «le panier» et «les produits». 11 faut savoir que ce-
tte derniére appellation n’est réservée qu’aux hommes car les femmes sont «/es
clients». Elles peuvent s’inscrire gratuitement sur le site, ce qui n’est pas le cas
des hommes qui doivent payer au moins 30 Euros pour utiliser les services pen-
dant un mois. Voila une discrimination positive a 1’entrée du magasin de rencon-
tres et une sorte de vengeance par rapport a la domination masculine ! La logique
d’AdopteUnMec.com se résume en deux phrases figurant sur le site d’accueil:
«Le concept (...) est simple. Le client est roi et, en [ ’occurrence, il est reine. Hon-
neur aux dames. Au supermarché des rencontres, les femmes font de bonnes af-
fairesy.

Une fois inscrit(e)s nous pouvons procéder a la recherche de 1’ame-ssur.
Seuls les hommes qui ont payé 1’accés aux services peuvent contacter les «cli-
entes» choisies. Ici intervient une panoplie des critéres: age, localisation, dis-
tance, pseudo ou sexe. Notre recherche peut porter non seulement sur le phy-
sique (taille, poids, silhouette, yeux, origine, pilosité, couleur, longueur et style
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de cheveux), sur le style de vie (intello, cadre, réveur, ambitieux, routier, ninja ou
bohéme, BCBG, geek, ours, etc.), mais aussi sur une soixantaine de particularités
comme tatouage, lunettes ou piercing. L’éventail de critéres concerne aussi les
«plus» de notre partenaire potentiel(le) répartis entre «fonctions» (cuisine, mas-
sages, plomberie, peinture, bricolage, ronchon le matin, maladresse mais aussi bi-
sexualité), «livré avecy (que dalle, poney, chat, chien, banjo, boxer, sa mére et une
vingtaine d’autres propositions) ainsi que «transports» (pied, vélo, scooter etc.).
Notre choix aller jusqu’a la catégorie «addictions» concernant 1’alimentation, le
tabac ou I’alcool.

Les résultats de recherche de I’ame-ssur correspondent a la description que
chaque utilisateur fait apparaitre sur «ma page» (yeux, profession, cheveux, con-
sommation d’alcool, mensurations, tabac, style, alimentation, origines, hobbies
et signes particuliers). Notre profil permet de nous décrire nous mémes (espace
«description») mais aussi de dire ce que ou plutot qui nous cherchons en rem-
plissant la rubrique «shopping list». L’espace «boudoir» de notre profil est un
lieu d’expression de nos gotts sexuels avec les cases déja pré remplies comme
«Ce qui se cache en dessousy», «Au lit, j’aime...», «Ce qui m’émoustille» ou «Mes
accessoires». La mise en visibilité consiste aussi a ajouter des photos, qui selon
les auteurs de site, sont un moyen d’augmenter nos chances. Les sites de rencontre
créent un univers qui se veut démocratique, mais qui, a travers différents critéres
cautionne des pratiques discriminatoires.

L’espace «mes amies» est un nouveau site créé en 2007 que les fondateurs
d’AdopteUnMec.com présentent ainsi: «Ce n’est pas parce qu 'un produit ne vous
va pas qu’il n’ira pas a l'une de vos amies. Comparez-les et échangez secréte-
ment vos avisy.

Pour celles qui ont peu de temps, AdopteUnMec.com propose des outils sim-
plifiés. Sur la page d’accueil s’affichent «les produits régionaux» c’est-a-dire les
hommes qui habitent prés de chez nous ou récupérés par hasard et qui peuvent
correspondre a nos critéres. Si le profil du candidat ne convient pas, les femmes
peuvent refuser la communication. Le choix peut étre facilité par le cote de popu-
larité des candidat(e)s. Chaque membre d’AdopteUneMec.com est évalué avec un
systeme des points attribués en fonction de son activité sur le site. Il se compose
des quatre critéres: le nombre de mails que 1’on regoit, les visites sur la page per-
sonnelle, les mises en panier et le bonus attribué par le site. Les candidats a qui
I’on a refusé le contact peuvent seulement visiter et regarder notre page*.

4 Toutefois les «clientes» peuvent le «réserver» en le mettant parmi les candidats potentiels

a contacter ou en cliquant «oui» nous 1’autorisons a nous écrire (ainsi le candidat gagne les points
et sa c6té de popularité augmente).
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Chaque visite sur notre page personnelle est enregistrée et signalée. En vis-
itant le profil d’un «produit» qui nous intéresse potentiellement et grace a la ru-
brique «concurrence» nous avons des informations sur les «clientes» potentielles
qui habitent prés de chez nous. Une fois la recherche terminée, nous pouvons enfin
placer nos «produits» dans le panier. Ainsi nous sommes dirigés vers la page «fi-
naliser la commande» qui se présente sous forme d’un agenda... Au cas ou nous
ne serions pas décidés, AdopteUnMec.com nous propose un lien vers d’autres can-
didats. Tel est le mode d’emploi d’un site de rencontre moderne.

3. L'amour n’est plus ce qu’elle était

Malgré leur caractére humoristique, les sites comme AdopteUnMec.com
nous révelent un certain nombre de caractéristiques communes aux individus
d’aujourd’hui et a leurs relations, pas seulement amourcuses. Ce phénoméne fait
réfléchir sur la contractualisation de I’amour et le besoin de sécurité affectif dans
le monde incertain.

La diversité et le nombre de services proposés par les sites de rencontres
correspondent, en effet, a la pluralité¢ des sentiments amoureux et aux différentes
formes de vie en couple. Si I’on s’en tient au couple hétérosexuel, on peut dire
que I’amour et le couple ont vécu un véritable sé¢isme a partir de la deuxiéme
moitié¢ du XXeme siecle. Comme le souligne Jean-Claude Kaufmann, les attentes
concernant le couple grandissent, alors que le nombre des ruptures conjugales n’a
jamais été si élevé. Le couple se transforme avec rapidité et en profondeur. Paral-
lelement, tout ce qui touche a la vie quotidienne et a la vie privée, autrefois trans-
mis par la tradition, est mis en questionnement généralisé.

Pour mieux comprendre les représentations de 1’amour d’aujourd’hui, il faut
se souvenir qu’au Moyen Age, le mariage représentait une sorte d’institution mor-
alisatrice du sexe. Congu comme union voulue par Dieu, le mariage se caractéri-
sait par une forte présence d’ascétisme. C’est I’amour qui permet le miracle: se
détacher du péché malgré la conjonction des corps. Pendant longtemps, 1’acte
sexuel sera considéré exclusivement comme moyen de procréation plus que de
plaisir réciproque entre partenaires. Mais la sexualité et I’émergence d’un senti-
ment interpersonnel se sont avérés plus forts que la conception purement divine
du mariage. Jusqu’a XVIII siécle, le pacte entre époux, hormis la bienveillance
et le respect du a son partenaire, ne prévoyait pas la tendresse. L’avénement de la
personnalisation du sentiment a bouleversé radicalement le paysage conjugal. Le
sentiment amoureux tel que nous le vivons aujourd’hui est le fruit de la rencontre
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de notions antagonistes. La structure du couple s’est forgée longtemps autour de
la révolution irrésistible provoqué par la personnalisation de plus en plus pronon-
c¢ et la transcendance, héritage du passé lointain. Il a fallu néanmoins deux siécles
pour que le mariage arrangé se substitue au «mariage d’inclination» (appellation
de I’époque) dans la morale officielle. Nous sommes encore loin d’abandonner la
conception céleste de ’amour formée pendant longtemps par le roman, le théa-
tre, la chanson, puis les feuilletons et les dessins animés. L’amour est une con-
struction sociale soumise a différentes transformations. On «tombey» amoureux
avant tout parce qu’on se représente ainsi. Or, ce sentiment personnel est deve-
nu aujourd hui ce sur quoi le lien social est désormais fondé. Ce qui explique le
double caractere du couple contemporain: a la fois plus attirant, plus intégrateur
dans les relations interpersonnelles et plus précaire, sujet a étre remis en cause du
Jjour au lendemain. Les statistiques montrent que depuis des années 1960 en Eu-
rope, la structure du couple a été durablement renversée. En témoignent la forte
augmentation des divorces, la diminution des mariages, la généralisation des un-
ions libres ou la multiplication des naissances hors mariage. Les familles mon-
oparentales ou les personnes vivant seules n’étonnent plus personne. Ces chiffres
montrent bien que I’amour est finalement un mythe réalisé partiellement.

Le mythe amoureux, la fidélité et la loyauté jusqu’a la fin de nos jours, promis
souvent devant Dieu et I’amour vécu comme un roman, évoluent ainsi vers «le
contrat amoureux». C’est ce qui contribue aujourd’hui a la recherche de stabil-
ité, a I’épanouissement de soi et surtout soutient la construction identitaire. Dés la
premiére rencontre des futurs partenaires s’instaure une sorte d’un marché qui, par
la suite, réglera un systeme d’échanges de biens et de services d’une certaine na-
ture. 4 ['intérieur de ce marché, le contrat amoureux est le plus important: senti-
ment contre sentiment, regard positif sur [’autre contre regard positif sur soi, refus
mutuel de la critique et de [’agressivité. Au-dela des particularités du sentiment
de ['un et de 'autre, le service échangé est identique, il consiste a reconnaitre la
personne comme personne, a l’aider par ce soutien extérieur a la positivation et a
la densification de sa réalité d’étre. Comme chaque contrat, celui-ci prévoit aussi
des «négociations», des choix, des calculs mais aussi la rupture envisageable plus
facile qu’auparavant. La vie personnelle devient ainsi un «projet ouvert» donnant
lieu a de nouvelles exigences mais aussi se transformant en source de nouvelles
inquiétudes. Cette logique, nous pouvons la retrouver dans I'univers des sites de
rencontres qui proposent un éventail de formes d’engagement. Pour reprendre le
langage d’AdopteUnMec.com, quelques options sont possibles pour d’éventuelles
relations en vrai: un «CDI (relation sérieuse)» ou un «CDD (amitié — caline)». La
spécificité des relations nouées virtuellement se caractérise d’ailleurs par une plus
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grande facilit¢ d’y mettre fin plus ou moins délibérément, a n’importe quel mo-
ment’.

Les sites de rencontres facilitent la logique du choix au cas ou le «modéele
choisi» ne nous conviendrait pas. Ainsi elles s’inscrivent dans la trame de fonc-
tionnement de la culture de consommation qui promeut les solutions rapides et la
satisfaction instantanée.

4. Entre 'amour et le «présent liquide»

Comment expliquer cette transformation du couple et de I’amour dans le
contexte du monde qui change? Zygmunt Bauman nous permet de mieux saisir
ce processus en expliquant que la modernité est en train de passer de la phase
«solide» a une phase «liquidey, dans lesquelles les formes sociales (les structures
qui limitent les choix individuels, les institutions qui veillent au maintien des tra-
ditions, les modes de comportement acceptables) ne peuvent plus - et ne sont plus
censées — se maintenir durablement en [’état, parce qu’elles se décomposent en
moins de temps qu’il ne leur en faut pour étre forgées et solidifier. (...) Les formes
existantes ou esquissées ne peuvent plus servir de cadre de référence aux actions
et aux stratégies a long terme®.

C’est donc dans le contexte de 1’affaiblissement (Etat nations, famille), de la
démonopolisation (religions et pluralité des valeurs) des «institutions tradition-
nelles» que I’individu moderne se trouve face a la responsabilité d’assumer les
nombreuses difficultés produites par le caractére changeant et insaisissable du
monde qui évolue sans cesse. Pour ceux et celles qui sont a la recherche d’un

Ce type de «relation pure» selon Giddens, tend a devenir la forme d’unité humaine dominante,
dans laquelle on s’engage pour ce (qu’'on) peut espérer (en) tirer et dans laquelle on persiste dans
la mesure o les deux partenaires jugent qu’elle donne suffisamment satisfaction a chacun pour
que le désir de la poursuivre soit mutuel GIDDENS, A. (2004). La Transformation de ['intimité:
Sexualité, amour et érotisme dans les sociétés modernes. Paris: Editions du Rouergue. D’ou I’im-
portance du choix d’un(e) «bon(ne)» partenaire car ¢’est autour de lui que le sentiment amoureux
peut se développer.

Une autre composante de cette réalité liquide est constituée par le retrait de I’Etat de plusieurs
fonctions qu’il a assuré et financé jusqu’a la. Ce terrain est cédé souvent aux forces du marché,
intrinsequement imprévisibles et confi¢ a I’initiative privée et au soin des individus. Comme le
souligne Bauman la «société» est de plus en plus envisagée et traitée comme un «réseauy plutot
que comme une «structurey, et encore moins comme un «touty solide: elle est percue et traitée
comme une matrice de connexions et déconnexions ou la réflexion et la prévision de 1’action
a long terme s’effondre BAUMAN, Z. (2007). Le présent liquide. Peurs sociales et obsession
sécuritaire. Paris: Seuil.
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équilibre voire d’assurance, les sites de rencontre peuvent paraitre producteur de
certitudes. Elles deviennent un outil rapide pour ne pas rester seul. Or, les sites de
rencontres proposent un grand choix et la possibilité «de ne pas se tromper». Mais
en méme temps ne produisentils pas une illusion de sécurité et d’efficacité? Der-
riére le profil d’une jeune femme de 24 ans, d’origine francaise, demeurant a Gre-
noble, blonds, non fumeuse, lisant Kundera et écoutant Charles Aznavour, peut se
cacher en réalité un sociologue barbu, de 33 ans, avec quelques cheveux blancs,
d’origine polonaise porte le pseudo «Belle». Finalement les sites de rencontres
ne sont-ils pas un terrain propice pour maintenir et renforcer une dynamique
d’insécurité et de vulnérabilité affective? De ce point de vue, ils ressemblent aux
autres outils de la communication tels que smartphones, iPhones, iPad’es, 1télé-
phones portables etc. qui ont changé la nature de nos relations. Ces instruments
permettent de rester «connectés» ce que signifie que paradoxalement nous som-
mes a la fois «en lien» et «a distance».

Les sites de rencontres qui donnent la possibilité de choisir «un(e) meilleur(e)
candidat(e)» et différents conseils sur «comment aimer» n’essaient-ils pas de nous
faire croire qu’il est possible de bien se «préparer» et d’apprendre a vivre une rela-
tion en vrai? Or, comme souligne Bauman, avec I’amour il en est de méme qu’avec
la mort — on ne peut pas le vivre deux fois, ¢’est une expérience pour laquelle on ne
peut pas se préparer’. Une autre intuition nous suggere que le message de certitude
diffusé a travers des sites de rencontres peut s’avérer illusoire. Il s’agit du cara-
ctere paradoxale de la relation amoureuse qui elle-méme est source d’incertitude.
Pour qu’une liaison ait la moindre chance de durer, [’engagement se révele absol-
ument nécessaire; toutefois, quiconque s’engage sans réserve s’expose aux Souf-
frances les plus considérables dans le futur pour peu que s ’interrompe la relation
en question. Vivre et se construire soi-méme révele aujourd’hui un vrai défi, le
faire a deux, demande encore plus de force et de volonté.

Conclusion

Les sites de rencontres sont des endroits ou se croisent plusieurs problémes
liés a la vulnérabilité de I’individu moderne. Ceci est vrai du processus de re-

7 Selon lui la promesse d’apprendre [’art d’aimer est une promesse (fausse, fourbe, bien qu’on

souhaite qu’elle soit vraie) de faire |’«expérience d’amoury a l'image d’autres articles, attirants
et séduisants, qui brandissent tous ces traits et jurent de délivrer la demande de I’attente, [’effort
de la sueur et les résultats de ['effort BAUMAN, Z. (2004). L’ amour liquide. De la fragilité des
liens entre les hommes. Paris: Le Rouergue / Chambon.
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connaissance. Les millions de profils, de pages personnelles démontrent qu’elle
résulte de la visibilité. Les photos, les descriptions qui prennent souvent la forme
de mini-blogs restent parfois 1’un de rares endroits d’expression pour I’individu et
citoyen. Il ne s’agit pas seulement de reconnaissance affective mais de reconnais-
sance sociale: je reste en ligne... je reste connecté donc j existe.

L’analyse des sites des rencontres ne donne pas une image optimiste de
I’avenir I’homme (hyper)moderne. Pour I’individu fatigué par I’incertitude, per-
du dans les méandres des relations virtuelles, il reste a croire en avenir. Zygmunt
Bauman nous adresse un message un peu plus optimiste: je suis persuadé que
lespoir est ['unique élément immortel chez I’homme. Aucun tableau statistique,
aucune preuve ne peut assassiner [’espoir, car [’espoir ne vit pas dans le monde
des preuves mais dans le monde a venir, pour lequel il n’y a pas encore de statis-
tiques. On dit que ’ame humaine est immortelle. Peut-étre. Mais, ce qui est siir,
c’est que [’homme se nourrit de l’espoir immortel, et que ['immortalité de son dme
en est une manifestation. Ce message d’espoir ne contient-t-il pas ce brin de tran-
scendance caractéristique d’une vision céleste de I’amour...?
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«LES RESEAUX DU CCEUR»... SUR LES SENTIMENTS (POST)MODERNES

Résumé

La rue est devenu un lieu de passage. Elle n’est plus, ou en tout cas de moins en
moins, un lieu de rencontre(s). C’est 1’espace virtuel avec 1’avénement d’Internet qui est
désormais I’endroit ou I’on échange des informations, ou I’on consomme, communique,
mais avant tout ou 1’on peut se rencontrer... Assis derriére leur écran, devant leur cla-
vier, en se rendant visible, les individus influencent réciproquement les représentations de
I’amour, des désirs, des espoirs... «Les réseaux du cSur», sujet de cet article, nous disent
beaucoup sur la véritable transformation des formes de citoyenneté et des nouvelles for-
mes de consommation mais aussi sur les aspirations et les stratégies de I’homme du XXI¢-
me si¢cle. Ce phénomeéne montre comment il est difficile aujourd’hui de séparer les pra-
tiques sociales et les usages informatiques. Etudier le phénomeéne des sites de rencontres
(p. ex.: adopteunmec.com ; meetic.com) permet de mieux comprendre leur fonctionne-
ment et les prestations qu’offrent ces plateformes d’échanges multiples. Le but n’est pas
d’analyser les sentiments a 1’ére des liaisons numériques mais de voir plutot ce qu’elles di-
sent sur I’individu et le citoyen d’aujourd’hui. On estime a 7 millions le nombre des per-
sonnes inscrites en France. On peut donc parler d’un véritable marché du sexe, de I’amour
et de la séduction. Il est intéressant de se poser la question sur la signification du mot «re-
lation» qui prend un nouveau sens dans ce contexte. Comment existe-t-on a travers ces si-
tes? Existons-nous ou plutdt coexistons-nous dans les réseaux du csur? Que signifie «tes-
ter les produits» ou «accéder au stock», pour reprendre le langage de 1’un des sites de
rencontres? Que veulent dire ces expressions par rapport a la société du choix, celle I’im-
médiateté et du passionnel et finalement par rapport a I’ Autre?

Mots-clés: Internet, sites de rencontres, relations virtuelles
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CULTURE LIBRE ET HACKING

Introduction

La création de I’Internet, ce nouveau milieu de communication omniprésent
et tout-puissant, a engendré des transformations importantes dans tous les domai-
nes de la vie sociale. L’'usage de I’Internet est li¢ au monde quotidien et il annon-
ce I’émergence de cette société en réseau tant annoncée (c’est vrai, sans étre uni-
formément développée a travers le monde). Moyen de relier les étres humains, de
créer un monde virtuel ou le partage des informations est, pratiquement, illimité,
I’Internet a favorisé la parution du mouvement du logiciel libre (le free software
mouvement) et le développement du concept de culture libre.

Dans le contexte de la mondialisation, la culture libre représente une aspi-
ration a I’acces égal a la connaissance et a I’information. Elle vise la libre dis-
tribution du savoir et son développement grace a I’enrichissement d’suvres déja
existantes sans les limites imposées par la protection juridique de la propriété in-
tellectuelle. Wikipedia, cette encyclopédie électronique universelle mise en ligne
le 10 janvier 2001, est un exemple édifiant de cette philosophie du partage avec
plus de 16 millions d’articles rédigés en plus de 270 langues et attirant quelque
78 millions de visiteurs.

Pourtant il ne faut pas confondre (comme il arrive souvent) le terme /ibre
avec gratuit ou ouvert, car la culture libre n’est pas nécessairement gratuite. Li-
bre signifie qu’un article, par exemple, puisse &tre reproduit, modifié, partagé, etc.
sans autorisation spécifique de ’auteur original: ouvert signifie que I’auteur n’a
pas fermé le code source qui peut ainsi étre modifié et reproduit alors que le terme
gratuit implique I’idée d’utilisation de ’article sans avoir a payer de droits.



CULTURE LIBRE ET HACKING 243

1. Le monde du libre

Théoriquement, la philosophie du partage des connaissances et leur acces-
sibilité a tous est commune a tous les secteurs qui forment le monde du «librey,
mais la réalité varie selon les champs d’application.

L’Informatique. Le secteur de I’informatique est certainement celui ou la
philosophie du libre est la plus répandue. Le terme «source ouverte» désigne alors
un éventail de licences pour logiciels qui rend le code source disponible au pu-
blic avec peu ou sans restrictions découlant du droit d’auteur. Le logiciel peut ain-
si étre utilisé, étudié et modifié sans restriction, de méme qu’il peut étre copié et
redistribué dans sa forme modifiée pourvu que les utilisateurs subséquents jouis-
sent des mémes droits.

Liberté ou infraction. La question se pose si I’on est conscient des limites
de cette liberté, si elle envisage aussi le dépassement des limites de la 1€galité et de
la morale. Les «pirates informatiques» utilisent 1’ordinateur pour commettre une
infraction, un acte qui représente un danger social et qui est sanctionné par la loi.
Les infractions informatiques sont multiples et diverses et leur liste est enrichie
en permanence grace a I’imagination et a la créativité des pirates informatiques.
La fraude informatique, le faux en informatique, les préjudices pour les données
et les programmes de I’ordinateur, le sabotage informatique, I’accés non autori-
sé, I’interception et la reproduction non autorisée des programmes protégés, 1’es-
pionnage informatique, I’emploi non autorisé d’un ordinateur ou d’un programme
sont des infractions punies par la loi dans la majeure partie des pays développés.
Il y a une recommandation du Conseil de I’Europe, R(89)9, pour combattre la dé-
linquance a I’aide de I’ordinateur. Au plan mondial il y a eu une tentative pour
cataloguer les dangers sociaux dans le domaine de I’informatique et ils ont été
groupés dans la catégorie «Computer Aided...» a laquelle appartiennent les acro-
nymes connus CAD (computer-aided design), CAM (computer-aided manufactu-
ring), etc. On a propos¢ alors que les faits criminels commis a ’aide de 1’ordina-
teur soient nommés «Computer Aided Crimey. Quel que soit le nom attribué a ces
faits, une chose est certaine : on ne peut plus les négliger, car ils évitent que les or-
dinateurs occupent une place de plus en plus importante dans notre vie quotidien-
ne et que, paralléelement avec leur évolution spectaculaire, malheureusement, une
criminalité spécifique se développe de plus en plus.

Hackers et crackers. La culture hacker est parue aux années 70-80 et s’est
développée dans les décennies suivantes comme une alternative a la culture libre,
un réseau informatique délocalisé qui reliait, au début, plusieurs universités amé-
ricaines. A 1’origine, un hacker était un programmateur informatique débrouillard,
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une personne curieuse qui adore explorer les détails des programmes et leurs ca-
pacités.

Les derniéres années, pour la plupart des gens, un hacker est un vilain per-
sonnage dont I’activité mafieuse consiste a s’immiscer dans un espace numérique
privé pour en usurper le contrdle. La destruction, le vol (de données et d’argent),
les infections virales ne sont que quelques méfaits qui lui sont attribués. Mais il y
a des voix, de plus en plus nombreuses, qui affirment qu’un hacker est avant tout
un débrouillard passionné par la technique qu’il étudie, éprouve et bricole pour
en tirer tout son potentiel. Il existe des hackers dans tous les domaines : sécurité
informatique, développement web ou logiciel, robotique, mécanique automobile,
physique, chimie, etc. Hacker n’est donc pas du tout synonyme de pirate. Ce n’est
pas un mot péjoratif, mais plutdt une gratification, une marque d’expérience et de
débrouillardise. Pour le verbe hacker on indique des synonymes tels s ‘approprier,
détourner, bricoler et non pas voler.

L’innovation, le peaufinage, I’enrichissement des fonctions sont les résultats
du hacking. Mais c’est surtout I’innovation qui motive le hacker. On doit aux hac-
kers la richesse technique et ils ne méritent pas leur mauvaise réputation.

Il ne faut pas les confondre avec les crackers qui, n’ayant rien a faire avec
les petits biscuits salés, sont des pirates informatiques qui s’introduisent dans un
systéme ou dans un réseau informatique dans le but de perturber son fonctionne-
ment ou de le détruire. Il est un pirate, spécialisé dans la violation de protection
ou de bridage, par exemple les mots de passe, les DRM (Digital Rights Manage-
ment), les pare-feu, les codes PIN, etc.

Il semble que les internautes font la différence entre les bons et les mauvais
hackers, qu’il y a ceux que I’on appelle «white hats» (qui sont bien intentionnés),
les «black hats» (mal intentionnés) et les «grey hatsy» (qui sont entre les deux). Ces
catégories ainsi que le grand nombre des termes qui désignent les personnes ayant
des activités plus ou moins Iégales sur I’Internet démontrent les dimensions et la
complexité du phénomene.

2. Le hacking en Roumanie

Les statistiques montrent que les Roumains sont parmi les plus nombreux et
dangereux hackers. Ils représentent une menace permanente pour les systémes les
plus sécurisés. On distingue au moins deux catégories de hackers, selon les arti-
cles publiés dans plusieurs journaux que nous avons consultés pour nous docu-
menter sur ce phénomeéne: les bienveillants (qui donnent des avertissements pour
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corriger une erreur ou pour améliorer la sécurité d’un systéme) et les malveillants
(qui, sans étre nécessairement des pirates, produisent des dégats dans les systémes
informatiques). Nous allons citer quelques cas présentés dans les médias et qui il-
lustrent la différence entre ces deux catégories.

Fraudes informatiques roumaines. Un hacker faché contre les prix en
continuelle augmentation chez RomTelecom, a pénétré dans le réseau interne de
la société et y a modifié les tarifs : 1 leu pour 5 heures de conversation.

D’autres hackers ont pénétré il y a quelques années le site du Pentagone. Ils
n’ont rien obtenu parce que le site n’était pas trés important et on les a découverts
avant de produire des dégats. Plus récemment, Razvan Cernaianu, alias TinKode,
étudiant a Timisoara, a I’Université de I’Ouest, a réussi a pénétrer dans les syste-
mes de la NASA et du Pentagone. Ensuite il s’en est vanté sur son blogue et sur
Facebook. Le jeune étudiant en informatique a recu un prix de Google pour avoir
signalé une breche dans le systeme de sécurité et la vulnérabilité des logiciels de la
compagnie. Son nom se retrouve sur la liste “Google Security Hall of Fame”.

Butyka Robert, Victor Faur sont d’autres jeunes gens qui ont réussi des per-
formances pareilles sans avoir des études de spécialité. Le premier n’a méme
pas terminé le lycée, il I’a abandonné en neuviéme. L’anglais, il I’a appris a la
télé, et le hacking, en autodidacte. La NASA a déclaré a propos de Victor Faur
qu’il a compromis 150 servers par ses intrusions illégales dans des ordinateurs qui
contenaient des données scientifiques, y compris des logiciels spatiaux et de nou-
veaux types de technologie, pertes évaluées a 240.000 de dollars.

Le Ministére des Affaires Intérieures, de la Justice et des Finances de la Rou-
manie ont ¢été attaqués plusieurs fois par des virus qui ont provoqué des modifi-
cations majeures aux informations des sites respectifs. Lorsque le gouvernement
a annoncé¢ I’augmentation des accises aux boissons alcooliques, sur la page web
du Ministére des Finances un hacker a introduit un message de proteste: «Ce site
a été pénétré par le Roi de la Bicre».

Il y a eu aussi des hackers roumains qui, pour se moquer du gouvernement,
ont changé les photos de son site. Un autre a affiché la photo du président Iliescu
sur le site du FBI.

En ce qui concerne le commerce ¢électronique, les Roumains se sont spéciali-
sés dans les achats dans les magasins virtuels qui se trouvent a I’étranger (la plupart
aux Etats Unis), en utilisant des cartes de crédit volées ou faussées. Pour cela ils
ont utilisé des sites spécialisés dans le commerce ¢lectronique et des bases de don-
nées avec des numéros de cartes de crédit. Ce genre d’attaques a été favorisépar le
fait que le temps qui s’écoule du moment du payement illégitime au moment ou le
propriétaire de la carte s’en rend compte et refuse le payement, est assez long.
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Un autre hacker roumain a bloqué I’ordinateur d’une personne qu’il détes-
tait. Lorsque celui-ci I’ouvrait et entrait dans Word, il écrivait un texte et I’ordi-
nateur se restartait. Evidemment, 1’ordinateur est devenu pratiquement inutilisa-
ble. Finalement, le hacker a pardonné cette personne et puis il a corrigé lui-méme
la situation.

Voila aussi des exemples de hackers qui ont aidé, au lieu de détruire: un de
ceux-ci a découvert quelques erreurs (bugs) dans le réseau des ordinateurs d’un
citoyen américain qui venait d’ouvrir un Internet café a Bucarest. Il 1’a averti plu-
sieurs fois que 1’administrateur de ce réseau n’accomplit pas correctement son
devoir ou il n’est pas capable de protéger son systéme. L’ Américain a invité le
hacker venir travailler a sa firme. Depuis il y est embauché, il touche un salaire
décent, il a le taxi de contact et le téléphone payés par la firme.

Un excellent hacker roumain, dans le sens originaire du mot, a trouvé des bo-
gues (bugs) dans le réseau de la société Ericssonet il leur a envoyé ses observa-
tions ainsi que la solution pour résoudre le probleme. Les patrons de la société lui
ont fait cadeau le dernier type de téléphone plaqué d’or.

Bien que les exemples négatifs semblent étre plus nombreux, nous supposons
plutot que les journaux préfeérent parler des mauvais sujets pour trouver le sensa-
tionnel, I’événement qui assure la vente.

La loi roumaine et les délits informatiques. Au début du mois d’octobre
1999, le Tribunal de Ploiesti (grande ville roumaine tout prés de Bucarest) a pro-
noncé une sentence qui condamnait I’administrateur de la firme Andantino a six
mois de prison avec sursis. Le 18 septembre 1998, I’accusé avait été surpris par
les policiers et par les inspecteurs de I’Office Roumain pour des Droits d’Auteur
en train de vendre des CD avec des logiciels au magasin de sa société. «C’est la
premicre sentence pénale dans le domaine de la piraterie software depuis 1’adop-
tion en 1996 de la Loi n°® 8 des Droits d’Auteur et des Droits Connexes et repré-
sente une premicre preuve concluante que la propriété intellectuelle commence
a étre respectée en Roumanie aussi» a déclaré un avocat qui représentait la Rou-
manie dans la Business Software Alliance.

Il faut admettre que la loi roumaine a été longtemps incapable de sanction-
ner les délits informatiques, que la préoccupation des autorités pour stopper les
activités nuisibles des pirates de I’Internet était presque inexistante. Les derni¢-
res années des efforts remarquables ont été faits dans ce domaine tout en essayant
une harmonisation avec la législation de I’UE. L’activité de la DIICOT (Direction
d’Investigations des Infractions de Criminalité Organisée et Terrorisme) dans le
domaine du hacking est de plus en plus importante et les résultats se voient dans
le grand nombre d’arrestations. Des hackers célebres ont été arrétés et leurs inter-
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views présentées dans les médias ont dévoilé quelques traits de leur personnalité
et la motivation qui les anime.

Psychologie et motivation des hackers. S’ils envoient des messages ou des
mails aux administrateurs de systéme pour les annoncer qu’ils ont une erreur (bug)
dans le systéme de sécurité, les hackers sont considérés comme des magiciens des
ordinateurs. Souvent ils ont offert eux-mémes des solutions pour enlever les fai-
blesses de protection des systémes. D’autres hackers s’amusent tout simplement
lorsqu’ils pénétrent les systémes des autres pour faire des farces telles le change-
ment du background du desktop, la fermeture et I’ouverture du CD-Rom, etc.

Souvent les hackers vérifient la «compétence» des administrateurs du syste-
me en les faisant passer de diverses épreuves pour voir s’ils sont ou non capables
de tenir les systémes sous protection. Beaucoup d’administrateurs sont souvent
terrorisés tout simplement.

Qu’est-ce que les hackers cherchent dans les ordinateurs des autres gens?
D’habitude ceux-ci cherchent un compte, une carte, un mot de passe d’acces, cer-
tains cracks, des logiciels ou des licences. Les hackers opérent souvent sur les
connexions des adversaires, «en transférant» de cette manieére une grande partie
des dépenses pour la communication dans le compte de ces derniers.

Méme si leurs intentions sont honorables, comme dans le cas du fameux vi-
rus de type «warmy» qui s’appelle «I love you» et dont I’existence a été signalée
quelques mois d’avance par des hackers, leurs avertissements ont ¢té ignorés. La
conséquence: des dommages estimés a 6 milliards USD.

Les hackers avouent qu’il y a certains sites avec des logiciels qui, s’ils sont
intelligemment utilisés, personne ne peut les dépister. Et alors comment sont-ils
trouvés et arrétés? Plusieurs ont avoué leurs méfaits sur leurs blogs ou sur Fa-
cebook en quittant ainsi [’anonymat. La vantardise ou le désir de faire connai-
tre leurs exploits ont été les principales causes de leur échec. Aprés des décennies
d’anonymats, ils éprouvent le besoin d’avoir un statut, des droits, d’étre reconnus
par la société.

Les hackers ont constitué des organisations qui demandent des droits, déri-
vés, surtout, de la «Déclaration universelle des droits de I’hommey. L éthique du
Hacker est leur livre de chevet. On y trouve des idées telles:

— T’accés aux ordinateurs doit étre total et illimité;

— toutes les informations doivent étre gratuites;

— les hackers doivent étre jugés selon leurs faits, et non pas selon d’autres crite-
res, tels 1’age, les diplomes, la race ou la position sociale;

— on peut créer de I’art et [’on peut apporter de la beauté a 1’aide de 1’ordina-
teur;
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— les ordinateurs peuvent améliorer la vie.

Il semble que I’effet de ce livre a été bénéfique parce que, aprés la parution
de ce code déontologique, les hackers ont eu moins d’attaques pour gagner de 1’ar-
gent et ont intensifié¢ leur activité en ce qui concerne les droits des citoyens.

Les hackers sont aussi un festival annuel qui se trouve a sa quatriéme édition,
un dictionnaire de jargon et un guide, le livre d’Eric S. Raymond, How To Become
A Hacker, traduit en roumain par Andrei Savu et posté sur son blog.

Hackerville. La ville Ramnicu Valcea, située dans le département de Valcea,
au nord-ouest de la capitale de la Roumanie, a gagné une triste notoriété: le réseau
de hackers qui s’y trouve a effrayé toute la planéte, comme ’affirme Le Monde
dans un article repris aussi par Worldcrunch.com.

Ramnicu Vilcea, avec son quartier Ostroveni, est connu sous le nom de Hac-
kerville, parce qu’il est la capitale des vols en ligne. Les clients de tous les pays
qui font des achats en ligne — des Francais, des Britanniques, des Allemands, des
Italiens, mais surtout des Américains, ont été trompés par des hackers roumains.
Dans ce quartier tout le monde sait ce qui se passe, mais le code du silence fonc-
tionne sans faute.

Paradoxalement, les hackers ont accepté de donner des interviews aux jour-
nalistes francais, tant que leur anonymat soit respecté. Nous reproduisons quel-
ques aveux dont la traduction du roumain nous appartient.

“Il est plus facile avec les Américains car ils achétent tout en ligne, méme
leur pain, ils sont habitués a tout faire sur Internet”. Le jeune homme qui a fait
cette déclaration soutient qu’il donne 4 ou 5 coups par semaine et finalement il lui
reste quelques dizaines ou centaines de milliers de dollars.

“Nous vivons dans un grand monde, plein d’imbéciles, qui sont préts a tout
faire en ligne. Nous vendons des produits fictifs, nous clonons d’autres sites et
nous volons les données des cartes de crédit. En Europe, pour s’emparer de I’ar-
gent, nous utilisons les soit nommées «fléches» ou les «porteurs d’argent» qui re-
dirigent I’argent envoyé dans un certain compte. Les porteurs gardent 30% de 1’ar-
gent et ils nous envoient le reste par Western Union”, explique le hacker. L’affaire
est assez rentable si I’on regarde les transactions faites sur Western Union.

Les hackers roumains ont compris aussi qu’il vaut mieux travailler en équipe,
ce qui leur donne un pouvoir plus grand par rapport a d’autres hackers. Les por-
teurs sont les plus exposés des hackers, et, pour la plupart du temps, ils utilisent
des ID faux. IIs savent tout sur le monde complexe de I’Internet.

“Nous avons invités tous nos voisins devant les ordinateurs. Nous avons uti-
lisé des enfants de 14 ans pour nous aider. Nous avons utilisé aussi des enfants des
orphelinats et nous les avons faits travailler pour nous”, raconte le hacker.
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Victor Faur, alias SirVik, connait trés bien le systéme, car il est un des hac-
kers les plus connus de Roumanie. Il a été pris et condamné a 6 mois de prison
avec sursis et a payer une amende de 240.000 dollars. II a cassé les serveurs de la
NASA pour leur démontrer la faiblesse de leur systéme de sécurité. “Je leur ai atti-
ré I’attention de réparer leur systéme de sécurité, mais j’ai fait I’erreur de me van-
ter sur un site qu’ils surveillaient”, dit le hacker.

Selon Ice Man, un autre hacker renommé en Roumanie, qui s’appelle Ro-
bert Butyka, voler sur I’Internet est trés simple. Mais il ajoute aussi que pénétrer
de divers sites n’est pas la méme chose avec voler parce que les hackers sont atti-
rés surtout par le défi.

Réamnicu Valcea est le centre de la criminalité en ligne de la Roumanie et les
actions des hackers qui y habitent ont frappé quelques continents. Le phénome-
ne a débuté en 1996 et il a eu I’effet de la boule de neige dans la ville. Les auto-
rités de Bucarest ont commencé a suivre ce phénomene en 2003, sous la pression
des Etats-Unis.

Pour neutraliser les hackers, un groupe des professionnels du FBI, spécia-
lisés dans les fraudes informatiques, est venu a Bucarest pour préparer 600 poli-
ciers roumains pour le combat contre la criminalité. Dans la police roumaine on
a créé une unité spéciale avec 200 membres détachés dans tous les départements
du pays.

Conclusion

Dans les déclarations que les hackers roumains ont faites sur I’Internet ou
dans les journaux des derniéres années, nous avons pu constater que le hacking
est devenu une véritable culture qui a son propre code, méme son éthique. Si au
début de leur activité ils étaient une espece d’anarchistes qui voulaient changer
I’ordre social pour permettre ’acces libre a 1I’information ou aux richesses de ce
monde, leurs efforts actuels montrent un désir de se faire entendre, une aspiration
vers la légitimité.

Le temps est venu de nous demander si ces hackers, qu’ils soient Roumains
ou d’autre nationalité, ne représentent pas les éléments de la «destruction créatri-
ce». La crise actuelle, inhérente a la logique interne du capitalisme comme toute
autre crise, peut engendrer elle-aussi des innovations en bousculant les positions
acquises. L’exploration des idées nouvelles et I’ouverture vers des opportunités
deviennent ainsi possibles. L’ordre économique et social, qui caractérisent les pé-
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riodes de non-crise, bloque les initiatives or les hackers qui nient cette ordre ne
font que libérer les flux des innovations.

Dans la logique de «la veille anticipative» dont 1’objet, pour les entreprises
et les collectivités, est la gestion de I’information de leur environnement extérieur
afin d’anticiper les changements importants, actuels et futurs, pour leur devenir,
les hackers ne font qu’anticiper les dangers qui menacent les systémes informa-
tiques. Ils attirent I’attention des veilleurs (administrateurs) sur les faiblesses des
logiciels et des codes. Grace a leur activité, les décideurs ne peuvent plus négli-
ger |’anticipation et ignorer les signes d’une difficulté future. Les hackers appor-
tent une aide aux responsables de ce monde en les obligeant de faire attention aux
«signaux faibles» annonciateurs de changements pertinents.

Les hackers meénent une guerre de longue haleine par la ré-information de
leurs concitoyens et pour la reconquéte des réseaux et des structures institution-
nels. Avec leurs armes silencieuses mais extrémement efficaces, ils envisagent un
renversement graduel des rapports de force. Ils sont en guerre et les armes utili-
sées ne sont pas matérielles. Leur message est facile a déchiffrer : ’intelligence
et la créativité n’ont pas de limites, elles peuvent ouvrir n’importe quelle porte.
Ceux qui ont découvert ces vérités ont transformé les black hats en white hats en
les embauchant a leurs firmes.
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CULTURE LIBRE ET HACKING

Résumé

L’Internet représente un moyen de relier les étres humains, de créer un monde virtuel
ou le partage des informations est, pratiquement, illimité. Le mouvement du logiciel li-
bre (le free software mouvement) a créé aussi le concept de culture libre et méme un cou-
rant de pensée qui se fonde sur des valeurs telles la liberté d’expression ou le partage du
savoir. La culture hacker est parue aux années 70-80 et s’est développée dans les décen-
nies suivantes comme une alternative a cette culture libre, un réseau informatique déloca-
lisé qui reliait, au début, plusieurs universités américaines. A 1origine, un hacker était un
programmateur informatique débrouillard, une personne curieuse qui adorait explorer les
détails des programmes et leurs capacités. De nos jours ce nom est devenu péjoratif et sy-
nonyme avec ,,pirate informatique”. Nous nous proposons une réflexion sur ’activité de
ces personnes, sur leur éthique, a partir de nombreux cas de la Roumanie. Pour le dérou-
lement de notre recherche nous avons utilisé les données secondaires extraites de quel-
ques interviews publiés dans les journaux roumains, puis nous avons fait appel a I’analy-
se de leur contenu pour découvrir les stratégies relationnelles pratiquées, les tactiques et
les comportements usuels adoptés. Exceptant 1’aspect pénal de certaines activités des hac-
kers, ceux-ci mettent I’accent sur leur désir d’accés libre a I’information, de transparence.
Le hacking est une infraction, mais est-ce qu’il pourrait représenter une conception nou-
velle qui considére le savoir comme un bien public? L’$uvre de I’esprit est produite et ap-
partient a la communauté mondiale, la communauté est en droit d’avoir un accés univer-
sel a ce savoir et c’est la coopération des individus qui stimule la création de nouveaux
savoirs. Est-ce qu’on pourrait considérer le hacking une espéce de ,,destruction créative”
(J. Schumpeter) qui déclencherait ,,la veille anticipative” (H. Lesca) des organisations ou
des personnes visées par I’activité des hackers? Sont-ils les anarchistes de la société post-
moderne?

Mots-clés: culture, libre, hacking
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E-DEMOCRATIE? OU ET COMMENT
LES INTERNAUTES AFFECTENT
LES PROCESSUS DEMOCRATIQUES

Introduction

Lorsque nos ancétres grecs ont inventé la démocratie comme systéme de
gouvernance de leurs cités, ils ont mis en place la pratique du débat direct des ci-
toyens dans les affaires publiques permettant d’exprimer la notion d’intérét pu-
blic et la légitimation des décisions prises. Si la démocratie fait toujours réver
les populations qui vivent dans les régimes totalitaires, en Occident, elle est sou-
vent jugée en crise. On peut la situer a deux niveaux. Le premier résulte d’un dé-
sintérét d’une grande partie des électeurs décus par la politique conduite dans
leur pays qui ne participent plus aux exercices démocratiques. Ce désintérét qui
a pour conséquence I’isolement de élites au pouvoir, une dé-légitimation des déci-
sions prises et, a terme, un affaiblissement des Etats démocratiques et de leur pou-
voir d’agir. En effet, lorsque a peine 50% des électeurs se déplacent pour voter et
que les présidents sont ¢lus avec une petite majorité de 51% de votants, la démo-
cratie représentative dispose d’une base sociale faible de 25% de citoyens, ce qui
reste largement insuffisant pour conduire des politiques courageuses et les réfor-
mes exigées par I’état actuel de sociétés globalisées.

Le deuxiéme probléme qui hante les démocraties occidentales est celui du
retour du populisme activé par les rhétoriques patriotiques, nationalistes, souvent
trés xénophobes, alimentés par les discours religieux traditionalistes, mobilisés
par les partis conservateurs qui corrompent les esprits des citoyens en manque de
reperes et ayant le sentiment d’étre victimes da la crise économique et politique.

Peut-on penser que le développement récent des nouvelles technologies
de communications et, notamment, des connections internet accessibles partout
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a partir de nombreux supports (ordinateurs, tablettes, téléphones...) peut dimi-
nuer leurs effets négatifs. Il est vrai, que les citoyens peuvent avoir I’impression
de disposer des moyens techniques pour mettre en place des lieux d’expression
d’idées qui n’ont pu étre pris en compte dans les espaces publics jadis et d’in-
fluencer les résultats des €lections a des fonctions suprémes pour fléchir les mé-
thodes et les objectifs de 1’exercice du pouvoir. En 2007, I'utilisation massive de
messages SMS a permis aux jeunes électeurs polonais de faciliter la nette vic-
toire du parti social-démocrate de centre Plateforme Civique (Platforma Obywa-
telska) et la nomination de D. Tusk aux fonctions de premier ministre contre ses
adversaires conservateurs et nationalistes. La méme année, lors de la campa-
gne présidentielle en France, Ségoléne Royale mobilisait les réseaux sociaux et
les jeunes pour diffuser son message. Sa méthode sera réutilisée cinq ans plus
tard par F. Hollande qui confiera a son jeune fis, aguerri par la campagne de S.
Royal, la fonction de coordination des actions en réseaux. Les usages d’Inter-
net et de SMS ont joué un role trés important dans la propagation des idées d¢-
mocratiques lors des « Révolutions arabes », notamment en Egypte. Mais la ré-
volution numérique s’exprimera le mieux lors des deux campagnes d’Obama en
2008 et 2012. Quels renseignements pour le devenir des démocraties peut-on ti-
rer de ces exemples?

1. Tous sur Internet?

Si I’on regarde le monde occidental dés le début des années 2000, d’abord
aux USA, puis ailleurs, on voit se constituer des groupes d’usagers des espaces
d’Internet qui imposent leurs opinions et font converger les débats autour des su-
jets qui les intéressent. Certains de ces groupes se constituent en véritables fabri-
ques d’idées, souvent alternatives, centrées sur la protection de consommateurs,
sur I’écologie, les droits de ’homme, contre la guerre en Irak.... IlIs s’expriment
sans pour autant se faire entendre par les gouvernants. La possibilité d’utiliser In-
ternet comme support pour la diffusion des idées est aussi ouverte a ceux qui com-
battent les idées démocratiques, elle est mobilisée par les groupes, organisations
plus ou moins diffuses qui s’adressent aux oubliés des politiques officielles et
aux personnes les plus vulnérables. Progressivement les élites politiques ont aus-
si trouvé dans les supports Internet de nouveaux canaux pour diffuser leurs mes-
sages et leurs programmes politiques.

Deés début des années 2000 le nombre d’internautes est partout en progression
constante. Selon Médiamétrie, s’ils étaient 11 millions en mai 2001 en France, en
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janvier 2012 ils étaient déja 40 millions soit 71,6% des Francais de 11 ans et plus.
Ces chiffres sont tout a fais comparables a la situation des USA ou en 2010 envi-
ron 71,2% des Américains avaient acces a internet (contre 59% en 2003). De plus
en plus d’internautes ont accés a la connexion a leur domicile ce qui transforme
la nature des relations entre 1’espace privé et intime et I’espace public. En France,
la loi considére pourtant que 1’espace des réseaux sociaux est un espace public et
que les informations publiées engagent la responsabilité juridique de leur auteur.
Les opinions exprimées ont dont un caractere public.

L’arrivée des réseaux sociaux, Facebook, Twitter... transforme encore la
donne. Ils modulent et personnalisent, tout en construisant de nouveaux liens,
les usages d’Internet, ce qui se fait de maniere inégale selon les pays. Si 92% de
Frangais se connectent quotidiennement a I’Internet en 2010, seulement 13% le
font pour accéder a leur réseau social, tandis que la moyenne européenne est de
46%. En 2012, sur un milliard d’utilisateurs de Facebook, 30 millions sont des
Frangais, 70% des entreprises frangaises ont une page, mais 52% des utilisateurs
se désabonne de leur contenu. Ce dernier chiffre souligne I’importance des déci-
sions individuelles qui modifient le paysage de la toile sans pour autant la trans-
former en profondeur. Si Facebook (en 2012, 30 millions d’abonnées en France)
permet une expression de soi intime et personnelle et connecte avec une certai-
ne confidentialité les amis et les amis des nos amis, Twitter (en 2012, 5,5 mil-
lions d’abonnés en France) est un réseau dont la vocation est la diffusion d’in-
formations événementielles dont les contenus peuvent étres aussi bien des faits
divers, les tendances de la mode, des résultats sportifs que des messages politi-
ques. Un autre réseau, «Linked-in» (en 2012, 4 millions d’abonnés en France),
semble afficher des plus en plus sa vocation professionnelle, notamment dans
le cadre de promotion de carriéres et de recherche de relations professionnel-
les. Il peut étre consulté en vue d’analyse de profils d’emplois ou de candidatu-
res. En bref, «la planéte réseau» est de plus en plus complexe et est, elle-méme,
stratifiée. Les réseaux sociaux peuvent étre impliqués dans les débats démocra-
tiques a différentes échelles et avoir un degré de rayonnement variable. Les ac-
teurs politiques s’emparent de ces outils pour construire, orienter 1’opinion pu-
blique et donner une sorte d’accessibilit¢ aux candidats pour créer une vraie
illusion de proximité avec les supporteurs et électeurs. Lors de la campagne de
2008, la page Facebook de Barack Obama a ¢été nommée «j’aimey» par 35 mil-
lions de personnes. En 2012 le Twitter d’Obama comptait 25 millions d’abon-
nés (ils sont 140 millions a I’utiliser), qui recevaient quotidiennement les tweets
de mobilisation, de réajustement des propos du candidat Obama et de précisions
sur le déroulement de la campagne. D’ailleurs, si en 2008, lors de la premiére
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¢lection d’Obama, seulement 5 % des Américains ont entendu parler de ce site,
en 2012 ils étaient 90%.

Lorsque I’on consulte les statistiques sur la population européenne qui utilise
I’Internet, en général nous constatons les premicres fractures qui s’expriment en
termes de genre, d’age, de lieu d’habitat ou de profession, renforcées par les mo-
deles culturels nationaux. Les femmes représentent 42% des utilisateurs d’Inter-
net en Europe, 47% en Suéde et seulement 37,5% en Italie (données pour 2003).
Les personnes de plus de 55 ans représentent 20% des utilisateurs, tandis que les
jeunes de 15-24 ans, 85%. 53 a 59% des citadins, selon la taille de la ville, utilisent
internet en 2003. Ils sont 48% dans les zones rurales. Les professions libérales et
les employés représentent entre 78% et 64%, tandis que les gens sans profession,
apeine 36%. La fracture sociale liée au coup d’achat du matériel et d’abonnement
a la connexion Internet passe par 1a. Les écarts géographiques sont également im-
portants méme s’ils sont progressivement résorbés, comme 1’atteste la situation en
Pologne, ou le nombre d’internautes est passé de 27,8% en 2005 a 42% de la po-
pulation des plus de 15 ans en 2007.

Aux USA les chiffres indiquent, en version plus atténuée, les mémes dif-
férences. Les internautes de plus de 65 ans constituent 23,9% de ’ensemble en
2003 et 34% en 2008, les hommes représentent plus de la moitié des utilisateurs
en 2008 (52,6%). Les populations a hauts revenus (plus de 500003 par an) utili-
sent plus souvent Internet que les populations pauvres. Toutefois, la généralisation
de I’usage d’Internet progresse, comme progresse le temps de connexion (facilité
par la généralisation de I'usage des Smartphones). En 2010 56% des francais res-
taient connectés 12h par semaine (Etude, Les Francais face au médias sociaux et
la e-réputation, Echov.2). Certains moyens de communication (comme la télévi-
sion) semblent résister et s’accommoder mieux de 1’usage massif d’Internet que
d’autres. Aux USA par exemple, les utilisateurs, tout en étant connectés a I’Inter-
net et en surfant sur les pages ou en consultant leur messagerie ou les pages Face-
book, regardent la télévision.

Ces ¢léments doivent nous inciter a parler avec prudence lorsqu’on cherche
a affirmer la thése selon laquelle 1’usage d’internet démocratise 1’usage d’infor-
mations qui peuvent solliciter les débats publics de nouveau type ou a contenu in-
novant. Les fractures numériques sont en effet nombreuses et occupent la méme
place que d’autres fractures sociales déja existantes. Il est probable qu’elles ren-
forcent en les transformant les formes d’expression des fractures héritées du pas-
sé.
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2. Les nouveaux usages politiques - les citoyens
et les professionnels de la politique

Patrice Flichy, remarque que 1’usage d’Internet dans le cadre du débat démo-
cratique fait, depuis les années 1990, 1’objet de multiples controverses'. Peut-on
penser que les nombreux échanges qui se déroulent sur la toile sont devenus des
lieux du débat républicain a la Habermas? Pour certains auteurs c¢’est le cas®. En
effet, I’existence de I’Internet ouvre de nouveaux espaces de débat public et mo-
bilise des individus qui ne sont pas membres de partis ou mouvements politiques
au sens traditionnel et dont I’expression sur la «chose publique» restait souvent
limitée aux cercles familiaux ou aux amis proches. Acteurs de leur pages Face-
book ils diffusent leur idées autrement et de maniére plus large. Pourtant, des étu-
des empiriques plus récentes montrent que ces échanges sur la toile sont souvent
trés peu argumentés, qu’ils servent a exprimer des opinions a forte charge affec-
tive, que 1’égalité des participants est mise a mal par 1’usage de pseudonymes qui
modifient les jeux car la méme personne peut sous différents noms participer plu-
sieurs fois au débat, que les experts-manipulateurs peuvent se déguiser en simples
citoyens... D’autres auteurs affirment que ce n’est pas 1I’ouverture d’esprit qui se
manifeste sur I’internet, mais au contraire 1’expression d’une certaine rigidité des
opinions qui ne supportent pas la contradiction. Ainsi, la toile serait investie par
des groupes trés homogeénes, organisés en cercles «d’adoration commune» relati-
vement inaccessibles aux changements d’opinion. Pour ces groupes, Internet est
un lieu d’expression des opinions (y compris extrémes) qui n’ont pas bénéficiée
de I’accés a I’espace public et qui cherchent a faire valoir leur positionnement et
leur vision comme composantes d’un monde diversifié, ou cote a cote coexistent
des maniéres de penser et de vivre trés spécifiques sans pouvoir étre négociées.
Pour les auteurs américains qui ont analysé les usages d’internet, par exemple lors
de la campagne présidentielle d’ Al Gore, mais aussi pour ceux qui I’on fait lors de
la premiére campagne d’Obama 2008, ces deux campagnes montrent la constitu-
tion de groupes unis par des «intéréts communsy, souvent relativement homoge-
nes et néanmoins capables de produire une véritable expertise qui se situe entre la
posture du consommateur d’information et celle du citoyen engagé.

' P. Flichy: Internet, un outil de la démocratie, La vie des idées.fr, le 14 janvier 2008. Voir d’autres
travaux de méme auteur, notamment «L’individualisme connecté, entre la technique numérique
et la sociétéy. In: Réseaux, 2004, n°124, pp. 17-51.

H. Rheingold: The Virtual Community. Homesteading on the Electronic Frontier. Harper Peren-
nial, New York 1994.

2
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Pour un internaute «lambday, la toile se présente comme une jungle avec
beaucoup d’informations dont valeur, idéologie, finalité sont difficiles a évaluer,
seul un internaute averti pourrait déconstruire les logiques de hiérarchisation
qu’impose un moteur de recherche apparemment neutre. Les difficultés de sélec-
tion d’informations fiables conduisent les internautes a se référer a la notoriété de
médias existants, or celle-ci est souvent préétablie dans le monde des médiats tra-
ditionnel. P. Flichy cite une enquéte américaine réalisée en 2004 qui montrait que
48% d’internautes consultaient seulement les grands médias. Le seul site de CNN,
comptabilisait 20% de I’audience. Cette concentration s’établit grace aux hyper-
textes qui fondent «la loi de puissance»: les trois premiers liens concentrent 70
a95% des connections. La planéte internet est trés fortement verrouillée par «goo-
glearchy». Il est dont légitime d’interroger 1’expression de la liberté et les nouvel-
les formes de domination moins visibles mais pourtant bien réelles qui organisent
le monde internet.

3. Renseignements tirés des deux campagnes d’Obama

L’analyse de I’usage de I’espace internet construit par les équipes de campa-
gne et alimenté par les internautes dans le cadre des deux campagnes d’Obama est
trés instructive mais ne manque pas de poser des questions de fond. Mis en $uvre
par un groupe d’experts en marketing politique, 1’usage politique d’Internet lors
des ceux campagnes est un modele du genre.

L’objectif de la campagne d’Obama en 2008, moins en 2012, était de toucher
tous les publics, quel que soit leur intérét pour la politique, de leur apporter 1’es-
poir d’un changement et de renouveler 1’actualité du réve américain. Seulement
en élargissant sa base électorale et en conduisant aux urnes ceux qui traditionnel-
lement ne votaient pas Obama, un candidat noir et démocrate, pouvait avoir une
chance de se faire élire. Pour le faire, son équipe de campagne a décidé de mobi-
liser Internet en faveur du candidat Obama. Il fallait déjouer «la loi de puissance»
ou plutot I’utiliser a son avantage. La méthode consistait en saturation de 1’espa-
ce internet de telle maniére que tout usager d’Internet soit en contact avec 1’in-
formation d’Obama de maniere directe ou indirecte. L objectif fixé était la mobi-
lisation citoyenne de personnes éloignées de la politique, sorte d 'empowerment,
qui nécessitait le recrutement (online et offline) de militants qui, dotés d’outils et
d’applications gratuits, devaient faire leur travail de terrain pour saturer I’espace
internet d’informations Obama (Programme «Neighbor to Neighbor»). En 2008,
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le résultat fut spectaculaire, le taux de participation atteignant 63% contrairement
aux 50-55% attendus, soit 15 millions de votants en plus®.

La méthode utilisée fut basée sur la mobilisation directe de militants qui, au-
dela des missions classiques de «porte-a-porte», devaient utiliser tous les espaces
Internet et tous les réseaux sociaux pour porter le «Yes we can» d’Obama (au total
il prendront contact directement avec 68 millions d’¢lecteurs). L’usage de techni-
ques de marketing direct ont permis le contact quotidien et gratuit avec les ¢lec-
teurs. En vertu du mot d’ordre «allez 1a ou sont les gens» (Go where the people
are) la dimension participative du site d’Obama et de sa campagne sur Internet,
ouvrait un espace de mobilisation trés performante. L’équipe d’Obama a obte-
nu 1,5 millions de numéros de téléphones et 13 millions d’adresses e-mails («Ca-
talist» en comporte 220 millions). Cette technique de marketing direct, connue
sous le nom de «data mining» a été déja introduite en France dans la campagne
¢électorale de Ségoleéne Royale sans pour autant transformer les résultats de vote.
La «femme présidente» a fait plus peur aux Francais que le président noir aux
Américains? Nous laissons cette question en suspens. L’usage des méthodes de
marketing direct a permis aussi de récolter des fonds financiers non négligeables.
Ces dons — le montant minimum était fixé a 5§ — ont été apportés par 3 millions
d’Américains et ont alimenté les comptes de la campagne a hauteur de 750 mil-
lions de dollars (le cofit total de la campagne fut de 1,6 milliards). Les 2/3 de ces
dons étaient inférieurs a 200 § (la moyenne étant de 60 §) ce qui montre la base
trés populaire du soutien obtenu par le premier candidat noir a la fonction prési-
dentielle, et lui a permis de s’en passer de fonds publics fédéraux.

La création de nombreux domaines incluant dans leur nom le mot «Barack
Obamay a permis de saturer 1’espace d’Internet et relayé en permanence la cam-
pagne en se passant des médiats traditionnels. Avant de gagner la bataille des ur-
nes, 1’équipe d’Obama avait emporté la bataille d’internet sur I’équipe de Mitt
Romney. En 2012, 2300 domaines portent le nom Barak Obama, contre seule-
ment 1400 de Romney. Les réseaux sociaux des démocrates mobilisent des outils
trés ludiques pour démolir les arguments des adversaires. S’agit-il d’un modele de
propagande ou la forme I’emporte sur le contenu?

L’¢largissement de la base sociale des militants a permis d’intégrer dans leurs
rangs des groupes souvent marginaux mais trés déterminés dans I’expression de
nouvelles conceptions de la démocratie ouverte aux femmes, gays, communau-
té hispanique, asiatique ou afro-américaine qui souvent se tenaient loin de la po-

3 Barack Obama I’emporte dans toutes les classes d’age, sauf chez les plus de 65 ans, et bénéficie
d’une plus forte mobilisation des jeunes électeurs, alors que 68 % des 18-25 ans se sont prononcés
en sa faveur. Il obtient également le suffrage de 54 % des catholiques, de 78 % des Israélites, ainsi
que de 67 % des Latinos et de 95 % des Afro-Américains.
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litique et ne se sentaient pas concernés par I’¢élection du président, surtout apres
la présidence désastreuse de G. W. Bush junior. Il en résultait I’élargissement de
la base ¢lectorale et I’ouverture de certains sujets comme la couverture médica-
le, ’intégration des minorités, complétement occultés par les adversaires politi-
ques d’Obama qui campaient sur des sujets classiques (défense nationale, écono-
mie, politique au Moyen Orient...).

Les annalistes de la vie politique américaine ne manquent pas de souligner,
que si J.F. Kennedy fut le premier président qui a utilisé la télévision pour diffuser
des messages a la destination du peuple américain, en 2008, Obama fut élu grace
a I’utilisation habile d’internet et, notamment grace au nombre important de mes-
sages politiques et de la propagande ¢lectorale diffusés gratuitement sur Youtube.
Ces messages représentaient 14,5 millions d’heures de visionnage, en pénétrant
dans de nombreux foyers américains souvent trés loin de la politique de Washing-
ton. L’acces en direct a certains discours d’Obama, comme celui sur la religion et
la race, a permis aux Américains ordinaires et parfois inquiets, de se rendre comp-
te quelle serait la politique de 1’administration sur ce sujet et de lever de nombreu-
ses appréhensions sur 1’acceés du candidat noir a la fonction supréme. Cette possi-
bilité change la nature des relations entre les électeurs et les hommes politiques,
car les premiers peuvent & tout moment controler la véracité des propos de ces der-
niers et les interpeller directement notamment avec Twitter en soulignant le ridi-
cule de certains propos et en portant le discrédit sur la démagogie de certains hom-
mes politiques de droite comme de gauche.

4. Usage d’Internet — progres démocratique ou art de
manipulation a grande échelle?

L’efficacité innovante de la méthode utilisée par 1I’équipe Obama reste indénia-
ble. Toutefois, il parait nécessaire de se demander si la personne de Barack Obama
et le contenu idéologique de sa campagne «Yes we can» promettant une meilleure
protection des intéréts des groupes les plus faibles avec ouverture d’acces aux mi-
norités visibles, expliquent bien cette réussite ? La méme méthode aurait-elle été
aussi efficace si n I’avait utilisée, par exemple, avec les Tee Parties?

L’¢lection de G.W. Bush de 2004, au cours de laquelle son directeur de cam-
pagne avait mobilisé¢ sans succeés des méthodes semblables bien qu’a moindre
échelle a celles qu’utilisera Obama en 2008, apporte quelques éléments de répon-
se. En effet, il semble difficile d’obtenir la méme émulation lorsque 1’on s’adresse
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a des milieux conservateurs, a des personnes agées et a des groupes sociaux bien
établis au pouvoir au niveau local et/ou national. Ceux-ci souhaitent tout simple-
ment garder leur pouvoir d’influence et constituent les publics captifs de médiats
traditionnels relayés aujourd’hui aussi bien par Internet. En effet, depuis 1’épo-
que d’irruption massive des sondages d’opinion (premiére ¢lection de R. Rea-
gan en 1980), les spécialistes américains de marketing politique connaissent bien
les groupes cibles de leur action. Le profil de 1’¢lecteur républicain est celui de
I’homme blanc type WASP, agé 45 a 65 ans. Les électeurs démocrates drainent les
votes des minorités ethniques et sexuelles, femmes, étudiants des facultés «cri-
tiques» comme Berkeley. Ils trouvent des supporteurs aupres des artistes de la
nouvelle vague engagée (acteurs G. Clooney, M. Freeman, M. Damon, cinéas-
tes — M. Moore — rocker B. Springsteen, rappeur Nas, chanteur J. Dylan qui va in-
terpréter la chanson «yes we cany, et tant d’autres).

A P’instar de I’achat sur I’internet, les techniques de mobilisation et de mar-
keting politique direct révelent leur efficacité lorsqu’elles pénétrent des milieux
peu connus, voir peu reconnus socialement, pour qui le changement promis est
une chance historique a ne pas manquer. Ce fut le cas de jeunes Américains sou-
vent d’origine hispanique, ¢loignés des grands centres urbains. En participant di-
rectement a la campagne, ces jeunes de I’ Amérique profonde ont intégré 1’espace
national tout en lui apportant la valeur ajoutée de leur naif enthousiasme et leurs
préoccupations plus écologiques, antimilitaristes, égalitaristes.

11 est important de souligner que la mis en route de la machine médiatique
telle qu’elle fut utilisée par Obama, nécessite beaucoup d’argent et un centre de
coordination, ce qui suppose la maitrise des objectifs par une sorte de cerveau cen-
tral. Il parait trés difficile de lever une armée de plusieurs millions de supporteurs,
militants, internautes et de livrer une campagne contre des adversaires puissants
et bien établis au pouvoir (deux périodes de G.W. Bush) sans instruction des états
majors qui agissent selon la régle du «top down». Le staff de campagne d’Obama
unissait 2700 salariés et 5000 bénévoles et son financement représentait 25% du
budget de campagne dont une partie importante était réservée aux déplacements
sur le terrain. Depuis 2008, relayés par Twitter et d’autres réseaux, les suppor-
ters des deux campagnes continuent a se mobiliser pour soutenir la nouvelle po-
litique de I’administration Obama, les propositions de loi en faveur de la couver-
ture médicale, ou contre le port d’armes... Cette armée de supporteurs constitue
un capital social important et toujours actif de I’équipe d’Obama, ce qui lui a per-
mis d’étre réélu sans trop de difficultés en 2012. La question qui reste ouvert est-il
possible d’obtenir les mémes effet dans n’importe laquelle société démocratique?
Le cas américain est-il exceptionnel?
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L’opinion publique qui s’informe et alimente les contenus d’informations
disponibles sur Internet produit deux effets. Premi¢rement, notamment lorsqu’elle
est mobilisée lors de campagnes politiques, elle exerce un pouvoir de contrdle sur
ceux qui sont aux affaires et 1égitime les changements. Elle garde une capacité de
mobilisation critique qui, sans complétement bloquer I’exercice du pouvoir, peut
gripper la machine et obliger les gouvernants a revenir sur les promesses ¢lecto-
rales et les propositions formulées dans le programme. Deuxiémement, elle réha-
bilite I’exercice politique en apportant la preuve que les choses peuvent changer
«un peuy» lorsque les citoyens prennent part au débat et s’engagent sur le terrain.
Une certaine moralisation de 1’exercice de pouvoir est aussi visible, car les inter-
nautes utilisateurs actifs des réseaux sociaux deviennent de véritables groupes de
pression en faveur de la nouvelle maniére de faire la politique.

Pourtant le bilan n’est pas entiérement positif. Premiérement la multiplica-
tion de points de vue qui s’expriment sur Internet ne converge pas automatique-
ment vers la cohérence de la vision du futur, au contraire elle ajoute une dimen-
sion nouvelle a la complexité des perceptions de la réalité et, de maniére indirecte,
favorise I’émergence des totalitarismes simplificateurs. Ainsi, en négatif, on trou-
ve les usages extrémistes des mémes supports médiatiques, propagandes xéno-
phobes, incitations a des formes d’actions violentes, diffusion de fausses informa-
tions, manipulations fondées sur les rumeurs, la désinformation et 1’intoxication
volontaire qui peuvent discréditer les hommes politiques et qui circulent sans ren-
contrer de contradicteurs. L’usage d’Internet ne résout pas le probléme d’acces di-
rect de tous citoyens a la politique et au débat démocratique, ne met pas fin a la
démagogie qui s’est installée de longue date dans les échanges entre gouvernants
et gouvernés. Toutefois, par sa dimension démultiplicatrice et plurielle, il ouvre
un peu plus cet espace d’expression pour ceux qui restent préoccupés par le deve-
nir de la démocratie. [’existence d’Internet a elle seule ne nous épargnera pas les
efforts d’ouverture de débats politiques sérieux souhaités par J. Habermas mais,
techniquement, elle peut les faciliter. Internet est un support incontournable pour
réinventer une démocratie globale de demain mais son existence seule ne peut ré-
soudre les problémes que pose aujourd’hui la gouvernance mondiale, a savoir, la
traduction dans les faits du respect des droits de I’homme, et surtout les rapports
entre les sphéres politique et économique.
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E-DEMOCRATIE? OU ET COMMENT LES INTERNAUTES
AFFECTENT LES PROCESSUS DEMOCRATIQUES

Résumé

L’objet de ce texte est d’apporter quelques éléments de réponse aux questions sui-
vantes. Comment, organisés de manicre diffuse en réseaux et sous-réseaux, les internautes
se constituent-ils en groupes d’influence et font-ils fléchir les choix électoraux d’électeurs
,ordinaires” exposés a I’influence des médiats et des propagandes électorales? S’agit-
il d’un progrés démocratique qui transforme les formes de gouvernance en élargissant
sa base ou, au contraire, fondée sur la fracture numérique, cette expression se traduit-el-
le par ’appropriation de jeux politiques par des groupes de ,,minorités actives”? A partir
d’exemples de mobilisation de ces groupes lors de récentes campagnes présidentielles aux
USA, nous tenterons d’analyser leur impact sur le devenir des démocraties occidentales.

Mots-clés: e-democratie, internautes
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MODERN TRENDS IN CONSUMER BEHAVIOUR
IN ERA OF E-COMMUNICATION

Introduction

The occurrence and spread of new technologies and Internet have played cru-
cial role in the development of international marketing communication with con-
sumers. It can be observed that e-communication with consumers is gaining on
popularity and becoming one of the most important tools in the integrated mar-
keting communication of companies and enterprises nowadays. Moreover, e-com-
munication has significant influence on the creation of new trends in consumer
behaviour. Rising amount of e-business and new technologies, social media pop-
ularity and Internet availability led to the creation of e-consumer term. Consum-
ers are aware of almost unlimited possibilities offered by the Internet as a result
became more demanding. Companies also became more aware of new technolo-
gies and its marketing potential. Engagement of e-media by companies in com-
munication with consumers can be observed with higher and higher frequency.
These phenomenon have prompted the change of consumers behaviours’ patterns
on global scale and yet, appearance of new trends. The aim of this paper is to iden-
tify and characterize modern trends of consumer behaviour in era of e-communi-
cation. The first part of paper investigate the concept of e-communication. Then,
modern trends of consumer behaviour will be discussed in response to new tech-
nology usage in European and international marketing communication.
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1. E-communication

Marketing communication is one of the most important spheres of company
activity which determines its competitive advantage on the market'. It is an impor-
tant tool of marketing strategy as a result of the fact that it enables the enterprise
to meet its practical market aims?. Marketing communication role for the com-
pany is crucial, as the nature of the enterprise can be identified through the proc-
ess of communication with the environment®. The marketing communication con-
cept is complex. There are plenty of functions and aims to be fulfilled and factors
to consider in order to create consistent and effective message to reach consum-
ers. As a result of the raising complexity of current environment, the marketing
communication theory and practice is getting broader and is currently develop-
ing. There are six main categories of marketing communications tools: adver-
tising, sponsorship, sales promotion, personal selling, public relation and online
marketing (e-communication)*. Successful marketers, while creating the market-
ing communication plan have to focus not solely on the company offer but on the
customers’ needs, demands and new habit of behaviours. This is a basis to the re-
lationship marketing and customer oriented marketing. As a result, e-communica-
tion is the most developing marketing communication tool.

E-communication is described as all types of marketing communication tools
which engage the electronic media, especially Internet, mobile devices or digit-
al television®. It is a rapidly growing area of marketing communication due to
high technology development or new trends like social networking arrival. The
main features of online marketing communication are hipermedial environment,
technical and personal interactivity. E-communication has several major tools and
trends which has evolved throughout last years and are predicted to develop in the
future. Three main e-communication trends of e-communication may be identi-
fied: online advertising, mobile marketing and Internet of Things.

Rising power of online advertising is a noticeable and inevitable trend both at
European and global level®. It is predicted that in 2013 digital advertising spend-

' B. Pilarczyk: Procesy komunikacji marketingowej a pozycjonowanie marek. In: Wspolczesny

marketing. Trendy. Dzialania. Red. G. Sobczyk. PWE, Warszawa 2008, p. 295.

2 J. Wiktor: Promocja. System komunikacji przedsigbiorstwa z rynkiem. Wydawnictwo Naukowe
PWN, Warszawa 2006, p. 10.

> Ibidem.

* L. Boone, D. Kurtze: Contemporary Marketing, Cengage Education 2012, p. 489.

5 C. Hakely: Advertising and promotion. An Integrated Marketing Communication approach. Sage
Publications, Sydney 2011, p. 285.

¢ PWC: IAB Internet Advertising revenue report. 2012 full year results. April 2013, p. 5.
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ing will reach $113,5 billion globally, 14,6 % more than 2012. North America is
expected to reach $42.8 billion in online advertising spend, Asia-Pacific $36,8 bil-
lion, while Western Europe is estimated to reach $26.6 billion’. The real turn to
e-communication is supposed to take place in 2016. At the moment, the tenden-
cy of rising penetration of smartphones, tablets and other technological gadgets
on the market can be observed. Smartphones and tablets are the main devices for
receiving mobile or e-mail marketing messages, and to access Internet therefore
be exposed to all forms of e-communication. Continuously decreasing price for
broadband Internet connection also contributes to this phenomenon. There are
many types of online marketing, however the most general classification indicates
Search Engine Optimization, Pay-per-click advertisement, Viral marketing, Arti-
cle marketing, Affiliate marketing and Social media marketing®.

Search Engine Optimization and Pay per Click advertisement are based on
redirecting consumers to the specific web page. Search Engine Optimization con-
sists of adjusting the web sites in respect of relevant keywords, while Pay per
Click advertising displays the ads on web sites, which are relevant to the search
results or the targeted web page content.

Viral marketing is a kind of online buzz marketing, where once published
message is being disseminated from one Internet user to another®. Article market-
ing is connected with blogging, where the marketer may publish his or her articles
and by this way communicate with consumer, when Affiliate marketing involves
Internet users to promote the product and reward them when they are success-
ful'.

Social media marketing is a type of online marketing, however the influence
of this tool is so significant that may be considered as a separate trend. Social me-
dia marketing uses various media networks in order to create marketing commu-
nication. Social media marketing covers activities which involve social sharing
of content, videos and images to reach marketing goals!'. There are three types of
social media marketing, many-to-many, one-to-many and one-to-one. In the first
case, it is based on using many social networks simultaneously, for example post-
ing a message on Facebook, Twitter and Linkedin. Second category involves one
social media channel with wide audience, for example posting a movie only on

7 Website of WPP: http://www.wpp.com/wpp/press/2013/.

8 Website of infusion SEO: http://www.infusionseo.com/blog/.

° R. Duermeyer: Viral Marketing — Internet Viral Marketing, available on: http://homebusiness.
about.com/od/homebusinessglossarl/g/viral-marketing.htm.

10" G. Wasil: What is Affiliate Marketing and How to start with it?, available on: http://www.vast9.
com/blogging/affiliate-marketing-start/.

" Website of WordStream: http://www.wordstream.com/social-media-marketing.
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YouTube. The last type social media marketing consists of sending a personalized
message to social media user, for example through chats implemented in social
networks'?. Social media marketing is characterised by active participation of con-
sumers, they can exchange information, share experience and opinions. What is
more, social media marketing operates with many tools, which is one of its advan-
tages over the traditional ways of marketing communication. It may involve pri-
vate forums, wide social networks, public discussions boards etc.!®. It was found
that the most often searched-for term on the web is facebook, except from Japan,
Russia and China, nevertheless, in Japan facebook was the fastest-rising search
term in the year to August 2012'*. Facebook is not anymore the sole association
with social media. Young Internet users got bored with Facebook itself, there-
fore the popularity of other social sites is growing. People aged 18-24 asked what
is their favourite social site indicate Tumbir or Twitter usually. Usage of Twitter,
Youtube and Pinterest during marketing communication is rising, especially non-
standardized one. Google+ is said to be the second most popular social site in the
globe. Pinterest was the quickest rising social site in 2012, with 4000% rise in the
number of users from May 2011 to May 2012, Instagram also tend to rise rapidly
and at the beginning of 2013 was bought by Facebook for 1 billion dollars.

However, even though the popularity of social media channels is growing,
the decreasing marketing communication power of social media can be observed.
The phenomenon of ad blindness in the Internet is already known, however the
social media is just starting to be ineffective. Currently 50% of all social media
campaigns are not noticed by the consumers during the time spent on social media
profiles, while at the same moment more and more marketers declared that they
are going to increase the use of this medium in marketing communication. 93% of
global and 81% of polish marketers engaged social media, where the main plat-
form is Facebook'®.

One of the most promising within e-communication tools was and still is
mobile marketing. Mobile marketing is considered as a set of practices that ena-
ble organizations to communicate and engage with their audience in an interac-
tive and relevant way through and mobile device or network'’. At the beginning

2 Website of Search Engine http://searchenginewatch.com/article/.

Website of Management Study Guide: http://www.managementstudyguide.com/.

4 Ofcom: The Communication Market Report: International., 13.12.2012, available on: http://stake-
holders.ofcom.org.uk/binaries/research/cmr/cmr12/icmr/ICMR-2012.pdf (accessed 14.04.2013).

5" A. Mohamud, B. Block, C. McCarthy: 2013 Europe Digital Future in Focus. comScore,
21.03.2013, p. 18.

¢ N. Hatalska: TrendBook 2012, http://hatalska.com, marzec 2012, p. 8.

7 Website of Mobile Marketing Association: http://www.mmaglobal.com/.
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it was based mainly of push type: sms and mms messages sent to the consumers.
Nowadays the concept developed more strongly into pull type messages which
are based on the Internet, as a result mobile marketing evolved in different di-
rection and got brand new dimension. There are four main factors that make this
tool highly effective. First of all, mobile marketing is based on permission, con-
sumer need to give their permission before being marketed. What is more, mobile
marketing is live, responses are in real-time thanks to the nature of mobile devic-
es and their users. It is also well targeted. Finally, mobile marketing communica-
tion through mobile devices is two-way, consumers do not only respond but also
request information that they need at a particular moment'®, There are nine types
of mobile marketing, which are SMS, MMS, Mobile Applications, QR codes, Pay
Per Call Mobile, Voice Marketing, Mobile Banner Ads, Location Based Market-
ing and Bluetooth Wireless Proximity Based Marketing. SMS and MMS consist
on sending the massages to consumers, using the text or multiple media respec-
tively. In case of mobile application, the advertisements may be inside the appli-
cation design and logic. QR Codes allow consumers to scan the bar code and be
redirected immediately to a particular site. Pay Per Call generates a billable only
when the reader of the advertisement makes a phone call. A mobile advertisement
may contain a phone number that the consumers can select and call instantly from
their cell phones. Voice Marketing consist on playing the pre-recorded messages
to the customers. Mobile Banner Ads works like the standard banner ads on the
web pages, however their format is adjusted to mobile devices. Location-Based
Marketing delivers information directly to the users of mobile devices in rela-
tion to their location identified via GPS technology. Bluetooth Wireless Proximity
Based Marketing on another hand disseminates the custom ads for the area where
consumers’ wireless devices are picking up'. Very similar o the above-mentioned
category of mobile marketing tools is Near Field Communication (NFC). This
term refers to a set of short-range wireless technologies, typically requiring a dis-
tance of 4cm or less to initiate a connection® and engages such devices like smart-
phones and tablets. It is predicted to revolutionize the marketing communication
in nearest future, however Bloutooth and Wi-Fi technologies are still much more
developed and the total switch to NCF, if possible, is not definite yet*'. The share
of mobile marketing in the budget spend on marketing communication is increas-

18 0. Khan: The Mobile Marketing Phenomenon: Towards Personalisation, 2009, available on:
http://pakmediablog.net/518/the-mobile-marketing-phenomenon-towards-personalisation/

1 D. Rayfield: Get Your Business Moving: 9 types of Mobile Marketing, available on: http://harp-
social.com/2010/03/get-your-business-moving-9-types-of-mobile-marketing/

20 Website of Developers: http://developer.android.com/.

21 Website of NetworkWorld: http://www.networkworld.com/.
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ing year by year and global retail mobile marketing spend is supposed to reach
$55 billion annually by 2015%.

Nevertheless, even though mobile marketing was said to be promising and
potentially the biggest e-communication trend, it was overcame by other trends.
One of the microtrends which is gaining on importance is the Internet of Things
or in other words third wave of the Internet®. It may lead to the end of mobile
marketing era. Internet of Things may be defined as the web of physical objects,
which can communicate with each other and with human through built-in sen-
sors and access to the Internet. Objects are beginning to be intelligent due to the
Internet connection and access to unlimited data, which particular thing (in other
words machine or device) can analyse in real time. It is estimated that until 2020,
50 billion of devices will be connected to the Internet and the market will be worth
14 trillion dollars®*. At the moment, the era of peaceful technology begun. Peace-
ful technology is one which is perfectly composed with the environment and does
not need attention to be used.

2. Modern trends in e-consumer behaviours

Modern technologies in marketing communication influence the consumer
behaviour and the most significant of them will be described below. First of all
the Internet has changed the moment when consumer decide to buy a particular
product. The First Moment of Truth, three to seven seconds of first contact with
the product on store shelf was believed to be crucial, however nowadays this mo-
ment in not anymore inside the store but even many hours before, when consum-
er goes online®. People who are connected to the Internet provide an advanced
research before making decision over a purchase. Consumers compare different
products, look for information about them, compare prices and what seems to be
another trend, do not count on friends and family opinions solely, but mostly ana-
lyze the comments on web pages or publish a general question on their social me-
dia profiles®.

22 Website of Mobile-Ent: http://www.mobile-ent.biz/.

2 N. Hatalska: Trendbook 2013, Natalia Hatalska http://hatlska.com, April 2013, p. 21.

2 Cisco: The Internet of Things, Cisco IBSG, March 2013.

%5 Website of AdWords: http://adwords.blogspot.com/.

26 Vetter, S.: 3 Trends in Consumer Behaviour, 2013, available on: http://www.prosar.com/inbound
marketing_blog/bid/173578/3-Trends-in-Consumer-Behaviour.
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One of the consumer behaviours which arouse in response to social media
spread is fear of missing out (FOMO). It is a fear of being excluded from social life,
as a result consumers inform about every step taken in their life on social media.
Such consumer behaviour can be identified while specific information are placed
on social media sites like work change, partner change, change in marital status,
what shops do they attend. This type of consumers is afraid that what the others do
is more interesting, as a result they observe other people’s activity and copy it*’.

Big data availability trend can be defined as a phenomenon of not only enor-
mous amount of data generated by consumers, but also unstructured data availa-
bility for marketers and consumer awareness of progressive lack of privacy. The
forecasts appeared that in 2015 consumers will produce 1 Zetabite of information,
which is 1 trilliard of bites. Nevertheless, the data is not structured, what means
that marketers do not solely analyze standard demographic, economic, social data.
Analysis based on the information available on social media sites, for example
based on “likes”, can give information about sexual orientation, political views
or being only child of divorced parents. As a result consumers lose their privacy.
There are some attempts to protect oneself from invigilation — cloaking, however
it was researched that consumers do not mind being analysed by commercial com-
panies if they have measurable benefit from that fact.

The last trend which derives from online marketing is the increasing level of con-
sumers involvement into communication with marketer. Thanks to new technologies
consumer gets closer to the product and may even influence its design. As a result the
concept of presumer and custowner has been recently developed. Presumers are those
consumers who in order to get a perfect product or service get involved in its creation,
funding and promotion before this product or service is realized. Next to presumers
are custowners, who do not passively consume the goods but move towards funding
and investing in the brands they are interested in and buy from them?.

Also mobile marketing has a huge impact on consumer behaviour. There are
plenty of applications which are using live-streaming techniques and their popu-
larity may be considered as a rising trend in consumer behaviour. Since consum-
ers want to stay connected and share most of their observation, mobile devices
with their technological advancement got on importance. For example application
Nokia viNe enables to create an interactive map which consist of the photos, vid-
eos, music files which were recorded in specific places indicated on the map.

Also Location based marketing and Bluetooth wireless proximity based mar-
keting influence strongly the direction of changes in consumer behaviour. Thanks

27 N. Hatalska: Trendbook 2012. Op. cit.
2 Website of trend watching.com: http://trendwatching.com/trends/10trends2013/.
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to mobile devices the message may be provided to a wide audience, which is in
a proper location at a particular moment. While receiving a message with infor-
mation about recent discounts, consumer will be more likely to visit a store, since
he or she is already near this place.

Consumers are more and more likely to use the mobile payments. Mobile de-
vices which are compatible with Near Field Communication technology (NFC)
enable the exchange of data between devices with a touch. Mobile phone becomes
a wallet and many consumers follow this trend. By 2015 the value of all mobile
money transactions is expected to reach $670 billion®.

The last trend connected with mobile marketing is a rising usage of mo-
bile applications. Digital technologies become the new medicine. Doctors turn to
health applications and services to improve health outcomes. There are for exam-
ple antibiotics reminder applications, which remind about taking proper pills at
specific time. The rising role of applications may lead to the conclusion that con-
sumer are going to use them extensively and in every sphere of their lives®.

If following the development of Internet of Things, consumer will tend to
product personalization. The products will receive the identity and consumers will
be in on-going relationship with the brand?!. There are two major consumer be-
haviour trends connected with Internet of Things: nomophobia and access over
ownership need. Nomophobia is a situation in which consumers are in a fear of
not being in a range or discharge their mobile. Consumers take their mobile devic-
es with them from home more often than keys, wallet, pursue or money. Consum-
ers take their mobile devices to almost every place they are. Moreover, the access
over ownership need was observed. It means that consumer have higher need and
value more access to the Internet than to actually possess something??.

Conclusion

E-communication is rapidly developing marketing communication tool
throughout last years, which became defined, observed and analysed independ-

% Website of Host Merchant Services: https://www.hostmerchantservices.com/articles/mobile-pay-

ments/.
30 Website of trend watching.com: http://trendwatching.com/trends/10trends2013/.
31 Raport J.: Advertising and the Internet of Things, 2013: http://blogs.hbr.org/cs/2013/03/advertis-
ing and the internet o.html.
Ericsson. Consumer Lab: Mobilizing Everyday Activity, An Ericsson Consumer Insight Sum-
mary Report, December 2011, p. 4.
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ently from other marketing communication tools. There are several factors which
influence its development. First of all, technological triggers among which there
can be emphasized rapid development of the software solutions which ease data
analysis, miniaturization of hardware devices or possibility to gather and analyse
data in clouds. Then, psychological triggers shall be underlined, with attention put
on changing consumer behaviours. Modern consumer demands permanent access
to the Internet and information in every place and time. He expects to be a part of
a community, needs to be involved in communication with brands producer and
be able to influence the products and services that he is going to buy. Pace of life
is faster as a result modern consumer demands solutions which are intelligent and
effective. Such trends influence the way that advertising agencies used to work
and change current market. Copywriters and creatives are not the sole members
of teams responsible for marketing communication campaigns, presently IT spe-
cialists are needed. It is predicted that marketing directors will spend more mon-
ey on IT solutions than IT directors by 2017. More and more interactive agencies
are set up and they become successful throughout globe. Internet is ubiquitous and
the phenomenon of deeply connected world can be observed. As a result, term of
e-consumer has appeared. It is inevitable that modern consumption will be domi-
nated by technological opportunities, what lead to consumer behaviours’ change.
Contemporary world of consumption is the hybrid, there is no more the division
between offline and online — there is one, marketing communication and consum-
er has to adapt. Therefore we face the development of e-consumption and e-con-
sumer era, for this reason it is difficult to forecast what the future of marketing
communication holds.

Bibliography

Boone L., Kurtze D.: Contemporary Marketing, Cengage Education, 2012.

Cisco: The Internet of Things, Cisco IBSG, March 2013.

Duermeyer R.: Viral Marketing — Internet Viral Marketing, available on: http://
homebusiness.about.com/od/homebusinessglossarl/g/viral-marketing.htm.

Ericsson. Consumer Lab: Mobilizing Everyday Activity, An Ericsson Consumer
Insight Summary Report, December 2011.

Hakely C.: Advertising and promotion. An Integrated Marketing Communication
approach, Sage Publications, Sydney 2011.

Hatalska N.: TrendBook 2012, http://hatalska.com, marzec 2012.



272 Agnieszka Marie, Marta Grybs

Hatalska N.: Trendbook 2013. Natalia Hatalska http://hatlska.com, April 2013.

Khan O.: The Mobile Marketing Phenomenon: Towards Personalisation, 2009,
available on: http://pakmediablog.net/518/the-mobile-marketing-phenome-
non-towards-personalisation/.

Ofcom: The Communication Market Report: International, 13.12.2012, http://
stakeholders.ofcom.org.uk/ (accessed 14.04.2013).

Pilarczyk B.: Procesy komunikacji marketingowej a pozycjonowanie marek.
In: Wspotczesny marketing. Trendy. Dzialania, Red. G. Sobczyk. PWE,
Warszawa 2008.

PWC: TAB Internet Advertising revenue report. 2012 full year results. April
2013.

Rayfield D.: Get Your Business Moving: 9 types of Mobile Marketing, availa-
ble on: http://harpsocial.com/2010/03/get-your-business-moving-9-types-of-
mobile-marketing/.

Vetter S.: 3 Trends in Consumer Behaviour, 2013, available on: http://www.pro-
sar.com/inbound marketing blog/bid/173578/3-Trends-in-Consumer-Be-
haviour.

Wasil G.: What is Affiliate Marketing and How to start with it ?, available on:
http://www.vast9.com/blogging/affiliate-marketing-start/.

Website of AdWords: http://adwords.blogspot.com/.

Website of Developers: http://developer.android.com.

Website of infusion SEO: http://www.infusionseo.com/blog/.

Website of Management Study Guide: http://www.managementstudyguide.com/.

Website of Mobile Marketing Association: http://www.mmaglobal.com/news/.

Website of Mobile-ent: http://www.mobile-ent.biz/.

Website of NetworkWorld: http://www.networkworld.com/.

Website of SearchEngine: http://searchenginewatch.com/article.

Website of startups: http://www.startups.co.uk/.

Website of Trendwatching: http://trendwatching.com/.

Website of WordStream: http://www.wordstream.com/.

Website of WPP: http://www.wpp.com/wpp/.

Wiktor J.: Promocja. System komunikacji przedsigbiorstwa z rynkiem, Wydawnict-
wo naukowe PWN, Warszawa 2006.



MODERN TRENDS IN CONSUMER BEHAVIOUR IN ERA OF E-COMMUNICATION 273

MODERN TRENDS IN CONSUMER BEHAVIOUR
IN ERA OF E-COMMUNICATION

Summary

The occurrence and spread of new technologies and Internet have played crucial
role in the development of international marketing communication with consumers. It can
be observed that e-communication with consumers is gaining on popularity and becom-
ing one of the most important tools in the integrated marketing communication of compa-
nies and enterprises nowadays. Moreover, e-communication has significant influence on
the creation of new trends in consumer behaviour. Rising amount of e-business and new
technologies, social media popularity and internet availability led to the creation of e-con-
sumer term. Consumers are aware of almost unlimited possibilities offered by the Internet
as a result became more demanding. Companies also became more aware of new technol-
ogies and its marketing potential. Engagement of e-media by companies in communica-
tion with consumers can be observed with higher and higher frequency. These phenome-
non have prompted the change of consumers behaviour patterns on global scale and yet,
appearance of new trends. The aim of this paper is to identify and characterize modern
trends in consumer behaviour in era of e-communication. The first part of paper investi-
gate the concept of e-communication. Then, modern trends in consumer behaviour will
be discussed in response to Internet technology usage in international marketing commu-
nication.

Keywords: consumer behaviour, e-communication, modern trends



LE RESEAU PGV

Le Réseau PGV est un partenariat multilatéral européen qui associe depuis
sa création en 1994, des chercheurs universitaires autour d’une question majeu-
re: celle des transformations opérées dans 1’économie, la gestion et la culture
des entreprises et des sociétés d’Europe de I’Est depuis la chute du mur de Ber-
lin. Depuis les intégrations de 2004 et 2007, les membres du Réseau ont décidé
d’orienter leurs recherches vers les dynamiques socio-économiques de 1’Union
Européenne. Trois problématiques majeures, trés fortement liées entre-elles et en
grande partie croisées, s’inscrivent dans le contexte de 1’¢élargissement de I’Union
Européenne: entreprenariat, dynamiques territoriales et sociétés. L’aire géogra-
phique du Réseau PGV, pour la partie située en Europe centrale et balkanique,
regroupe sept pays: Albanie, Bulgarie, Hongrie, Pologne, République Slovaque,
République Tchéque et Roumanie. C6té occidental, cing pays ont participé au dé-
veloppement du réseau: Allemagne, Belgique, France, Italie et Portugal. Le réseau
PGV s’est ouvert, récemment, aux pays du pourtour méditerranéen (Algérie, Ma-
roc). Il compte environ 150 adhérents, est représenté dans plus de 40 universités
ou écoles partenaires situées dans 11 pays d’Europe et du pourtour méditerranéen
dont 10 sont membres de 1’Union européenne. Le Réseau est présidé par Claude
Martin, Dr. H.C, professeur émérite a I’UPMF, assisté d’un Comité scientifique de
23 membres. La recherche au sein du réseau donne lieu régulierement a des publi-
cations dans différents supports francais ou étrangers. Elle se traduit, notamment,
par I’organisation de conférences internationales annuelles.



PGV NETWORK

The PGV Network is a multilateral European partnership which concerns,
since 1994, university researchers around a major issue: the transformations in the
economy, the corporate management and the culture in the societies of East Eu-
rope since the fall of the Berliner Wall. Since the two enlargements in 2004 and
2007, members of the Network decided to focus their research towards socio-eco-
nomic dynamics of the European Union. Three major problems are strongly linked
to each other in the context of the enlargement of the European Union: entrepre-
neurship, territorial dynamics and societies. The PGV Network includes seven
countries in Central Europe and in the Balkans area: Albania, Bulgaria, Hunga-
ry, Poland, Slovak Republic, Czech Republic, and Romania. In West Europe, five
countries have participated in the development of the network: Belgium, France,
Germany, Italy and Portugal. The PGV Network was opened recently in Mediter-
ranean countries (Algeria, Morocco). The network welcomes about 150 members,
has links with more than 40 universities and partner schools in 11 European coun-
tries and Mediterranean area, including 10 members of the European Union. The
Network is chaired by Claude Martin, Dr. HC, professor emeritus at the Universi-
ty of Grenoble, and managed by an international Scientific Committee of 23 mem-
bers. The research within the network regularly gives rise to various publications
in French or foreign languages. Every year, an international conference is organ-
ized in a country of the network.






