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Abstract

Purpose: The purpose of the article is identification and evaluation of the most important changes that 

Design/methodology/approach: The main aim of the research was to determine how these restrictions 

of shopping in stationary and online stores. 

Findings:

e-commerce and technologies supporting distance communication and online exchange. The share 

of FMCG in online purchases increased when compared with the pre-pandemic online purchases. Polish 

During the first wave of the pandemic, the crucial issue for consumers was time management as 

of excess free time. Poles used information technologies – for communication, shopping, learning and 
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Research limitations/implications: The research was conducted at a particular moment of time, during 

 

was adopted. 

Originality/value: The value of the article results from the outcomes of the survey conducted with 
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1. Introduction

the first reactions and emotions of Polish consumers to unexpected and 

2. Socio-Economic Background 

st

consumers:
th
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cinemas and cultural institutions,
th

st

th

th

educational institutions remained closed until the end of the school year.
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ability to make important purchases and the future economic situation 

3. New Consumer Behaviors Caused by the Pandemic 
Lockdown
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the daily life of many consumers; it also influenced the perception of the 

the conditions of isolation.
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4. Survey of Purchasing Behavior During the Pandemic 
Lockdown

4.1. Research Methodology
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st phase of restrictions, i.e., from 
nd th

th th

4.2. Sample Structure

 

the pandemic.
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4.3. Research Results

0 5 10 15 20%

19.9%

16.9%

15.6%

15.6%

15.0%

13.3%

6.0%

4.7%

Additional duties, e.g. learning
with children, caring for seniors, etc.

More time spent on professional work

Less free time

More free time

Spending more time self-studing
or catching up

Spending more time on own intersts

No change in time organization
during the pandemic

Temporary change of residence
due to the pandemic

4.3%Spending more time helping others



28 

 https://doi.org/10.7172/1644-9584.94.4

0 10 20 30 40 50 60%

56.1%

35.5%

4.6%

1.6%

Only 1 person was responsibile
for purchasing

Purchasing was done by a person
who could leave the house

Ordering most of the daily
products online or by phone

2 or more members of the household
were responsibile for purchasing

1.0%
Purchasing was done by a person

outside the household

0 10 20 30 40 50 60 70%

67.8%

58.5%

47.8%

47.5%

43.5%

43.5%

22.6%

4.3%Spending more time on shopping in store

More frequently shopping alones

Spending less time on shopping in stores

Overall spending less money

Preferring electronic forms of payment

Spending more money on one-off purchases

Purchasing more products at once

More frequently shopping online



 

29

 

 



30 

 https://doi.org/10.7172/1644-9584.94.4

0 10 20 30 40 50%

8.0%Audio / video equipment

11.0%Garden equipment

11.4%Games and multimedia

11.4%Decorative items and interior furnishings

11.4%Toys

14.4%Sports equipnent

14.8%Meals (catering)

19.8%Computer hardware and accessories

20.2%Cleaning products

22.1%Groceries

23.2%Hobby or study-related items

24.3%Household items

24.7%Medicines and personal care items

35.4%Cosmetics

39.9%Books / e-books / audiobooks

48.3%Clothing / footwear



 

31

0 10 20 30 40 50 60 70 80%

75.4%Small grocery store

67.8%Pharmacy

62.1%Supermarket

47.5%Gas station

35.9%Drugstore / cosmetics store

20.9%DIY market

20.9%Post office

16.6%Restaurant / cafe (to take away)

10.6%Newsstand

8.6%Bank / insurance branches

6.0%Pet shop

2.7%Other

0 5 10 15 20 25 30 35 40%

27.2%Other

6.0%Travel, tours, arline tickets

6.3%Medical visits

12.0%Cultural facilities

19.3%Sports facilities

22.3%Restaurants

28.2%Non-grocery shopping

38.9%Hairdressing and beauty services



32 

 https://doi.org/10.7172/1644-9584.94.4

promotional offers that referred directly to the pandemic restrictions did 

decisions.
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outcomes of international research.

4.4. Limitations of the Study 
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4.5. Managerial Implications 

5. Conclusions

restrictions.
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Abstract

Purpose:

Design/methodology/approach:

Findings: Nearly 63% of respondents agreed or rather agreed that the food needs of their household are 

Research limitations/implications:


