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ABSTRACT

The article presents the results of the study investigating the purchasing behaviour of the residents of six large 
Polish cities (Warsaw, Wrocław, Katowice, Poznań, Białystok, and Gdańsk). Specifically, the study concen-
trates on the consumer shopping preferences with regard to grocery retail chains, pointing to the general dif-
ferences and similarities, as well as gender- and age-specific tendencies. The study was conducted between 
2016 and 2017 among 1970 respondents. This article also presents data from various reports of the research 
institutions from Poland and Europe: PMR, Nielsen, Ronald Berger, Euromonitor International, GfK Polonia. 
Despite problems with their comparability, they multidimensionally reflect the discussed issues that relate 
to the functioning of Polish retail trade, and they indirectly point to the purchasing behaviour of residents of 
Polish cities.
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INTRODUCTION

The aim of the article is to present a comparative ana-
lysis of shopping preferences with regard to retail food 
chains located in six large Polish cities. This article 
presents research results from own empirical study, as 
well as from various reports published by research in-
stitutions located in Poland and other European coun-
tries. These are for example: PMR, Nielsen, Ronald 
Berger, Euromonitor International, and GfK Polonia. 
Despite the problems with their comparability, they 
multidimensionally reflect different issues with regard 
to Polish retail trade and they indirectly indicate con-
sumers’ purchasing behaviors.

Own empirical study, which was conducted be-
tween 2016 and 2017 among 1970 residents of six 
large Polish cities (Warsaw, Wrocław, Gdańsk, Poznań, 
Białystok, and Katowice), adds to the literature in the 

field, by presenting both cross-city comparisons, as 
well as gender- and age-specific findings. 

The dynamic development of Polish trade in the 
21st century is mainly characterized by the dynamic 
development of different forms of sales and the chang-
es in the number of retail chain stores in the FMCG 
retail trade characterized by [Karasiewicz and Now-
ak 2010, Reinartz et al. 2011, Karasiewcz and Tro-
janowski 2016]:
– diversity of store formats and their availability,
– a decrease in the number of retail stores due to the 

systematically decreasing number of traditional 
stores, including traditional grocery stores (Table 1),

– a systematic increase in the number of discount 
stores and convenience stores, as well as the level 
of sales value (Tables 2, 3),

– a changing value structure of the market share of 
individual store formats.
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These changes are also a derivative of changes 
in global retail, and in consumers’ buying behavior, 
who prefer to buy goods quickly, conveniently, eas-
ily, for lower price, and with good quality [Kalyanam 
et al. 2006, Anitsal and Anitsal 2011, Raport Zakupy 
przyszłości 2017]. Such tendencies are confirmed 
by the results of the survey studies which report that 
Polish consumers in their everyday shopping value the 
quality of the product (77.7%), price (74.3%), ecologi-
cal values of the product (27.4%), and place of origin 
of the product (20.7%) [Teraz Polska... 2018]. These 
expectations are met, in their opinion, by competing 
discount and convenience store chains [Kucharska et 
al. 2015]. In the case of Poland, the growth of the im-
portance and increased financial performance of such 
stores has been also affected by the ban on Sunday 
trading. It activated these stores to use more appealing 
forms of sales promotion in the final days of the week 
and to increase communication frequency with their 
consumers. It should be also added here that accord-

ing to the Global Powers of Retailing study that has 
been conducted since 2018, up to 90% of purchases 
in the world are made physically in traditional stores 
(brick and mortar retailers). On the other hand, differ-
ent studies have shown that, on average, from 1 dollar 
spent in traditional stores, 56 cents is the effect of vari-
ous types of virtual interactions that take place during 
the purchasing process [Global Powers of Retailing 
2018]. The report “Global Convenience Retailing” by 
Planet Retail RNG also predicts that in the next five 
years convenience chains will be among the fastest 
growing in terms of value of revenues, giving way 
only to discount stores. At the same time, authors of 
the report indicate that this growth will be at the level 
of almost 5% (in discount stores of almost 6%), while 
at the same time the increase in online food sales is 
expected to exceed 17%.

Tables 2 and 3 illustrate the changes in the form of 
various revenue-shapes, and the value shares of those 
stores in Polish retail market. It can be observed that 

Table 1. Number of retail stores in Poland in 2012–2018 (thousand)

Type / Year  2012 2013 2014 2015 2016 2017 2018

Stores total 318 312 304.3 298.3 283.3 271.3 262.4

Grocery stores 151 145 141.9 137.7 134.0 127.3 119.1

Traditional store 119 111 103 98 91 83 78

The value of sales in retail trade in billion PLN 219.4 220.6 224.6 227.8 231.3 241.3 251.5

Source: W Polsce działa... [2018].

Table 2. FMCG retail stores by operational formats – valuable market shares (%) 

Type / Year 2012 2013 2014 2015 2016 2017 2018* 2019* 2020*

Hypermarkets 13 13 12 11 11 11 10 10 10

Supermarkets 20 21 22 22 23 24 25 25 25

Discount stores 19 21 23 24 26 27 28 29 30

Convenience stores 2 3 3 4 4 5 6 6 6

Traditional franchise stores 9 10 11 11 11 12 12 13 13

Traditional stores 31 27 23 21 18 15 13 11 9

Other 6 6 6 6 6 6 6 6 6

* forecast
Source: W Polsce działa... [2018].
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the revenues of discount chains are systematically 
growing, while the turnover of traditional stores is 
falling down.

The growing importance of discount stores is par-
ticularly visible in recent years, when after a period of 
stagnation, the increase in the number of such stores 

and their share in the overall retail stores is common 
(Fig. 1). Such trends derive from very attractive price 
offers, high quality of offered food products, and a 
convenient location and conditions for shopping 
[Chan et al. 2011]. This is particularly visible and ap-
preciated by consumers in large cities.

Table 3. Retail trade turnover in Poland by format (billion PLN)

Type / Year 2012 2013 2014 2015 2016 2017 2018* 2019* 2020*

Hypermarkets 32 33 34 33 33 33 33 33 33

Supermarkets 27 28 29 31 32 34 36 37 38

Discount stores 41 47 51 55 58 64 68 71 75

Convenience stores 11 12 15 16 18 21 23 26 29

Traditional franchise stores 28 29 32 35 38 40 42 42 43

Traditional stores 53 49 44 41 39 38 36 35 34

Source: Roland Berger, Polski rynek handlu spożywczego 2010–2020, 2016.

2957
3298

3653 3699 3800 3950 4040

0
500
1000
1500
2000
2500
3000
3500
4000
4500

2012 2013 2014 2015 2016 2017 2018

Fig. 1. The number of discount stores in Poland in 2012–2018
Source: Roland Berger, Polski rynek handlu spożywczego 2010–2020, 2016, Lista 500, Rzeczpospolita 2013–2018; DGP 
11.01.2017 nr 11.
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Fig. 2. The share of discounters in retail sales in 2012–2018
Source: Roland Berger, Polski rynek handlu spożywczego 2010–2020, 2016, Lista 500, Rzeczpospolita 2013–2018; DGP 
11.01.2017 nr 11.
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The analysis of the purchase preferences in retail 
chains in large cities in Poland
The article presents the results of a study that exam-
ined purchase preferences in the retail food chains 
reported by residents of large cities in Poland. The 
research was carried out by the Product Marketing De-
partment of the Poznan University of Economics and 
Business between 2016 and 2017, among residents 
of six selected cities. The research method used was 
direct interview technique with a quota selection of 
the research unit that  included: gender, age and place 

of residence – district (Wrocław, Gdańsk, Białystok in 
2016 and Warsaw, Poznań, Katowice in 2017). Sample 
size for each of the cities ranged from 320 to 450 peo-
ple. IBM SPSS Statistics ver. 22 was used to analyze 
the research data. In each of the tests, an identical 
measurement instrument was used – a categorized in-
terview questionnaire. The article presents the results 
of the purchase preferences with regard to retail food 
store chains. Both general cross-city comparisons are 
presented, as well as the analysis of the gender- and 
age-specific variances.

Table 4. Purchase preferences in retail networks in various cities in total 

Retail networks
Warszawa Gdańsk Wrocław Białystok Poznań Katowice

% of responses

Biedronka 50 38 64 69 66 49

Tesco 30 45 36 6 50 36

Lidl 15 40 47 40 21 41

Carrefour 14 21 11 14 – 12

Top Market 13 – – – – –

Auchan 13 – 13 31 11 18

Żabka 11 23 10 5 17 9

Simply Market 7 – – – – –

Leclerc 5 – 10 – – –

Fresh Market 5 7 – – – –

Kaufl and – – 17 – 8 11

Sklepy osiedlowe – – 11 – – –

Real – 4 8 – – 22

Stokrotka – – – 27 – –

Lewiatan – – – 19 – 9

Pss Społem – – – 10 – –

Piotr i Paweł – 5 – 5 26 –

Netto – 30 – – 12 –

Intermarche – 1 – – – –

Aldi – – – – – 11

Chata Polska – – – – 5 –

Source: own research.
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Among the retail food chains that have been identi-
fied in all studied cities (which are: Biedronka, Tesco, 
Lidl, and Żabka), Biedronka was the most popular 
place of purchase. It is the most frequently indicated 
place of purchase by residents of Warsaw (50% of 
responses), Wrocław (64% of responses), Bialystok 
(69% responses), Poznan (66% of responses), and 
Katowice (49% responses). Only residents of Gdańsk 
declared that the most popular network is Tesco (45% 
responses), followed by Lidl (40% of the responses), 
and Biedronka (38% responses). The high position of 
Biedronka in most of the studied cities, results from 
the growing popularity of discount stores as a place to 
shop, and from the dynamic growth of this network, 
which in 2018 grew to the number of 2820 stores in 
Poland [Biedronka ma już... 2019].

The Lidl network is second most often indicated 
food retail chain in Wrocław, Katowice (47% and 
41% responses); it is slightly less popular in Poznań 
and Warsaw (21% and 15% responses). In Warsaw 
and Poznań, the second most visited retail network is 
Tesco (30% and 50% responses). Interestingly – com-
pared to other cities, this network is not very popular 
in Bialystok – only 6% of residents declare shopping 
there, and the Auchan network (31% responses) and 
the Stokrotka network (27% responses) are definitely 
more popular in this location, which is contrary to 
choices made in other studied cities.

In the case of the city of Poznań, the top three of 
the most popular retail chains include Piotr i Paweł 
(26% of responses), which commenced operations in 
1990 in Poznań and is strongly associated with this 
city (despite nationwide coverage). On the other hand, 
in the case of Warsaw residents, the preferences for 
shopping in retail networks (apart from the most pop-
ular Biedronka chain) are at a similar level for Lidl, 
Carrefour, Top Market and Żabka chains (15%, 14%, 
13%, 13%, 11% of responses respectively).

The third most popular grocery retail convenience 
store in analyzed cities is the retail chain named Żabka. 
The analysis of the responses of the residents of the 
studied cities, indicates that the Żabka network enjoys 
the greatest popularity among the residents of Gdańsk 
(23% of responses) and Poznań (17% of responses), 
and the smallest – among residents of Białystok (5% 
of responses).

The city specific differences can be observed with 
regard to retail chains such as Netto, Kaufland, Stokrot-
ka, Piotr i Paweł, and Real. These retail chains were 
mentioned only in individual cities. Namely, Netto 
was mentioned only in Gdańsk (30% of indications), 
Kaufland in Wrocław (17% of responses), Stokrotka 
in Białystok (27% of responses), Piotr i Paweł in 
Poznań (26% of responses), and Real in Katowice 
(22% of responses). The popularity of these networks 
often comes from their local character (which affects 
the emotional attachment of residents and their shop-
ping preferences, as in the case of the Piotr i Paweł in 
Poznań), and also from a number of stores in a given 
network in the city (as in the case of the Stokrotka 
chain in Bialystok).

Gender-specific differences in shopping 
preferences with regard to grocery retail chains 
in large cities 
The gender-specific research results that concern 
shopping preferences of residents of large cities with 
regard to the grocery retail chains are presented in 
Table 5.

The gender-specific analyses of the preferences of 
residents of big cities indicate mixed results. For ex-
ample, the Biedronka network, the most popular retail 
chain in most cities, is relatively more popular among 
women than men in Warsaw, Wrocław, Poznań and 
Katowice (respectively 54% to 46%, 73% to 54%, 70% 
to 62% and 52% to 46% of responses). In Gdansk, the 
Biedronka chain is slightly more popular among men 
(a difference of 8. p.p.), while in Białystok, gender 
practically does not differentiate shopping preferences 
in this network (the difference between women and 
men is 1 p.p.).

In turn, when analyzing gender-specific results for 
the Tesco chain, it can be noticed that men living in 
Wrocław, Poznań and Katowice indicate higher prefer-
ences for this network when compared to women (re-
spectively 41% to 31%, 23% to 19% and 38% to 34% 
of responses). However, in Gdańsk and Białystok, this 
network is slightly more popular among men (41% to 
43% and 7% to 4%, respectively). In the case of War-
saw residents, the popularity of the Tesco chain among 
women and men is at a similar level (29% to 30% of 
responses).
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The analysis of gender-specific preferences with 
regard to the Lidl network shows that in the majority of 
studied cities (Warsaw, Gdańsk, Wrocław, Katowice) 
this network enjoys a relatively greater popularity 
among women than men – only in Poznań it is slightly 
more popular among men (52% to 48% of responses). 
Gender does not differentiate the popularity of the Lidl 
network in Białystok.

Similar results were achieved with regard to Żabka, 
another most often mentioned retail network. Żabka 
stores are more popular shopping destination for men 
in Wrocław, Białystok and Poznań (respectively 12% 
to 6%, 7% to 3% and 21% to 14% of responses). In 
turn, in Warsaw, Gdańsk and Katowice, Żabka net-
work is slightly more popular among women (differ-
ences around 2–3 p.p.).

Table 5. Preferences of residents of large cities in Poland and the gender of the respondents 

Retail networks

Warszawa Gdańsk Wrocław Białystok Poznań Katowice

% of responses

gender

K M K M K M K M K M K M

Biedronka 54 46 36 42 73 54 69 70 70 62 52 46

Tesco 29 30 47 43 31 41 7 4 19 23 34 38

Lidl 16 14 41 38 51 43 40 40 48 52 41 40

Carrefour 13 15 21 20 7 16 15 12 – – 14 10

Top Market 8 22 – – – – – – – – – –

Auchan 14 12 – – 13 14 34 28 11 11 17 19

Żabka 12 9 24 21 6 12 3 7 14 21 10 8

Simply Market 6 8 – – – – – – – – – –

Leclerc 7 3 – – 13 8 – – – – – –

Fresh Market 5 5 8 7 – – – – – – – –

Kaufl and – – – – 15 19 – – 9 8 12 9

Sklepy osiedlowe – – – – 12 10 – – – – – –

Real – – 5 4 10 7 – – – – 18 26

Stokrotka – – – – – – 25 29 – – – –

Lewiatan – – – – – – 20 17 – – 11 6

PSS Społem – – – – – – 14 6 – – – –

Piotr i Paweł – – 5 5 – – 3 7 27 26 – –

Netto – – 27 33 – – – – 12 10 – –

Intermarche – – 2 1 – – – – – – – –

Aldi – – – – – – – – – – 8 15

Chata Polska – – – – – – – – 6 5 – –

Source: own research
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The gender-specific analyses also raise a question 
about the overall extent of differences between wom-
en and men. The smallest differences in preferences 
with regard to a chain choice between women and 
men is observed in Gdańsk (maximum 6 p.p. in the 
case of Biedronka) and Bialystok (also a maximum of
6 p.p. in the case of the Auchan network). In relation 
to other chains, the differences between women and 
men are insignificant. In turn, the largest differences in 
purchasing preferences between women and men are 
observed in Wrocław in the case of the Biedronka net-
work, which is preferred by 73% of surveyed women 
and 54% of men (difference of 19 p.p.). The second 
biggest difference occurs in Warsaw, in relation to the 
Top Market network, which is popular among 22% of 
men and 8% of women (a difference of 14 p.p.). 

Age-specific differences in shopping preferences 
with regard to grocery retail chains in large cities
Another interesting observations are made with regard 
to the extent to which residents’ age differentiates 
preferences of consumers purchase. Respondents’ 
preferences with respect to retail chains (Biedronka, 
Lidl, Tesco, Żabka) with regard to age are presented 
in Table 6.

The analysis of the data presented in Table 6 al-
lows to formulate general conclusions regarding age 
differentiation of consumer preferences in relation to 
both specific chains and to the examined cities. When 
analyzing individual cities, it can be noticed that the 
preferences of consumers from separate age segments 
in relation to the Biedronka, Lidl, Tesco and Żabka 
networks are differentiated.

Respondents of 29 years old and younger indicated 
that the most popular network (out of four analyzed) 
is Biedronka, and those responses were observed re-
gardless of the city studied (although the highest per-
centage of indications is observed in Białystok – 74%, 
Katowice – 67%, and Poznań – 64%). The least popu-
lar of the analyzed networks among respondents up to 
29 years old is – depending on the city – Lidl (for War-
saw residents), Tesco (for residents of Białystok and 
Poznań) and Żabka (for residents of Gdańsk, Wrocław 
and Katowice).

On the other hand, when analyzing the segment 
of consumers aged 30–39 in terms of the most pop-

ular retail network, Biedronka was most popular 
among residents of Warsaw, Wrocław, Białystok, 
and Poznań; Biedronka and Tesco in the case of re-
spondents from Gdańsk; and Tesco among residents 
of Katowice. Respondents of this age segment, least 
often indicated Żabka (regardless of the examined 
city), although the differences vary considerably (in 
Wrocław and Białystok only 3% of residents in the 
analyzed segment prefer this network, in Gdańsk as 
much as 23%, and in Warsaw – 19%).

Residents aged 40–49, in most of the surveyed 
cities, prefer shopping in the Biedronka network 
(45–67%). Only the inhabitants of Gdańsk showed 
different attitudes – they mainly prefer the Tesco and 
Lidl chains (48% of responses). The Żabka chain is the 
least popular within this segment of consumers (this 
is especially visible in the case of respondents from 
Wrocław, Katowice or Warsaw), and – interestingly 
– the Biedronka network achieved the same results 
among residents of Gdańsk. However, it should be 
noted that the percentage of indications in the analyzed 
category clearly differs – Biedronka from the four ana-
lyzed networks is the least popular in Gdańsk (27% of 
indications), and the Żabka network in Wrocław (2% 
of indications).

Analyzing the segment of consumers aged 50–59 
with reference to four indicated and analyzed retail 
chains, it can be observed that - as in the case of other 
consumer’s segments – Biedronka is the most popu-
lar in most of the studied cities (in Warsaw, Wrocław, 
Białystok, Poznań). For the residents of the of Gdańsk 
and Katowice, the most popular network is Tesco. In 
turn, the least popular network (from four analyzed), 
is Żabka, although similarly to the previous age seg-
ment, the values are clearly differentiated. In the case 
of Warsaw residents, none of the consumers of the 
analyzed age segment indicated this network, and in 
Gdańsk as many as 20% of respondents prefer this net-
work (even though it is the least popular).

In the segment of senior consumers (60+) – as in 
the case of other segments – in most of the examined 
cities – the Biedronka network (Warsaw, Wrocław, 
Białystok, Katowice, Poznań) enjoys the greatest pop-
ularity. Only in Gdańsk, this consumer segment pre-
fers much more the Tesco network. The least preferred 
network, regardless of the city studied, is Żabka.



acta_oeconomia.sggw.pl108

Sojkin, B., Ankiel, M. (2019). Retail networks as a place of purchase – the example of large cities in Poland. Acta Sci. Pol. Oeconomia 
18 (3), 101–110, DOI: 10.22630/ASPE.2019.18.3.37

Table 6. Preferences in terms of retail chains residents of large cities in Poland and the age of the respondents (% of re-
sponses)

Retail networks 
Age

>29 years 30–39 years 40–49 years 50–59 years 60+

Warszawa

Biedronka 36 56 55 50 53

Tesco 9 18 50 47 37

Lidl 11 19 13 11 17

Żabka 15 19 5 0 9

Gdańsk

Biedronka 38 39 27 38 44

Tesco 27 39 48 61 49

Lidl 40 37 48 35 40

Żabka 26 23 33 20 17

Wrocław

Biedronka 62 63 67 56 71

Tesco 52 37 43 40 18

Lidl 47 54 62 56 30

Żabka 18 3 2 8 10

Białystok

Biedronka 74 68 65 77 65

Tesco 5 4 7 8 6

Lidl 38 47 43 35 38

Żabka 10 3 7 2 0

Poznań

Biedronka 65 61 52 58 75

Tesco 16 31 18 14 20

Lidl 61 46 55 39 44

Żabka 26 16 11 13 14

Katowice

Biedronka 67 43 45 41 44

Tesco 39 48 42 44 33

Lidl 46 32 25 41 31

Żabka 13 6 9 11 5

Source: own research.
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SUMMARY

The research results conducted among residents of 
selected large cities in Poland, in the context of their 
preferences in relation to retail food chains, allow to 
formulate key conclusions [Wrzesińska-Kowal 2016]. 
Out of all analyzed chains, four are the most preferred 
networks among residents of all cities – these are: the 
Biedronka, Lidl, Tesco, and Żabka. Such results might 
be a consequence of the wide availability of these net-
works in the examined large cities, and their dynamic 
expansion (especially with regard to Biedronka, Lidl, 
and Żabka). As far as all the indicated retail chains are 
concerned, the most popular in majority of cities is 
Biedronka, followed by Tesco and Lidl. Interestingly, 
in the studied cities, consumer preferences are strongly 
interconnected with local brands that originate from 
these cities [Dimitrova et al. 2016]. This note applies 
to the city of Poznań and two chains – Piotr i Paweł, 
and Chata Polska, which both originated in Poznań, 
and to Białystok and Stokrotka chain which origi-
nated in Białystok. Gender-specific analyses show 
that generally gender does not differentiate consumer 
preferences with regard to retail chains, although some 
differences exist within specific networks. For exam-
ple man prefer Top Market in Warsaw to much higher 
degree than women. 

Much larger differences exist with regard to the age 
of the respondents. It is particularly visible with regard 
to the following chains – Biedronka, Lidl, Tesco and 
Żabka. The age-specific differences in shopping pref-
erences in particular cities vary considerably.

REFERENCES

Anitsal, I.M., Anitsal, M.M. (2011). Emergence of entre-
preneurial retail forms. Academy of Entrepreneurship 
Journal, 17, 2.

Biedronka ma już 2900 sklepów. W 2018 r. sieć otworzyła 
122 placówki. Wiadomości Handlowe (2019). Retrie-
ved from https://www.wiadomoscihandlowe.pl/artyku-
ly/biedronka-ma-juz-2900-sklepow-w-2018-r-siec-ot-
worz,51840 [accessed 12.03.2019].

Chan, P., Finnegan, C., Sternquist, B. (2011). Country and 
Firm Level Factors in International Retail Expansion. 
European Journal of Marketing 45, 6.

Dimitrova, B.V., Rosenbloom, B., Larsen Andras, T. (2016). 
The impact of national cultural values on retail structure: 
Evidence from the World Values Survey. International 
Marketing Review 33(6).

Global Powers of Retailing 2018. Transformative change, 
reinvigorative commerce. Deloitte.

Kalyanam, K., Lal, R., Wolfram, G. (2006). Future store 
technologies and their impact on grocery retailing. [In:] 
M. Krafft, M. Mantrala (eds) Retailing in the 21st cen-
tury. Springer, Berlin-Heidelberg, New York.

Karasiewicz, G., Nowak, J. (2010). Looking back at the 20 
years of retailing change in Poland. The International 
Review of Retail, Distribution and Consumer Research, 
20, 1.

Karasiewcz, G., Trojanowski, M. (2016). Transformacja 
w polskim handlu detalicznym – identyfikacja i analiza 
faz transformacji [The Transformation in Polish Retai-
ling]. Handel Wewnętrzny, 2(361), 216–227.

Kucharska, B., Kucia, M., Maciejewski, G., Malinowska, 
M., Stolecka-Makowska, A. (2015). The retail trade in 
Europe – diagnosis and future. Wydawnictwa Uniwer-
sytetu Ekonomicznego w Katowicach.

Przyszłość zakupów. Najważniejsze trendy w retail dziś i 
w 2030 roku (2017).Comarch Kantar TNS.

Reinartz, W., Dellaert, B., Krafft, M., Kumar, V., Varadara-
jan, R. (2011). Retailing innovations in a globalizing 
retail market environment. Journal of Retailing, 87, 1.

Roland Berger, Polski rynek handlu spożywczego 2010–
–2020, 2016; Lista 500, Rzeczpospolita 2013–2018; 
DGP 11.01.2017 nr 11.

Teraz Polska: 2/3 konsumentów gotowych płacić więcej 
za produkty wyższej jakości (2018). Retrieved from 
https://www.money.pl/gielda/wiadomosci/artykul/ter-
az-polska-2-3-konsumentow-gotowych-placic,159,0,
2422431.html [accessed 26.11.2018]

Wrzesińska-Kowal, J. (2016). Rozwój zagranicznych sieci 
handlowych w Polsce.  Zeszyty Naukowe Polityki Eu-
ropejskie, Finanse i Marketing, 16(65). 

W Polsce działa 107 tys. sklepów spożywczych i spożyw-
czo-przemysłowych. Wiadomości Handlowe (2018). 
Retrieved from https://www.wiadomoscihandlowe.pl/
artykuly/w-polsce-dziala-107-tys-sklepow-spozywczych
-i-spoz,45285 [accessed 2019.03.12].



acta_oeconomia.sggw.pl110

Sojkin, B., Ankiel, M. (2019). Retail networks as a place of purchase – the example of large cities in Poland. Acta Sci. Pol. Oeconomia 
18 (3), 101–110, DOI: 10.22630/ASPE.2019.18.3.37

SIECI DETALICZNE JAKO MIEJSCE DOKONYWANIA ZAKUPÓW – NA PRZYKŁADZIE 
DUŻYCH MIAST W POLSCE

STRESZCZENIE

W artykule zaprezentowano wyniki badania weryfikującego zachowania nabywcze mieszkańców sześciu 
dużych polskich miast (Warszawy, Wrocławia, Katowic, Poznania, Białegostoku i Gdańska). W badaniu 
skoncentrowano się szczególności na preferencjach zakupowych  konsumentów w odniesieniu do sieci skle-
pów spożywczych, wskazując na ogólne różnice i podobieństwa, a także tendencje związane z płcią i wie-
kiem. Badanie przeprowadzono w latach 2016–2017 wśród 1970 respondentów. W artykule zaprezentowano 
również dane z różnych raportów instytucji badawczych z Polski i Europy: PMR. Nielsen, Ronald Berger, 
Euromonitor International, GfK Polonia. Pomimo problemów z ich porównywalnością odzwierciedlają oma-
wiane zagadnienia związane z funkcjonowaniem polskiego handlu detalicznego i pośrednio wskazują na 
zachowania zakupowe mieszkańców polskich miast.

Słowa kluczowe: zachowania nabywcze konsumentów, sieci handlowe, zakupy w sieciach handlowych 
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