
See discussions, stats, and author profiles for this publication at: https://www.researchgate.net/publication/283090081

APPLICATION OF NEW TECHNOLOGIES IN SHAPING THE STRATEGIES OF

INFLUENCING CUSTOMERS OF COMMERCIAL CHAINS

Conference Paper · January 2014

CITATIONS

0
READS

121

2 authors:

Some of the authors of this publication are also working on these related projects:

37th IBIMA Conference on 1-2 April 2021 Cordoba, Spain. Conference proceedings View project

Journal of Economics and Management, UE in Katowice 2016 Vol. 24 (2) 2016 View project

Katarzyna Bilińska-Reformat

University of Economics in Katowice

41 PUBLICATIONS   223 CITATIONS   

SEE PROFILE

Izabela Sztangret

University of Economics in Katowice

65 PUBLICATIONS   80 CITATIONS   

SEE PROFILE

All content following this page was uploaded by Izabela Sztangret on 23 October 2015.

The user has requested enhancement of the downloaded file.

https://www.researchgate.net/publication/283090081_APPLICATION_OF_NEW_TECHNOLOGIES_IN_SHAPING_THE_STRATEGIES_OF_INFLUENCING_CUSTOMERS_OF_COMMERCIAL_CHAINS?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_2&_esc=publicationCoverPdf
https://www.researchgate.net/publication/283090081_APPLICATION_OF_NEW_TECHNOLOGIES_IN_SHAPING_THE_STRATEGIES_OF_INFLUENCING_CUSTOMERS_OF_COMMERCIAL_CHAINS?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_3&_esc=publicationCoverPdf
https://www.researchgate.net/project/37th-IBIMA-Conference-on-1-2-April-2021-Cordoba-Spain-Conference-proceedings?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_9&_esc=publicationCoverPdf
https://www.researchgate.net/project/Journal-of-Economics-and-Management-UE-in-Katowice-2016-Vol-24-2-2016?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_9&_esc=publicationCoverPdf
https://www.researchgate.net/?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_1&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Katarzyna-Bilinska-Reformat?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_4&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Katarzyna-Bilinska-Reformat?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_5&_esc=publicationCoverPdf
https://www.researchgate.net/institution/University_of_Economics_in_Katowice?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_6&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Katarzyna-Bilinska-Reformat?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_7&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Izabela-Sztangret?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_4&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Izabela-Sztangret?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_5&_esc=publicationCoverPdf
https://www.researchgate.net/institution/University_of_Economics_in_Katowice?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_6&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Izabela-Sztangret?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_7&_esc=publicationCoverPdf
https://www.researchgate.net/profile/Izabela-Sztangret?enrichId=rgreq-da329d89d80a8af0aa0e5152fe049eba-XXX&enrichSource=Y292ZXJQYWdlOzI4MzA5MDA4MTtBUzoyODc3Njk5NjU0MTY0NDlAMTQ0NTYyMTExNDQyOA%3D%3D&el=1_x_10&_esc=publicationCoverPdf


1 

 

Trade Perspectives 2014. People, technology, knowledge. Proceedings of The International 

Scientific Conference, Zagreb, 2014,  

ISBN 978-953-346-003-1, s.265-280 

 

 

APPLICATION OF NEW TECHNOLOGIES IN SHAPING THE 

STRATEGIES OF INFLUENCING CUSTOMERS OF 

COMMERCIAL CHAINS 
Katarzyna Bilińska-Reformat, Izabela Sztangret,  

University of Economics in Katowice Poland, Faculty of Management 

E-mail: kasiabr@ue.katowice.pl, izabela.sztangret@ue.katowice.pl  

 

ABSTRACT  

Progress in the sphere of the so-called new technologies that include microelectronics, 

information and communication technology (ICT), nanotechnology, biotechnology and 

genetic engineering performs an important role in shaping the strategies of influencing the 

customers. A lot of retail shopping chains belong to the group of most powerful global entities 

operating in the world. They function in many markets and in their strategies of operation 

they implement new technologies on a large scale. Development goals are a fundamental 

issue in shaping strategies of operation of shopping chains. The goal of commercial chains is 

to develop (grow) on competitive market, in other words, to attain long-term success. 

Accomplishment of this goal is practically expressed in creation of own, unique strategic 

profile in which relations with customers perform a significant role.    

While observing current trends occurring in retail trade we can notice that they focus around 

challenges that are created by Internet and mobile technologies. These trends are significantly 

associated with changes in the way customers do their shopping. Commercial chains gather 

knowledge about customers’ preferences and they try to shape competitive strategies of 

influencing the customers through extensive implementation of innovations. Occurring 

forecasts predict increase in shopping under the influence of an impulse; they assume that 

regular shops will become the place of direct contact with a product and customers will gain 

larger control over shopping thanks to the use of mobile appliances and social media.    

The goal of the paper is to present changes occurring in behaviour of customers of 

commercial chains and to indicate technological progress as their primary cause. It is also the 

goal to show preferences of customers of commercial chains related to offers of commercial 

chains. The major goal of the study of consumers doing shopping in commercial outposts (it 

is assumed that every consumer makes use of services of some outpost) was to determine the 

impact of technology on using the offer of a particular commercial chain. At the same time it 

has been assumed that commercial chains try to „make their customers loyal” to them as 

much as possible.   

The next goal assumed in the paper is to indicate particular strategic behaviours in the sphere 

of shaping competitive offers based on application of new technologies in their creation. 

The methods applied to achieve the goal include the critical analysis of the literature of the 

subject, direct study of customers of retail chains operating in Poland concerning their needs 

in the sphere of modern and competitive offers, and profound case study indicating 

application of new technologies in creation of competitive strategies of influencing the 

mailto:kasiabr@ue.katowice.pl
mailto:izabela.sztangret@ue.katowice.pl
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purchasers by Tesco. The application of case study method is justified in management 

sciences because it allows to study quantitative phenomena, however to obtain a full image of 

reality the method was complemented with direct study of customers of commercial chains.    

 

Key words: strategies of influencing the buyers, competitive advantage, commercial chains, 

modern technologies  

INTRODUCTION. NEW TECHNOLOGIES AS THE ATTITUDE TOWARDS 

CHANGES IN GLOBAL ECONOMY  

 

The third wave of globalization is the era of knowledge and information. Acceleration of 

technological development at concurrent globalization and involvement of almost all 

countries in the world economy is its characteristic feature. It should also be noted that the 

current consumers belong to the generation that has an everyday contact with new 

technologies, which are a part of their daily life.  

 

The third wave of globalisation resulted in significant changes and led to formation of the 

concept of „New Economy”
1
, in which information is becoming a fundamental value (Zorska, 

2007; Parysek, 2008; Chojnicki; Czyż 2006). It ought to be added that A. Toffler , a 

representative of the trend of the co-called applied science, in his papers referring to 

technologies, analyses the history of mankind mainly in the context of three successive 

technological waves (Toffler, 1997):  

1) agrarian (agrarian revolution – departing from nomadic lifestyle and popularisation of 

settled lifestyle, rise of agriculture),  

2) industrial (industrial revolution at the turn of 18th and 19th century, invention of printing, 

steam engine, the rise of industrialism),    

3) directly related to occurrence of new technologies allowing for unlimited communication 

thanks to development of services and departing from mass production, emergence of 

information society and service society (technological revolution). We can state that 

dimensions of new globalisation mainly include (Gierszewska; Wawrzyniak, 2001):  

 global competition,   

 mega-concentration of ownership and capital,   

 cooperation between enterprises on the global scale,   

 new innovative policy,  

 management based on knowledge and intellectual capital,   

 development of advanced technologies in the sphere of information and 

telecommunication, including the Internet.  

 

Departing from mass production for the benefit of production adjusted to the needs of an 

individual customer is a characteristic feature for many enterprises. The man of the future – 

the prosumer – is a combination of the characteristics of the producer and the consumer. 

                                                           
1
New economy is a group of new phenomena, processes and economic, financial and cultural relations based on 

new information technologies and automation (computer, Internet, mobile phone, WAP, etc.). New economy is: 

information-related – it is based on the abilities to generate, process and commercialise information, global – 

performs activities on the world scale, network-related – functions in integrated structures of networks that 

connect many various participants, compare A. Zorska, Nowa gospodarka a globalizacja [New Economy and 

Globalisation] in: Materiały i prace Instytutu Funkcjonowania Gospodarki Narodowej, Ekonomia i społeczne 

aspekty globalizacji [Materials and papers of Institute of National Economy Functioning, Economy and Social 

Aspects of Globalisation], ed. by: K. Kucinski, Warsaw School of Economics, Warsaw 2004.    
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Growing sale possibilities of enterprises on the global scale can be proved by such facts as: 

growth of the world population, increase in selling areas, increase in the number of people 

with access to the Internet and growth on the global sale. Thus we can state that increase in 

the size of sale is considerably related to development of new technologies. Fig. 1 shows the 

described situation.   

 
Fig. 1. Comparison of areas of sale increase in developing countries from 2001 to 2010  

 

Source: Planet Retail: Interne World Stats: (2011), p.1 

 

It results from presented data that the share of the world population with access to the Internet 

is significantly growing. Also data concerning Polish society can prove omnipresent character 

of technology, compare tab. 1.  

 

Table 1 Characteristics of Polish Internet users  
Criteria of division of Polish 

Internet users  

Characteristics  Number in %  

Gender 1. Women  

2. Men 

51 

49 

Age group  1. 15-24 

2. 25-39 

3. 40-59 

4. Over 60 years old 

24 

39 

31 

7 

Place of residence by the 

number of inhabitants  

1. Cities with population over 500 000 

inhabitants 

2. Cities with population of 200 000 -  

499 000 inhabitants 

3. Cities with population of 100 000 – 

199 000 inhabitants 

4. Cities with population of 20 000 – 

99 000 inhabitants 

5. Cities with population up to 20 000 

inhabitants 

6. Village  

13 

9 

8 

20 

14 

35 

Population 
2001 

5 miliardów 

2010 

5,7 miliarda 
 +11% 

 
Selling area [m2] 

2001 

40 milionów 

2010 

130 milionów 
 +225% 

 Retail sale 

per capita [$] 

2001 

2009$ 

2010 

5,7 miliarda 
 +91,5% 

 Number of 

people with 

access to the 

Internet 

2001 

200 million 

2010 

1,2 billion 
 +496% 

 
Global retail  sale 

in % 

2001 

34,9% 

2010 

42% 
 +7,1% 
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Source: Own case study on the basis of http://www.egospodarka.pl/111784,Internet-w-

Polsce-II-IV-2014,1,12,1.html. 

 
Internet is already used by more than 64% of Poles over 15 years of age. Currently, the 

network is used by 17.99 million people (http://www.ekonomia.rp.pl/artykul/1028947.html, 

access 07.12.2014). In total 64.3% Poles have access to the Internet. 

(http://www.egospodarka.pl/111784, Internet-w-Polsce-II-IV-2014,1,12,1.html, accessed 

08.08.2014). 

 

While describing the changes in business environment, including commercial enterprises, 

major indicators of growth in global traffic in IP network must be taken into account 

(Compare: Poland-wide NetTrack research conducted by Millward Brown on a sample of 6 

833 Poles, http://www.egospodarka.pl/111784,Internet-w-Polsce-II-IV-2014,1,12,1.html. 

Accessed 08/06/2014). Compare Tab. 2 

 

Table. 2  Changes occurring in technological environment of enterprises described with 

the use of rates of growth in global traffic in IP network  

IP network global traffic 

rate  

Characteristics 

Increase in the number of 

Internet users in the world  

By 2017 the number of Internet users will have reached 3.6 billion, 

which will represent more than 48% of the world population, 

considering the projected world population of 7.6 billion people 

In 2012, the Internet was used by 2.3 billion people - about 32% of the 

population of the whole world (7.2 billion people).  

Increase in the number of 

devices that may be connected 

to the network  

 

By 2017 the number of devices connected within the global network 

will reach more than 19 billion (this concerns desktop computer and 

mobile devices, M2M connections and others). In 2012, it was about 

12 billion. 

Increase in broadband network 

bandwidth  

On a global scale there will occur 3.5-fold increase in average 

broadband width - from 11.3 Mb / s in 2012 to 39 Mb / s in 2017. 

Between 2011 and 2012, the average broadband width increased by 

30% from 8.7 Mb / s to 11.3 Mb / s.  

Increase in popularity of 

services and applications 

associated with video 

transmission  

In 2017 all over the world video services in the network will be used 

by nearly two billion users,  in 2012 the number was 1billion 

Source: Own case study on the basis of http://www.cisco.com/web/PL/prasa/news/2013/20130725.html 

 

In 2012, devices that were not PCs accounted for 26% of the traffic in the network. In 2017 

this ratio will have reached 49%. In the years between 2012 and 2017 an increase in the data 

transfer for computers will reach on average 14% per year, and for other types of devices it 

will be much higher: for TV sets it will be 24%, for tablets - 104%, smartphones - 79%, while 

for machine-to-machine (M2M) communication the increase will reach 82%. M2M (machine 

to machine) technology is active communication between devices ("machines"). This is done 

via a wireless or wired network connection. M2M is usually identified with data transmission 

in GSM networks. M2M communication is a solution that consists in connecting devices to 

the outside world so that they can communicate with people and with each other. Connected 

devices not only provide information to their owners or third parties, but they can also be 

controlled remotely, which offers a lot of opportunities for companies and their customers. (J. 

Höller, V. Tsiatsis, C. Mulligan, S. Karnouskos, S. Avesand, D. Boyle: From Machine-to-

Machine to the Internet of Things: Introduction to a New Age of Intelligence. Elsevier, 2014, 
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http://www.itbusinessedge.com/cm/community/features/interviews/blog/the-rise-of-the-

machine-to-machine-sector/?cs=39847, accessed 08/10/2014). 

 

According to predictions, the amount of data transferred by an average household in 2017 will 

have amounted approximately to 74.5 gigabytes per month. For comparison, in 2012 it was 

31.6 gigabytes per month. Retail trade sector also applies the latest technology to build 

competitive advantage on a large scale, while collecting the knowledge of behaviour and 

needs of its target markets. 

 

1. COMMERCIAL NETWORKS OPERATING IN POLAND  

 

The largest European retail trade chains operate on Polish market. With respect to economy, 

some commercial chains compare better than many countries. Annual incomes of Wal – Mart 

are comparable with GDP of Poland and Jeronimo Martins, the owner of Biedronka chain, has 

the turnover that is comparable with GDP of Albania. It results from Deloitte report „Global 

powers in trade 2013” that total income of 250 largest commercial chains were higher than 

$ 4.27 billion. This is more or less the same as GDPs of Great Britain and Russia taken 

together. Recently commercial chains have been in better condition than the largest world 

economies. Since 2006 they have been able to increase turnovers on average by at least 5% 

that is remarkably faster than GDP growth in developed countries 

(http://finanse.wp.pl/kat,58436,title,Gdyby-sieci-handlowe-byly-

panstwami,wid,15409843,wiadomosc.html
 ).     

According to data included in the report entitled „How Global is the Business of Retail?” 

(„Global Aspects of the Market of Selling Areas”) prepared by CB Richard Ellis in 2010, 

Poland was the only country in Europe that managed to escape from consequences of 

recession and remained the area that was very attractive for international commercial chains. 

According to data, on Polish market operate 32 percent of all surveyed, most important 

international commercial chains. We can expect that together with the growth in GDP, Poland 

is still going to be one of the major directions of expansion in Central and Eastern 

Europe(http://www.handel-net.pl/raporty-i-analizy/raporty-specjalne/polska-celem-ekspansji-sieci-

handlowych.html
 
).  These predictions are confirmed by the data of 2011. They show that retail 

sale in current prices executed by commercial and non-commercial enterprises amounted to 

PLN 646.1 billion and it was by 9% higher than in the previous year. In retail sale outposts, 

the value of sold goods was PLN 624.0 billion (increase by 9.1%), out of which the value of 

food and soft drinks was PLN 161.0 billion (increase by 3.2%), alcoholic drinks and tobacco 

products PLN 54.7 billion (increase by 1.7%) and non-food products PLN 408.3 billion 

(increase by 12.8%). In gastronomic outposts, the retail sale amounted to PLN 22.2 billion 

(increase by 5.2%) ( Internal Market. Information and Statistical Research Papers, 2012).    

Expansion of European commercial chains had a remarkable impact on the speed and 

direction of changes occurring in Polish trade that were additionally determined by 

demographic structure of Poland. Currently around thirty eight million Poles live in nearly 

54.5 localities out of which only 600 are cities with the population exceeding 5 thousand 

inhabitants. They constitute the areas in which New Distribution Channels (NDC) are 

developing. On the other hand, in localities that have no more than 5 thousand inhabitants, 

traditional trade is predominant, and around 25% of all grocery shops are located in villages 

(Development of Trade in Poland
 
, 2007).    

The course, direction as well as pace of changes observed in the sphere of Polish trade are 

influenced by a lot of phenomena and market processes. Among them a special place is 
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occupied by the aforementioned expansion of European commercial chains and demographic 

structure of Poland. Strong foreign competition between commercial chains on the one hand 

influenced the reduction of the role of traditional trade and on the other hand it caused rapid 

development of New Distribution Channels (NDC). It should be added that in the period 

between 2001 and 2003 retail trade chains started to develop their commercial offer really 

dynamically which has been observed in introduction of new shop formats, expansion of 

private labels and introduction of credit cards. In the next period, between 2003 and 2004, 

expansion of retail chains in the areas that had been neglected was observed (line of 

expansion has been moving to the east, additionally new smaller shop formats belonging to 

hypermarket chains have occurred in the area of housing estates and smaller cities).  Since 

2005 consolidations in retail chains and numerous takeovers have been observed. There 

occurred activities of commercial chains related to re-modelling (making the sale areas more 

attractive also in discount chains), and the importance of private labels and loyalty programs 

increased. 

Analysing the structure of foreign retail trade enterprises we can state that the largest activity 

in conquering new markets is observed among French, British and German commercial 

chains. Retail trade chains can be divided with respect to their nature (size of the selling area, 

location and range of offered assortment) into three groups: 

1. Hypermarket chains – this group may include the following entities:   

Auchan (Auchan Group), Carrefour, Real (Metro Group), Tesco Poland, Kaufland 

(Kaufland Markets), E. Leclerc (E. Leclerc group) 

2. Supermarket chains: - Tesco Poland, E. Leclerc, Carrefour Market, Simply Market 

(formerly Elea, Auchan owner, it has also taken over Billa chain), Savia Tesco, 

3. Discount chains: - Biedronka (Jeronimo Martens – Portugal), Lidl, Netto (Danish 

chain), Aldi (German chain) 

The largest European retail trade chains operate on Polish market. There are Carrefour, Metro, 

Tesco, Schwarz (Kaufland and Lidl) and Aldi. European enterprises from Germany, Great 

Britain and France are found among the most powerful retail sellers.   

Tab. 3 shows the number of retail trade chains operating in various branches in Poland. 

Table. 3 Characteristics of commercial chains operating in Poland  

Branch in which a commercial chain operates Number of chains 

For kids 14 

Markets, shops and building materials warehouses 36 

Lighting and interior fittings 7 

Furniture shops and showrooms 20 

Discounts 5 

Local commercial chains 84 

Polish commercial chains 18 

Foreign chains of super and hypermarkets 7 

Jewellery, watches 7 

Clothes showrooms and shops 108 

Shoe shops 28 

Bags and accessories 9 

Radio, television and household chains 21 

Computer shops  24 
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Branch in which a commercial chain operates Number of chains 

Maintenance materials and appliances 1 

Alcohols 14 

Bakeries and confectioneries 100 

Coffee, tea and chocolate drinking rooms 9 

Gifts and souvenirs 3 

Music shops 3 

Tea, coffee, alcoholic drinks and tobacco 1 

Own food processing 8 

Ecological food 4 

Health, cosmetics, beauty goods 27 

Source: Own case study on the basis of http://www.lista.e-sieci.pl accessed 10.07.2013 

Analysing selling formats of foreign retail chain enterprises it can be stated that all 

hypermarkets also have their selling outposts in supermarket format. This can prove the wish 

of these chains to reach various market segments distinguished on the basis of economic 

criterion (because in its assumption the format of a discount shop determines low level of 

prices and hypermarkets are often located in shopping centres offering additional profits / 

values for wealthier customers) (Bilińska-Reformat; Reformat 2012).   

 

2. NEEDS OF CUSTOMERS OF COMMERCIAL CHAINS AS THE REASON FOR 

APPLICATION OF NEW TECHNOLOGIES  
 

The profile of contemporary customer is definitely different from customers "of the past" 

therefore also retail chains need to adapt themselves to new challenges related to the 

characteristics of active customers. Characteristics of contemporary active consumers bring 

observation about the necessity to gather knowledge about them by commercial chains. This 

knowledge is acquired for the need of construction of specific commercial offers and to 

determine the strategy of cooperation with suppliers who are an integral part of the value 

chain that contributes to the shape of the offered product. Here it should be mentioned that 

retail trade enterprises in practice apply measures that aim at better identification of target 

customers.  

 

Representatives of various generations are customers of these companies. "Y" generation is a 

generation of people born in Poland between 1986 and 2010, and in other countries, like for 

example in the USA, they are the generation of population boom of the 80s and 90s of the 

twentieth century. They are also called "Millennium generation", "next generation", "digital 

generation" and the "generation of flip-flops and iPods". 

 

Unlike the previous generation, referred to as Generation "X", they have "tamed" 

technological innovations and actively apply digital media and digital technologies; they are 

considered to be audacious generation that is open to new challenges. 

 

On the other hand, the "Z" generation are people born after 1990, or - according to some 

experts - even after 1995. In general view they are most distinguished by the fact that new 

technologies are something ordinary and of daily use for them as they have been present in 

their life since their birth. They are also often referred to as “C” Generation - from the English 

word "Connected", meaning connected to the network. Experts place the word change at the 
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basis of the definition of the generation; change as the situation they like most because 

continuous experimenting lets them develop themselves and offers a lot of experiences. 

(Http://kariera.pracuj.pl/porady/czy-should-bac-August -pokolenia-z /). Representatives of the 

"Z" generation approach life in a realistic and materialistic way, but at the same time they 

tend to be creative and ambitious. They want to have and achieve everything immediately. 

They are also distinguished by their attitude to knowledge - they acquire it from the Internet, 

and therefore for them it is not a fundamental attribute of an employee in the labour market.  

The speed of finding information and creative approach to ways of reaching the information is 

more important. They are aware of how quickly the world is changing, and therefore they 

treat knowledge as something that loses its value very fast. They are characterized by the 

mobility, they know foreign languages and have friends all over the world, but they usually 

live longer with their parents (http://kariera.pracuj.pl/porady/czy-should-bac-August-

generation-z/ accessed 12/08/2014). 

 

According to Ph. Kotler in contemporary economies there are three types of purchasing 

clients. They are traditional customers (not purchasing on the Internet), cyber consumers 

(usually purchasing via the network) and mixed-type consumers (the hybrid ones buying both 

online as well as in traditional stores). This information is an important clue for the 

development of retail distribution strategies that also have to apply the Internet channel if they 

want to increase sales (K. Bilińska-Reformat, 2012). 

 

When aware customers make the decision to purchase the product (while the value of the 

product does not matter), they go to the Internet and analyse information about the product 

they have selected. Under the influence of collected information they may change their 

decision or check the product relevance (B. Reformat, 2013). Searching for information about 

offers occurs on a large scale and experts predict that this phenomenon will be intensified. 

Consumers will look for knowledge, opinions and recommendations they can find on the 

internet more and more eagerly. Therefore, for the commercial networks controlled and 

subjective content presented on Internet services is not sufficient. Marketing management that 

takes into consideration the ROPO effect, which is, contractually allowing for reasonable 

monitoring of the content about the offer on the Internet, becomes a real challenge. Is also an 

important element of formation of the relationship with the target market with the use of 

information technology. 

 

3. DETERMINANTS OF ATTRACTIVENESS OF COMMERCIIAL CHAINS – 

RESULTS OF DIRECT STUDIES  

 

Direct studies of individual customers of retail trade chains functioning in Poland were 

performed in 2012. The goal of the studies was to identify factors that create attractiveness of 

commercial chains for customers. Considering the fact of active involvement of commercial 

chains in marketing activities, it was assumed that it was the knowledge about the needs and 

behaviours of individual customers is an important determinant stimulating these chains to 

develop marketing activity.  

 

The studies were performed with the use of two methods: direct studies of individual 

customers and methods of observation of selected practices applied by commercial chains. It 

was assumed that retail trade chains acquire knowledge about customers that is the foundation 

for creation of commercial offer for them. Primary studies were conducted in the form of 

internet survey in which the questionnaire was the tool (Kędzior, 2005).  There were 29 
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substantive questions and five concerning respondent’s particulars in the questionnaire. In the 

paper the Authors used the questions concerned global factors, local factors and factors 

associated with new technologies. It was conducted among consumers using commercial 

chains. The survey was performed between 5th November 2012 and 12th December 2012. 

1591 respondents took part in the survey and majority were women (which also corresponds 

to the profile of the consumer doing shopping in retail outposts). The studies were performed 

in all voivodeships in Poland.  

 

In the studied group of respondents, while analysing the most preferred commercial outpost 

(out of all listed), in which food products and household chemistry are purchased, the 

respondents indicated first of all the following shops: Biedronka (26.08%), Lidl (12.32%), 

Tesco (9.68%) and Carrefour (7.17%).  On the other hand the least popular are Sieć 34 

(0.13%), Spar (0.13%), Milea (0.19%) and Chata Polska (0.25%). The results show large 

effectiveness of marketing strategies implemented by indicated chains. Attention should be 

paid to the large number of respondents’ indications to Biedronka.   

In conducted studies we also searched for the answer to the question whether technological 

conditions are an important determinant of doing shopping, beside global and local factors. 

The study of the aforementioned issues allowed the Authors of the paper to recognise major 

determinants that influence the use of particular retail chains by customers. Customers’ 

opinions concerning the issues related to purchase of an offer in a particular retail chain were 

also obtained.  

 

Factor analysis was performed for the survey questionnaire while using 10 questions included 

in the survey. Occurrence of 1) global, 2) local and 3) technological factors that influence 

attractiveness of a commercial chain allowing for distinguishing factors related to new 

technologies having impact on shaping relations with retail chains was assumed. The 

questions were defined on seven-level Likert scale, where 1 represents –  I totally disagree 

and 7 – I totally disagree. Statements included in tab. 3 were applied.  

Table 3. Statements applied in the study  

Question Content of statement 

S1 Low price is most important for me when doing the shopping 

S2 I want to do shopping only in modern outposts 

S3 If I could, I would also do the shopping via Internet in a particular outpost 

S4 I pay attention to application of new communication means such as text message, FB and 

Internet in communication with me  

S5 The best purchasing conditions are offered by foreign commercial chains 

S6 Possibility to pay by credit card in the chain is important for me 

S7 I look for chains that offer Polish products 

S8 Cooperation conducted by commercial chains with Polish suppliers is important for me  

S9 I can pay more to buy Polish products 
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S10 Economic crisis significantly influenced the way I do the shopping 

Source: Own study 

The table beneath presents own values of successively distinguished factors. Additionally percentage 

of explained variance is presented.  

Table 4. Own values and explained variance  

Value  Own value % of total variance Cumulated own value Cumulated percent variance 

1 2,75 27,46 2,75 27,46 

2 1,64 16,39 4,39 43,86 

3 1,28 12,76 5,66 56,62 

4 0,98 9,80 6,64 66,42 

5 0,74 7,37 7,38 73,80 

6 0,68 6,83 8,06 80,63 

7 0,59 5,92 8,66 86,55 

8 0,54 5,39 9,19 91,94 

9 0,51 5,08 9,70 97,03 

10 0,30 2,97 10,00 100,00 

Source: own calculations  

It results from information presented above that three factors explain the total of 56.62% 

variance of initial group of 10 variables. 

The results of analysis of factors shaping the relationships of the Internet user with a 

particular buying service assessed in a positive way is shown in tab.5  

Table 5.  Factor loads  

Variable  Factor 1 Factor 2 Factor 3 

S1 0,18 0,76 0,07 

S10 0,01 0,82 0,02 

S3 -0,19 0,48 0,53 

S4 -0,07 0,10 0,53 

S7 0,84 0,19 0,10 

S8  0,89 0,11 0,07 

S9 0,65 -0,28 0,34 

S2 0,27 -0,05 0,68 
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S5 0,20 0,05 0,66 

S6 0,16 0,01 0,57 

Source: own calculations 

The information included in the table shows which variables make particular factors. They 

are: 

- factor 1(ethnocentrism) is formed by statements P7 and P8 and P9 

- factor 2 (crisis purchase economisation): P1 and P20 

- factor 3 (technology): P 2, P3, P4, P5, P6 

 

Thus we can state that there are three factors influencing the shaping of relations of 

commercial chains with customers; they are: economic and global factors, associated with 

consumer ethnocentrism, and factors related to technological attractiveness of outposts.  

On the basis of performed studies we can state that application of new technologies in 

operation of commercial outposts is becoming a more and more important source of creation 

of their competitive advantage.  

4. APPLICATION OF NEW TECHNOLOGIES BY COMMERCIAL CHAINS  

 

Certainly, in their strategic activities retail trade chains are determined by needs of customers 

of target markets and activities of competitors. Carefully planned strategies of influencing the 

customers, competition strategies and strategies of cooperation with suppliers are major areas 

of these activities. Knowledge about customers’ preferences and their market behaviours is 

applied in the sphere of influencing the customers.     

Commercial chains apply CRM, which is the concept of management of relationships with 

customers in their strategies.(Kwiecień, Żak, 2013). It ought to be mentioned here that 

focussing on influencing the target customers is strictly related to American school associated 

with relationship marketing. In the literature we can find the notion of „management of 

relations with customers” that were permanently introduced into scientific terminology. CRM 

(Customer Relationship definition) that occurred in the article by A. Payne and P. Frow in 

2005 suggests that CRM is a sub-component of relationship marketing with the following 

limitations:   

1. It limits the goal of relationship marketing to target market (key customers and market 

segments) 

2. It unites the potential of relationship marketing with information technologies  

3. It focusses on marketing tactics through integration of processes, people, operations 

and marketing possibilities with the use of information, technology and appropriate 

applications (Payne et all, 2005)   

CRM allows for formation of relations with customers that are valuable for the 

enterprise. Therefore we can state that creation of customer value becomes the basis for 

creation of enterprise value (Rogers, 2005).    

 

To make the customers loyal, retail trade chains apply, in their operations, loyalty programs 

that implement CRM achievements. Awarding points for every purchase (proportionally to 

the amount spent) that the customer can then exchange for bonuses is an example of a popular 
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loyalty program. As it is confirmed by the studies, loyalty programs are effective and have 

real impact on sale, and over half of Poles admit that they participate in at least one loyalty 

program or have a regular customer card. „Commercial chains conduct the following loyalty 

programs” „Skarbonka” – Auchan chain, „Rodzinka” – Carrefour chain, „PayBack” – 

program conducted by many enterprises, including Real among others, and CLUBCARD by 

Tesco chain. Loyalty programs create additional profit for chains. They allow for 

identification of customers, recognition of habits and most frequent purchases. Thanks to this, 

chains gain knowledge about their customers and these programs constitute an element of 

market research. Thanks to loyalty programs they can perform really individualised 

promotional actions aimed at specific segments of customers.  

   

 Additionally, commercial chains make use of social networks in their operations. The degree 

of activity of consumers on Fan Page of Facebook portal, among others, proves the growth of 

importance of social media in the process of communication of commercial chains with 

consumers.(Bilińska-Reformat, Reformat, 2014)  This is why this portal quite frequently 

conducts studies aiming at recognition of range of consumers’ activity on its account. The 

number of fans that particular commercial chains have is shown in tab.6.    

 
Table 6. Number of fans of particular commercial chains on Facebook portal (state of June 2013)  

No. Name of chain Number of fans 

1. Lidl Polska 762587 

2. Eksperci Tesco 524301 

3. Real 404841 

4. Carrefour 143702 

5. Biedronka 36085 

Source: Own case study on the basis of: http://www.sotrender.pl/fanpage-trends-

category/201311/pl_wszystkie#trends  

 

According to aforementioned studies Lidl Poland has the largest number of fans. Facebook 

profile of this chain breaks records of popularity which proves its extremely active share in 

social media.  

The second position is occupied by Tesco with „Eksperci Tesco” fan page, the third position 

belongs to Real brand (currently Auchan is its owner), Carrefour is in the fourth position in 

the ranking, and Biedronka is in the fifth position. Therefore, we can state that majority of 

foreign chains operating in Poland mark their presence in social media.    

 

To illustrate activity of commercial chains in the sphere of application of new technologies, 

we can indicate the example of Tesco. Tesco managers declare purchase of the following IT 

solutions
2
:  

 Supply Chain Management Software 

 Warehouse Management 

 Analytics 

 Financials  

 HR/benefits 

 Merchandise Allocation 

                                                           
2 Comparison prepared on the basis of the analysis of statements of 24 managers presented in „Computerworld TOP200” 
magazine between the years 2007 and 2013 and on Internet webpages of CIO Informing the UK’s business technology leaders, 
UK and also IHL WorldView. 

http://www.sotrender.pl/fanpage-trends-category/201311/pl_wszystkie#trends
http://www.sotrender.pl/fanpage-trends-category/201311/pl_wszystkie#trends
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 Network Infrastructure 

 

This chain expands their activities in the so-called Cloud (cloud computing), mainly in Great 

Britain, keeping in mind further expansion to foreign markets. Infrastructure and IT operation 

manager declares simplification of infrastructure supporting retail sale, development of 

services conducted via Internet and electronic banking (Hanus, 2010). Tesco is currently in 

the stage of consolidation of its „data centre” in Great Britain and all over the world.  Owing 

to this, Tesco can support its e-commerce activity in many countries, for example in the 

Czech Republic, in Hungary, Turkey, China, Thailand and Malaysia.     

 

In July 2012, Tesco Poland started Tesco E-shopping service that allows for ordering 

shopping online. While using the service in a traditional way (computer, laptop), or in mobile 

version (smartphones), customers of Tesco E-shopping can choose their shopping from the 

list of over 16 thousand products that are at the same time available in selected hypermarkets. 

Customers receive at their e-mail addresses e-vouchers encouraging them to do shopping.   

 

It ought to be added that Tesco chain of supermarkets, offers Wi-Fi service in their shops for 

customers. This venture is associated with the change in customers’ preferences concerning 

the ways of searching for information about products while using mobile devices. 

Applications for smartphones with Google Android system let the user navigate the route in 

the shop.  This is a response to customers’ demands, especially those belonging to „Y” and 

„Z” generation.   

 

Within conducted strategy of innovativeness, currently Tesco is testing technologies that let 

the customer contact with the product in 3D technology before purchase. 3D service that uses 

technologies of British company Kishino, allows to generate the image of the product in its 

actual size, allows for moving it and turning without the need to check the offer on shelves in 

the shop. The image is accompanied by product specification. In the first stage of service 

implementation, it is available in eight shops in Cheshunt, New Malden, Hatfield and Milton 

Keynes. 

Tesco is also currently implementing the new method of virtual sale of products with the use 

of QR code. The experiment has been applied in South Korea, among the customers using 

Tesco Home Plus chain without opening real outposts. QR system allows for doing shopping 

through the use of smartphones for scanning codes of particular products presented in 

underground elevation. Virtual basket with shopping is delivered at the address indicated by 

the customer. Tesco has made use of the fact that the community of over 50 million in half is 

equipped with smartphones, and mobility as well as rationality in time management are key 

determinants of behaviours.   

 

CONCLUSIONS 

 

Retail trade chains operating in Poland conduct intensified struggle for customers. Chain 

marketing activity brings increase in competition in trade and results in growth of consumers’ 

demands. Commercial chains gather knowledge about customers’ needs which is observed in 

expanding product offer, implementation of brands of domestic producers, creation of offers 
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adjusted to particular market segments, while applying technological achievements more and 

more frequently.    

 

Customers of commercial chains are better and better educated; they compare offers of shops 

and „follow” global trends. It ought to be mention that more and more often, they are 

representatives of the „Y” and „Z” generation described before in the paper. 

 

Increase in customers’ knowledge forces broad activity by commercial chains in the sphere of 

the environment. For customers factors associated with consumer ethnocentrism and 

technological factors are really important beside „obvious” factors determining their choice 

such as prices and location.  
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