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ABSTRACT
The main reasons for the development of research into consumer behaviour in cultural services are the
changes related to market behaviour caused by an increase in the choice of various market offers as well as
the increasing wealth of societies. The results presented here indicate that changes in the behaviour of con-
sumers of cultural services in Poland are also related to the ageing of Polish society as well as to an increase in
mobility and in the level and quality of education. Additionally, the changing needs and preferences of con-
sumers in this market increase the demand for information and generate a need for the continuous improve-
ment of marketing procedures and activities. This article presents selected characteristics of consumers of
cultural services in Poland, their behaviours, and observed changes in these behaviours, allowing the authors
to examine new directions of development in the offer of services of cultural institutions. The results may be
of use to managers of cultural institutions in the process of planning marketing strategy.

KEY WORDS
Cultural institutions, cultural services, consumer behaviour, marketing, Katowice
Paper received: 10 August 2018 e Paper revised: 12 September 2018 e Paper accepted: 14 December 2018

Eukasz Wréblewski (PhD) specialises in theoretical and practical issues relating to marketing and strategic management.
He is the author of over 70 scientific publications, including five books on the issues of management and marketing in
cultural institutions. He is an editor in chief of Cultural Management: Science and Education (CMSE) published by Logos
Verlag Berlin, and a guest editor of Sustainability Cultural Management — a special issue of Sustainability Journal (Basel,
Switzerland). He has been a speaker and a participant in more than one hundred scientific conferences, and numerous
training courses and workshops. He has also organised several symposiums and conferences on this management and mar-
keting specialty in Poland and the Czech Republic. Currently he is lecturer of marketing and marketing management at the
WSB University (Poland).

Email: Iwroblewski@wsb.edu.pl

Honorata Howaniec (PhD) is an assistant professor at the Department of Marketing and Entrepreneurship, Faculty of Man-
agement and Transport of the University of Bielsko-Biala (Poland). She is the author and co-author of over 160 publica-
tions in the form of articles and chapters of monographs, including two monographs. She is a member of the Polish Acade-
my of Sciences and an expert for the Polish Agency for Enterprise Development and its programme Go to Brand. She spe-

Cultural Management: Science and Education, Vol. 2, No. 2 (2018) 1



cialises in issues relating to brands, corporate social responsibility, and added value marketing. She has been a speaker and
participant at numerous scientific conferences. She is also an organiser of a cyclic conference on management in Poland.

Email: hhowaniec@ath.bielsko.pl

References

Antonides, G. (2017), Sustainable Consumer Beha-
viour: A Collection of Empirical Studies, Sustai-
nability, 1.

Ashman, R,, Solomon, M.R.,, Wolny, J. (2015), An
old model for a new age: consumer decision-
making in participatory digital culture, Journal
of Customer Behaviour, 14(2): 127-146.

Biatecki, I. (2008), Miedzynarodowe badania,
debata i polityka edukacyjna, Nauka i
Szkolnictwo Wyzsze, 1.

Bourdieu, P. (1994), Distinction. A Social Critique
of the Judgement of Taste, Cambridge: Harvard
University Press.

Brown, D., Hayes, N. (2008), Influencer Marketing,
Boston: Elsevier Ltd.

Dacko-Pikiewicz, Z., Wréblewski, t.. (2017), Spatial
range of the influence of the philharmonic
institutions in Katowice, Forum Scientiae
Oeconomia, 5(1).

Edelman Trust Barometr 2009, available at:
www.edelman.co.uk (accessed 20 August
2017).

Engel, ].F. (1968), Ramifications of Perceived Risk.
Taking and Information, Handling in Consumer

Behavior, Journal of Marketing, 32(3): 111-112.

Foxall, G.R. (2004), Consumer Behaviour Analysis.
Critical Perspectives on Business and Manage-
ment, London: Raoutledge.

Goldsmith, E.B. (2005), Consumer Economics.
Issues and Behaviors, Upper Saddle River:
Pearson Prentice Hall.

Household Budget Survey in 2016, available at:
http://stat.gov.pl/obszary-
tematyczne/warunki-zycia/ -wydatki-i-
warunki-zycia-ludnosci/budzety-gospodarstw-
domowych-w-2016-r-,9,11.html (accessed 20
August 2018).

Jevons, W.S. (1957), The Theory of Political Econ-
omy, New York: Kelley and Millman.

Karimi, S., Papamichail, N.K., Holland, C.P. (2015),
The effect of prior knowledge and decision-
making style on the online purchase decision-
making process: a typology of consumer

shopping behavior, Decision Support Systems,
77:137-147.

Katona, G. (1951), Psychological analysis of eco-
nomic behavior, New York: McGraw-Hill.

Kaufman, C.F. (1995), Shop 'til you drop: tales from
a physically challenged shopper, Journal of
Consumer Marketing, 12: 3.

Kolb, B. (2005), Marketing for Cultural Or-
ganisations: New Strategies for Attracting Au-
diences to Classical Music, Dance, Museums,
Theatre & Opera, Cork: Thomson Learning.

Kumar, D. (2015), Consumer Behaviour. Includes
Online Buyers Trends, New Delhi: Oxford
University Press.

Landreth, H., Colander, D.C. (2005), Historia mysli
ekonomicznej, Warszawa: Wydawnictwo Na-
ukowe PWN.

Litavcova, E., Bucki, R., Stefko, R., Suchanek, P.,
Jen’cova, S. (2015), Consumer’s Behaviour in
East Slovakia after Euro Introduction during
the Crisis, Prague Economic Papers, 24: 332-
53.

Mazurek-t.opacinska, K. (1997), Kultura w gospo-
darce rynkowej, problemy adaptacji marketin-
gu, Warszawa-Wroctaw: Wydawnictwo Aka-
demii Ekonomicznej im. Oskara Langego we
Wroctawiu.

Menger, C. (1985), Investigations into the Method
of the Social Sciences with Particular Reference
to Economics, New York: New York University
Press.

Mokrysz, S. (2016), Consumer preferences and
behavior on the coffee market in Pol-
and, Forum Scientiae Oeconomia, 4: 91-108.

Myers, J.H., Reynolds, W.H. (1967), Consumer Be-
havior and Marketing Management, Boston-
New York: Houghton Mifflin.

Plummer, ].T. (2007), Word of Mouth - A New
Advertising Discipline? Journal of Advertising
Research, 47: 4.

Sandhusen, R.L. (2000), Marketing, New York:
Barron’s Educational Series.

Sobocinska, M. (2008), Zachowania nabywcéw na
rynku doébr i ustug kultury, Warszawa: PWE.

2 Logos Verlag Berlin - Academic Books for Sciences and Humanities



Solomon, M.R., Bamossy, G.J., Askegaard, S., Hogg,
M.K. (2006), Consumer Behaviour, A European
Perspective, London: Prentice Hall.

Voramontri, D., Klieb, L. (2018), Impact of social
media on consumer behaviour, International
Journal of Information and Decision Sciences,
10: 1-24.

Vringer, K., van der Heijden, E., van Soest, D.,
Vollebergh, H., Dietz, F. (2017), Sustainable
Consumption Dilemmas, Sustainability, 9(942),
available at: http://www.mdpi.com/2071-
1050/9/6/942 (accessed 3 June 2018).

Vrontis, D., Thrassou A. (2007), A new conceptual
framework for business-consumer relationship,
Marketing Intelligence & Planning, 25: 7.

Walras, L. (1954), Elements of Pure Economics,
Homewood: R.D. Irwin.

Wréblewski, L. (2017a), Cultural Management.

Ministry of Science
and Higher Education

Republic of Poland

\

The project is financed under the agree-
ment 892_/P-DUN/2018 by the funds of
the Ministry of Science and Higher Edu-
cation allocated to the activities dissemi-

Strategy and Marketing Aspects, Berlin: Logos
Verlag Berlin.

Wréblewski, .. (2017b), Application of marketing
in cultural organizations: the case of the Polish
Cultural and Educational Union in the Czech
Republic, Cultural Management: Science and
Education, 1(1): 79-92.

Wréblewski, t.. (2018), Consumer behaviour in the
market of cultural services, American Journal
of Arts Management, 1.

Wréblewski, t.., Dziadzia, B., Dacko-Pikiewicz Z.
(2018), Sustainable Management of the Offer of
Cultural Institutions in the Cross-Border Mar-
ket for Cultural Services -Barriers and Condi-
tions, Sustainability, 10(9),
DO0I:10.3390/su10093253.

Cultural Management: Science and Education, Vol. 2, No. 2 (2018)



