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Abstract

TOUFAROVA Z., ONDRASKOVA, K.: Development and changes in consumption expenditures of the popula-
tion. Acta univ. agric. et silvic. Mendel. Brun., 2008, LVI, No. 6, pp. 167-176

The paper deals with development and changes in consumption expenditures of population. It uses
secondary data to analyze consumption expenditures of EU-25 and the Czech Republic and conce-
trates on changes in the expenditure groups over the period of past years. Other part of this paper is
devoted to primary data analysis. Primary data were obtained in a questionnaire survey. Primary data
analysis is based on statistical methods and it investigates changes in the structure of consumption
expenditures of households in relation to changes in household income. By using dependency anal-
ysis the paper verifies dependency of surveyed groups of consumption expenditures and groups of
households sorted by identification characteristics. Additionally, also based on the primary research,
the paper tries to find out the way households allocate money surplus remaining after covering all

the adequate expenses.

consumer, consumer behaviour, research, dependency analysis, consumption expenditures

Consumer behaviour research enables better un-
derstanding and prognostication not only of sub-
ject of purchases but also of purchasing motives and
purchasing frequency (Schiffman, Kanuk; 2004).

Except conventional conception of consumption
being only instrument of satisfaction of basic needs,
Solomon (2004) identifies another four different
types of consumers’ activities:

e consumption as an experience (emotive or es-
thetic reaction to product consumption),

e consumption as an instrument of integration
(usage and consumption of the product integrates
us somehow to the society),

e consumption as a classification scale (choice of
products influence the way how we are perceived
by our environment and how we are ranged in
society),

e consumption as a game.

Complex purchase process involves several deci-
sions. A decision involves a choice between two or
more alternative actions. The key process in con-
sumer decision making is the integration process
by which the knowledge is combined to evaluate

two or more alternatives and select one. The out-
come of the integration is a choice which is a deci-
sion plan to engage in one or more behaviours. Deci-
sion-making process occurs even for the impulsive
purchases. This does not mean, however, that a con-
scious decision-making process occurs each time
purchase behaviour is performed. Some beha-
viours become habitual. They are based on inten-
tions stored in memory that were formed by some
past decision-making process. When activated, these
formerly stored intentions influence behaviour and
additional decision-making process may not be ne-
cessary. Some behaviours are not voluntary and are
largely affected by environmental factors. For exam-
ple, product displays or aisle placement determines
how consumers move through stores.

Consumer decision makingisviewed asa problem-
solving process. We focus on consumers’ goals (de-
sired values) that consumers seek to achieve. A con-
sumer recognizes a problem because the desired
consequence hasn’t been attained. Consumers make
decisions about the behaviour to perform in order to
achieve the goals and thus solve the problem.
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Model of problem solving identifies five basic
stages:
® Problem recognition — perceived difference between

ideal and actual state.

e Search for alternative solutions — seek relevant infor-
mation about potential solutions to the problem
from external environment or activate knowledge
from memory.

e Evaluation of alternatives — evaluate or judge com-
peting alternatives in terms of salient beliefs about
relevant consequences and combine this know-
ledge to make a choice.

@ Purchase — Buy the chosen alternative

e Postpurchase use and reevaluation of chosen alternative —
use the chosen alternative and evaluate it again in
light of its performance.

This basic model identifies several important ac-
tivities involved in problem solving. However, for
several reasons, the generic model often provides
an imperfect account of actual processes. Actual
consumer problem solving seldom proceeds in a li-
near sequence and most processes actually involve
multiple problems and multiple decisions. (Peter,
Olson; 2007)

Brown (2006) defines three groups of factors hav-
ing influence on purchasing behaviour - personal,
psychological and social. Personal factors are indi-
vidualistic factors like gender, age group, place of
living, economic conditions, personality, etc. One
of the personal factors is also belonging to social
groups. According to COICOP (Classification of In-
dividual Consumption by Purpose) we distinguish
these social groups: employees, self-employed per-
sons, farmers and pensioners. In the paper, the per-
sonal factors are considered as identification charac-
teristics and used for dependency analysis. Objective
of this analysis to find out whether there is a depen-
dency between these characters and consumption
expenditures of population.

Obijective of this paper is to describe changes and
development of consumption expenditures of po-
pulation, analyze secondary data reflecting expen-
ditures in the Czech Republic and the EU, analyze
results of primary research by which we obtained in-
formation about changes in consumption expendi-
tures related to changes in household income, con-
firm or disconfirm dependency on identification
characteristics and additionally to find out the way
household manages money surplus.

METHODS AND DATA

Sources for analysis of changes in consumption
expenditures were gained through marketing sur-
vey. Instrument used to collect the primary data was
the electronic questioning system RELA (Soucek,
Pavli¢ek; 2005). This system proved itself to be very
efficient especially on the ground of that the data
were immediately available after the end of survey.
This means that no additional data processing or
conversions were necessary.

When constructing the questionnaire all inten-
tions of marketing research were considered. Crucial
part of questionnaire preparation was the pre-test
that acknowledged its correctness of construction
and intelligibility for broad spectrum of respon-
dents. Questionnaire survey was conducted in De-
cember 2007 across various areas of the Czech Re-
public. 731 questionnaires were gathered. However,
afterremovinginvalid data there were 609 valid ques-
tionnaires remaining and these questionnaires were
used for analyses. When selecting respondents there
were not used any restrictive criteria that would con-
centrate focus only on certain segment.

The objective of the survey was to obtain informa-
tion about changes in consumption expenditures re-
lated to changes in household income. Classification
of consumption expenditures was made by purpose
as following (Classification of Individual Consump-
tion by Purpose, EUROSTAT 2006):

e food and nonalcoholic drinks,

e alcoholic drinks and tobacco,

e clothing and footwear,

e housing, water, electricity, fuels,

e furnishing, houschold equipment,

@ health, pharmaceuticals and vitamins,
e transport,

@ post services and telecommunications,
e recreation and culture,

e cducation,

@ boarding and accommodation,

e other goods and services.

Data were analyzed by using basic methods of de-
scriptive statistics like frequency distribution (ab-
solute and relative). To illustrate frequencies they
are expressed graphically. Other step was to per-
form a dependency analysis of particular consump-
tion expenditures and identification characters.
Dependency of verbal characters is measured by
contingency. Contingency examines dependency
of pairs of characters with more than two varia-
tions. Result of such a sorting is contingency table.
According to Stavkovd and Foret (2003), the more
variations between theoretical values and real fre-
quencies the more the relationship differs from in-
dependency (dependency is higher). We use square
contingency ¥ to gain information about these dif-
ferences in one number. Square contingency is ex-
pressed as following:
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where n,is a frequency in i-" line across all columns
and n, is a frequency in j-" column across all lines.
Based on the square contingency we derive other co-
efficients of contingency. Most often used are these
coefficients:
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e Crammer contingency coefficient:

2
C- X
\/n.min(k—l;Z—l)

Ttis taking values in the interval (0, 1). Dependency
isthe stronger the closerto 1 the value is. Values close
to 0 express independence.

e Pearson correlation coefficient:

p= X

Tt is taking values from the interval (0, 1). Depen-
dency is the stronger the closer to 1 the value is. Va-
lues close to 0 express independence. The upper
limit depends on the number of lines and columns
in the contingency table. For example, in the table
having 3 lines and at least 3 columns, the upper limit
is 0.816; in the table having 6 lines and at least 6 co-
lumns, the upper limit is 0.913. This fact makes diffi-
culties when comparing the intensity of dependency
in different contingency tables. (Hindls, Hronov3,
Novak; 2000)

Contingency coefficientsmeasure the dependency
intensity of two verbal variables. When construct-
ing coefficients it is supposed that data is placed in
the contingency table. For this reason we can also say
that coefficients express the intensity of dependency
in the table.

To verify dependency of surveyed factors and
groups of households sorted by identification char-

acteristics, y? independence test was calculated. Ac-
cording to Hindls (2000), we use it mostly when ve-
rifying dependence of two verbal variables. It can
also be used when one or both of the variables are
numerical. We test the independence hypothesis
against an alternative hypothesis stating that both
variables are independent. Test criterion is square
contingency (2 formula). Hypothesis stating the in-
dependence is rejected when the test criterion is
taking extremely high values. When the hypothe-
sis is valid, provided that hypothetical frequencies
are higher than 5, test criterion y?is distributed with
(r-1)(s - 1) degrees of freedom where r is a number
of lines and s is a number of columns in a two-di-
mension table. The independence hypothesis is re-
jected when:

ab R
which meanstest criterion is higher than 100 (1 - a) %,
distribution quantil ¥? with (r - 1)(s - 1) degrees of
freedom. (Hindls, Hronova, Novak; 2000)

Data were processed by the software STATIS-
TICA.

RESUILTS

Secondary data analysis

Secondary data reflecting consumption of EU-25
were obtained from EUROSTAT.
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The most significant group of expenditures in
the EU-25 is housing, water, electricity and fuels
expenditures (21.5% of total expenditures), see
graph 1. Other significant expenditures are trans-
port and food and nonalcoholic drinks. The lowest
expenditures are given to education, post and tel-
ecommunication. However, telecommunication is
a fast growing sector due to digitalization which in-
dicates that we can expect rise in telecommunication
expenditures.

According to graph 2, in the Czech Republic
the mostsignificant expenditure groups are food and
nonalcoholic drinks (20.6% of total expenditures)
and housing, electricity, water and fuels (20.1%). Po-
pulation in the Czech Republic spends least on edu-
cation, healthcare, alcoholic drinks and tobacco.

The development in particular commodity groups
in 1998-2006 is demonstrated in the table I. This

trend enables to analyze development and changes
in consumption expenditures in the time period.
Expenditures are increasing every year. Since 1998
it has increased from 29 435 CZK to 97 342 CZK in
2006. Rising expenditures are dependant on ris-
ing income. Income grew from 89 712 CZK in 1996
to 116 549 CZK in 2006. Proportion of expendi-
tures on particular commodities is not changing
over years. The only change can be seen in expendi-
tures on food and nonalcoholic drinks vs. housing,
water, electricity and fuels. Up to 2005 the most sig-
nificant item in expenditures was food and nonalco-
holic drinks. Since 2007 the most significant item is
housing, electricity, water and fuels, which is caused
by rising prices of housing, electricity and fuels and
deregulation of rents.
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2: Structure of consumption expenditures in the Czech Republic per one household member /
year 2005 [%] (Source: Czech Statistical Office, modified)

Primary data analysis

Data needed for primary data analysis were ob-
tained in a questionnaire survey.

Identification of respondents

There were 726 respondents taking partinasurvey
who answered identification questions. Identifica-
tion characteristics represent a base for dependency
analysis and it is an important part of a survey.

300 women and 426 men were questioned. Most of
them belong to the 41-50 age group. Almost 50% of
respondents have finished secondary education and
40% has finished tertiary education. Approximately
60% are employed and 26% self-employed. Approxi-
mately 60% of respondents are satisfied with an in-
come of a household that they live in, which means
household covers all the adequate needs.

Consumption expenditures

The objective of the survey was to find out how
do the particular consumption expenditures change
withregard to thelevel of household income. House-
holds were supposed to identify expenditure items
that would be consumed more / less in case the in-
come of the household rises / declines. Expenditure
items were classified according to COICOP (Classifi-
cation of Individual Consumption by Purpose). This
classification was slightly modified to reflect life style
and consumption of households.

e Houschold appliances and home electronics were
included in a separate group because of the high
importance of this group within household
expenditures.

@ Post services and telecommunication, boarding
and accommodation and other services were not
included in the survey because of their low impact
on the level o household expenditures.
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I: Structure of consumption expenditures and money income in the Czech Republic in 1998-2006
Index / year 1998 | 1999 | 2000 | 2001 | 2002 | 2003 | 2004 | 2005 | 2006
Money income (CZK) 89712 |94 588 |97 807 {105 776{109 011| 98 102 {102 217|108 676|116 549
Consumption expenditures (CZK) |67 907 | 71696 |73 015 | 78 090| 80 397|84 568 | 87259| 91 085| 97 342
From this (%):
Food and nonalcoholic drinks 253 | 232 | 232 | 227 | 222 | 21.2 | 21.2 | 20.6 | 20.1
Alcoholic drinks, tobacco 3.8 3.4 33 3.1 3.1 3.0 29 29 29
Clothing and footwear 77 70 | 67 6.7 6.5 6.2 59 5.6 5.4
Housing, water, electricity, fuel 171 | 175 | 185 | 186 | 19.8 | 197 | 193 | 20.1 | 20.7
Furnishing, household equipment 79 7.7 7.2 6.9 6.9 6.7 6.5 6.7 6.9
Health 1.5 1.6 1.6 1.7 1.8 1.9 1.9 2.0 2.0
Transport 101 | 113 | 10.6 | 11.0 | 10.0 | 107 | 11.0 | 111 | 109
Post services and telecommunication| 2.0 2.5 3.5 39 4.0 43 4.6 4.6 4.8
Recreation, culture and sport 113 | 113 | 10.8 | 10.6 | 105 | 10.8 | 109 | 10.6 | 10.2
Education 0.6 0.5 0.6 0.6 0.6 0.6 0.6 0.5 0.5
Boarding and accommodation 46 | 4.8 5.2 5.2 5.1 5.2 53 51 5.0
Other goods and services 8.1 9.2 8.8 9.0 9.5 9.7 9.8 | 10.2 | 104
(Source: Czech Statistical Office, modified)
I1: Structure of consumption expenditures according to rise / decline of income [ %]
Consumption expenditures rise decline
yes no yes no
Food and nonalcoholic drinks 309 69.1 23.4 76.6
Alcoholic drinks and tobacco 63 937 54.4 45.6
Clothing and footwear 55.1 449 411 58.9
Housing, water, electricity, fuel 34.8 65.2 153 847
Furnishing, household equipment 683 317 42.4 57.6
Household appliances and home electronics 433 56.7 413 58.7
Health 30.4 69.6 89 91.2
Transport 399 60.1 36.2 63.8
Recreation and Culture 76.9 231 58.8 41.2
Education 379 62.1 181 819

(Source: Self calculation)

According to table II, in case that the income
of a household rises by 20%, more than 55% of
the households would spend this money on recrea-
tion and culture, furnishing, household equipment,
clothingandfootwear.Inthe matter of recreation and
culture itis even 77% of household choosing this op-
tion. Conversely, in case that the income of a house-
hold declines by 20%, more than 50% of households
would decrease spending on recreation and culture,
alcoholic drinks and tobacco. Households would not
decrease spending on education and health. These
items are important for the households.

To analyze dependencies we used contingency
tables. We computed khi-quadrat, Pearson contin-

gency coefficient and Crammer contingency coef-
ficient (see tables IV. and V. in Appendix). To verify
dependencies of survey commodity groups and
identification characteristics of respondents we cal-
culated y?test of independence. By using contin-
gency coefficients we expressed dependency of all
commodity groups and age of respondents. Both
Pearson and Crammer coefficients are taking values
0.23-0.38 which shows weak dependency of com-
modity groups and age of consumers. When com-
puting Pearson and Crammer coefficients for other
identification characteristics (gender, social group,
education) and commodity groups, we found very
weak dependence - almost independence.
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To verify dependency of surveyed factors and
groups of households sorted by identification char-
acteristics we counted y?test of independence.
We used usual 5% significance level - a = 0.05. 2
test of had to be computed for every identification
character:

e Gender: To the formula we put 95% quantil 52 dis-
tribution with (4 - 1)(2 - 1) = 3 degrees of freedom.
This quantil is equal to 7.81. Critical field is delimi-
tated by 32> 7. 81. Computed values of 2 are lower
than 7.81. For this reason we do not reject the in-
dependence hypothesis. By computing Crammer
contingency coefficient and Pearson contingency
coefficient we proved very weak dependence - al-
mostindependence.

e Age: To the formula we put 95% quantil %2 dis-
tribution with (4 - 1)(5 - 1) = 12 degrees of free-
dom. This quantil is equal to 21.03. Critical field
is delimitated by y2 > 21.03. Computed values of
x? are higher than 21.03. For this reason we do re-
ject the independence hypothesis. By comput-
ing Crammer contingency coefficient and Pearson
contingency coefficient we proved dependence.

e Social group: To the formula we put 95% quantil
y2distribution with (4 - 1)(4 - 1) =9 degrees of free-
dom. This quantil is equal to 16.92. Critical field
is delimitated by %2 > 16.92. Computed values of
x2 are lower than 16.92. For this reason we do not

reject the independence hypothesis. By comput-

ing Crammer contingency coefficient and Pearson

contingency coefficient we proved very weak de-
pendence - almost independence.

e Education: To the formula we put 95% quantil 2
distribution with (4 - 1)(5 - 1) = 12 degrees of free-
dom. This quantil is equal to 21.03. Critical field
is delimitated by x2 > 21.03. Computed values of
2 are lower than 21.03. For this reason we do not
reject the independence hypothesis. By comput-
ing Crammer contingency coefficient and Pearson
contingency coefficient we proved very weak de-
pendence - almost independence.

More than 90% of respondents states that there are
financial resources left in the household after cove-
ring all the necessary expenses. The survey tries to
find out how the household allocates available fi-
nancial resources (see the table 111.) Almost 60% of
respondents state that part of this money is left aside
on the current account or in the form of cash and
the rest is invested. Nearly 4% says that all the availa-
ble financial resources are invested. By investments
household means time deposits, pension income
insurance, saving accounts at building and loan as-
sociations and few households also bonds. 32% of
households state that money is left aside on the cur-
rentaccount or in the form of cash.

I1T: Allocation of available financial resources remaining after covering all the necessary expenses

Financial resources Absolute frequency | Relative frequency
Left aside on the current account/ in cash 232 32.0
Part is left aside on the current account / in cash, part is invested 421 58.0
Invested 27 3.7
No money resources left 46 63

(Source: self calculation)

SUMMARY

To make effective marketing decisions it is essential to deal with consumer behaviour. Market subjects
should get to know what part of income of what consumers is spent on which commodities and how
these characteristics change in time and change in relation to the change in income. Objective of this
paper was to describe changes and development of consumption expenditures of population, ana-
lyze secondary data reflecting expenditures in the Czech Republic and the EU-25, analyze results of
primary research by which we obtained information about changes in consumption expenditures re-
lated to changes in household income and additionally to find out the way household manages mon-
ey surplus.

Within the EU the most significant expenditure group is housing, water, electricity, fuel, transport,
food and non-alcoholic drinks. These goods and services can be identified as necessary commodities.
By spending on these items population satisfies its basic needs. In the Czech Republic the structure
of consumption expenditures is similar. Changes in the structure of consumption expenditures of
the Czech Republic are monitored over the period of 9 years. No significant deviations were observed.
It is important to mention the growth of spending for housing, water, electricity and fuel over spend-
ing for food and non alcoholic drinks.

Other part of this paperis devoted to primary data analysis. Primary data were obtained in a question-
naire survey. During the survey 726 informants were questioned — 300 women and 426 men, mostly
belonging to the age group 41-50. By analyzing the data obtained in the survey it was described how
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the structure of expenditures of the household changes in relation to changes in household income.
In case of rising income by 20% household would increase spending on recreation and culture (which
means relaxing or adventure activities and hobbies). Households would also invest in new and quali-
ty furnishing and clothing and footwear. Contrary, in case of declining income (again by 20%) house-
holds would spend less on recreation and culture, alcoholic drinks and tobacco, furnishing and cloth-
ing and footwear. These commodities can be identified as unnecessary goods and that is the reason
why they show higher income sensitivity. We also conducted the dependency analysis by using con-
tingency tables, khi-quadrat and Pearson and Crammer contingency cocfficients. To verify dependen-
cy of surveyed commodities and groups of households sorted by identification characteristics we cal-
culated the y?independence test. According to this analysis, the only identification character showing
dependence on consumption expenditures is the age of respondents. Other identification characters
are almost independent. In case there is a money surplus in respondent’s household approximately
60% of respondents allocates these available financial resources to the current account or leaves it in
cash. A part of the money is invested.

SOUHRN

Vyvoj a zmény spotFebnich vydajii obyvatelstva
Znalost chovani spotiebitele ma zdsadni vyznam pro rozhodovani o marketingovych aktivitach. Pro
subjekty na trhu existujici nebo na trh vstupujici je dtilezité poznat, na jaké komodity rtizné skupiny
spotiebiteltt vynaklddaji jakou €ast svych vydajti, jak se tento ukazatel méni v ¢ase a jak se tento uka-
zatel méni v zdvislosti na vy3i prijmu. Problematice spotfebnich vydajii se vénuje tento p¥ispévek.
Zjistuje vyvoj a zmény ve spotFebnich vydajich obyvatelstvav EU-25 a v Ceské republice. Dale dle pri-
marnich dat zjistuje zmény ve spot¥ebnich vydajich domacnosti p¥i zménach pFijmu.
V ramci Evropské unie jsou nejvyznamnéjsim spotiebnim vydajem vydaje na bydleni, vodu, energii
a paliva, déle jsou to vydaje na dopravu, jidlo a nealkoholické ndpoje. Tyto komodity, na které obyva-
telé vydavaji nejveétsi ¢ast vydaji, mtzeme oznadit jako statky nezbytné, jejich uspokojenti je jednou
ze zékladnich potieb ¢lovéka. V Ceské republice patii také tyto komodity mezi jedny z nejvétsich
spotfebnich vydajt. Zmény v Ceské republice ve vyvoji vydaji jsou sledovany za poslednich devét
let. Nejsou pozorovany zadné vyznamné odchylky ve struktufe vydajovych poloZek. Jedinou pod-
statnou zmé&nou ve struktufe vydaji je nardist a prevyseni vydajt na bydleni, vodu, energii a paliva
pies potraviny a nealkoholické nédpoje.
V dal3i ¢asti prispévku jsou analyzovana primarni data ziskand z dotaznikového Set¥ent, kterého se zi-
¢astnilo 726 respondenttl. Bylo osloveno 300 Zen a 426 muzti, nejcastéji ve vekové kategorii 41-50 let.
Pomoci primérnich dat se podafilo ziskat informace o tom, jak se zméni vydaje v zavislosti na zméng&
pFijm, tj. snizeni ¢i zvySeni p¥ijmu domécnosti, ve které respondent trvale Zije. Z provedené analy-
zy plyne, Ze domécnosti by v pfipadé zvyseni p¥ijmu upfednostnily vydaje na rekreaci a kulturu, tj.
odpotinek, dobrodruzstvi a hobby. Dale by si dop¥ély nové a kvalitn&jsi bytové vybaveni a zafizeni
a pofidily si nové odévy a obuv. Pokud by se domacnosti sniZzil p¥fjem o 20%, pak by respondenti sni-
zili vydaje na rekreaci a kulturu, alkoholické népoje a tabak, bytové vybaveni a zafizeni domécnosti
ataké odivani a obuv. Uvedené komodity jsou statky zbytnymi, proto nejsou tak vyznamnymi komo-
ditami, které ¢loveék nutné potfebuje, a proto vykazuji vysokou citlivost na vysi p¥ijmu. Byla provede-
na analyza zavislosti pomoci kontingenénich tabulek, vypoc¢tu chi-kvadrétu, Pearsonova koeficientu
kontingence a Crammerova koeficientu kontingence. Ovéreni analyzy zavislosti mezi zkoumanymi
skupinami komodit a identifikaénimi charakteristikami respondentt bylo provedeno pomoci y*testu
nezévislosti. Z analyzy vyplynulo, ze jedinymi identifika¢nim znakem zavislym na spot¥ebnich vyda-
jich je v€k respondenta. U ostatnich znakti byla prokédzana velice mald zavislost, ¢i témé&¥ nezavislost.
V pfipadg, Ze v domacnosti, ve které respondent Zije, ztistavaji volné finan¢ni prost¥edky, priblizné
60% dotazovanych uvédi, Ze ¢ést z t&chto finanénich prostfedkt ponechédva na b&zném tétu &iv ho-
tovosti a ¢ast z nich investuje.
Vysledky uvedené v pFispévku jsou soudsti vizkumného zaméru. id. kéd VZ: 62156 48904 , Ces-
ka ekonomika v procesech integrace a globalizace a vyvoj agrarniho sektoru a sektoru sluzeb v no-
vych podminkach evropského integrovaného trhu“. tematicky okruh 03 , Vyvojvztahii obchodni sfé-
ry v souvislosti se zm&nami Zivotniho stylu kupniho chovani obyvatelstva a zmé&nami podnikového
prostiedi v procesech integrace a globalizace” realizovaného za finanéni podpory ze stitnich pro-
stfedk prostfednictvim MSMT.

spotiebitel, spotfebitelské chovani, vyzkum, analyza zavislosti, spotiebni vydaje
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APPENDIX

Appendix 1 DEPENDENCY ANALYSIS

1V: Values of khi-quadrat, Pearson contingency coefficient and Crammer contingency coefficient in case of rising household

income

Rise of income

Identification group | Gender | Age | Social group | Education
FOOD AND NON-ALCOHOLIC DRINKS
Khi-quadrat 0.0551 71.9769 2.8959 133324
Pearson coefficient 0.0087 0.3003 0.0630 0.1343
Crammer coefficient 0.0087 03149 0.0631 0.1355
ALCOHOLIC DRINKS AND TOBACCO
Khi-quadrat 0.0941 70.9155 3.1194 5.7212
Pearson coefficient 0.0114 0.2983 0.0654 0.0884
Crammer coefficient 0.0114 03125 0.0655 0.0887
CLOTHING AND FOOTWEAR
Khi-quadrat 13651 62.1917 2.6453 5.7952
Pearson coefficient 0.0433 0.2809 0.0603 0.0889
Crammer coefficient 0.0433 0.2927 0.0604 0.0893
HOUSING, WATER, ELECTRICITY, FUEL
Khi-quadrat 1.0719 54.8801 11734 13.2089
Pearson coefficient 0.0384 0.2651 0.0402 0.1337
Crammer coefficient 0.0384 0.2749 0.0402 0.1348
FURNISHING, HOUSEHOLD EQUIPMENT
Khi-quadrat 0.0285 66.6124 9.1505 8.2245
Pearson coefficient 0.0063 0.2899 0.1116 0.1058
Crammer coefficient 0.0063 0.3029 0.1122 0.1064
HOUSEHOLD APPLIANCES AND HOME ELECTRONICS
Khi-quadrat 2.4307 56.8966 7.7528 2.6987
Pearson coefficient 0.0577 0.2696 0.1028 0.0609
Crammer coefficient 0.0579 0.2799 0.1033 0.0610
HEALTH, VITAMINS
Khi-quadrat 0.7599 83.8683 3.6637 12.5948
Pearson coefficient 0.0323 03218 0.0709 0.1306
Crammer coefficient 0.0323 0.3399 0.0710 0.1317
TRANSPORT
Khi-quadrat 0.8062 56.4299 8.0829 8.0903
Pearson coefficient 0.0333 0.2686 0.1049 0.1049
Crammer coefficient 0.0333 0.2788 0.1055 0.1055
RECREATION AND CULTURE
Khi-quadrat 0.1873 107.5826 29.6736 19.5521
Pearson coefficient 0.0161 0.3592 0.1982 0.1619
Crammer coefficient 0.0161 0.3849 0.2022 0.1641
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Rise of income
Identification group Gender Age Social group Education
EDUCATION
Khi-quadrat 0.0032 69.1103 6.4505 3.2051
Pearson coefficient 0.0021 0.2961 0.0938 0.0663
Crammer coefficient 0.0021 0.3100 0.0943 0.0664

(Source: self calculation)

V: Values of khi-quadrat, Pearson contingency coefficient and Crammer contingency coefficient in case of declining household
income

Decline of income

Identification group | Gender Age | Social group | Education
FOOD AND NON-ALCOHOLIC DRINKS
Khi-quadrat 0.4459 64.9033 41593 2.0210
Pearson coefficient 0.0248 0.2865 0.0755 0.0527
Crammer coefficient 0.0248 0.2990 0.0757 0.0528
ALCOHOLIC DRINKS AND TOBACCO
Khi-quadrat 0.1132 83.0222 2.1210 6.8001
Pearson coefficient 0.0125 0.3203 0.0539 0.0963
Crammer coefficient 0.0125 0.3382 0.0541 0.0967
CLOTHING AND FOOTWEAR
Khi-quadrat 0.1076 39.4635 3.8364 1.5580
Pearson coefficient 0.0122 0.2271 0.0725 0.0463
Crammer coefficient 0.0121 0.2331 0.0727 0.0463
HOUSING, WATER, ELECTRICITY, FUEL
Khi-quadrat 2.7151 57.2198 2.0683 5.3080
Pearson coefficient 0.0610 0.2703 0.0533 0.0855
Crammer coefficient 0.0612 0.2807 0.0534 0.0855
FURNISHING, HOUSEHOLD EQUIPMENT
Khi-quadrat 0.6466 62.5536 2.4058 1.5051
Pearson coefficient 0.0298 0.2816 0.0576 0.0446
Crammer coefficient 0.0298 0.2935 0.0576 0.0455
HOUSEHOLD APPLTIANCES, HOME ELECTRONICS
Khi-quadrat 1.1371 67.7306 1.9275 3.5105
Pearson coefficient 0.0395 0.2921 0.0515 0.0694
Crammer coefficient 0.0396 03054 0.0515 0.0695
HEALTH
Khi-quadrat 2.1798 40.2008 3.1557 3.2476
Pearson coefficient 0.0547 0.2291 0.0658 0.0667
Crammer coefficient 0.0549 0.2353 0.0659 0.0668
TRANSPORT
Khi-quadrat 1.4494 73.1109 1.6042 6.7261
Pearson coefficient 0.0447 0.3025 0.0469 0.0958
Crammer coefficient 0.0447 03173 0.0470 0.0963
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Decline of income
Identification group Gender Age Social group Education

RECREATION AND CULTURE

Khi-quadrat 13003 79.2124 5.7951 0.9822
Pearson coefficient 0.0423 03137 0.0889 0.0368
Crammer coefficient 0.0423 0.3304 0.0893 0.0368
EDUCATION

Khi-quadrat 3.7405 63.1351 2.1620 9.5874
Pearson coefficient 0.0716 0.2828 0.0544 0.1142
Crammer coefficient 0.0718 0.2949 0.0546 0.1149

(Source: self calculation)
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