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Abstract 

Research background: The coronavirus has impacted the global economy 

as many businesses had to close due to the restrictions, and people’s 

spending and saving behaviour have changed. According to the negative 

consequences of the COVID-19, people reconsider their expenditures and 

rearrange their savings. To avoid the spread of infection, several employers 

switched to a home office where it was possible. As a result of working from 

home in numerous cases, monthly housing expenditures have increased. To 

prevent the spread of the disease, a great number of people tried not to appear 

in crowded places. Therefore, online shopping came to the fore. 

Purpose of the article: The main purpose of the article is to give a 

comprehensive picture of the relationship between the respondents’ job 

losses and their attitudes towards savings. Furthermore, the association was 

analysed, and its strength and direction were measured between the 

increased monthly housing expenditures and the reconsideration of shopping 

intentions. Moreover, the association was examined between the decreased 

spendings on commuting and the frequency of online shopping. 

Methods: The research was conducted among residents in two neighbouring 

V4 countries, Slovakia and Hungary. To analyse the formulated hypotheses, 

a nonparametric Pearson's chi-square test and Somers’ delta tests were used. 

Findings & Value added: Thanks to the results, it can be declared for both 

countries that there is an association between job losses due to the pandemic 

and saving behaviour. Based on Somers‘d test, there is a positive correlation 

between spending less on commuting and online shopping frequency and 

increased housing expenditures and shopping reconsideration between the 

respondents. 
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1 Introduction 

The known consequences of globalization, such as the fact that markets have become global 

or the role of international trade has become greater and the spread of diseases much faster, 

have become even more observable during the coronavirus epidemic. As a result of 

globalization, the needs of consumers have also changed, as goods have become much more 

accessible to people demographically. Due to the pandemic, shopping habits changed 

worldwide, panic shopping was observed, and online shopping came to the fore due to 

closures and working from home. For many people working from home has led to an increase 

in their monthly expenditures as their consumption has increased. In contrast, there were also 

people who paid close attention to this, so either their consumption did not increase or in 

some cases even decreased. Following the outbreak, unemployment has risen significantly 

globally. It is for this reason that people have begun to reconsider their intention to buy and 

their savings. Based on Balcerowicz-Szkutnik (2018), the consumption determines one’s 

status in the society, this fact is generally exploited by sellers. We can observe that many 

times people buy goods only to show they can afford to purchase them. This led to the 

development of a completely different kind of consumption and saving behaviour. As a result 

of the epidemic, this consumer behavior began to fade. During the pandemic, there were strict 

restrictions in Slovakia, which had a serious impact on the country’s economy. For this 

reason, we chose to analyse its consequences on the mentioned factors in Slovakia and in one 

neighbouring country. 

2 Theoretical framework of our research 

Due to the rapid spread of the coronavirus and its globally felt effects, the immediate response 

of consumers, both in terms of consumption and savings, wasn’t surprising. As a result, their 

attitude to the recession has changed (Roth and Wohlfart, 2020). Savings have become a 

feature, and demand for commodities that have not been considered particularly important 

during difficult times has decreased. Based on Furnham and Cheng’s statistical results 

(2019), we can state that mostly three factors influence consumer savings. These factors are 

the following: Emotional stability, Conscientiousness and Openness. We reckon that 

emotional stability is the most affected factor during the pandemic because millions of people 

lost their job, with it their income, and the high mortality rate, the closures, and the distance 

from family caused depression in many people. Conscientiousness can be influenced by one's 

financial intelligence and government’s activities. The openness to previous experience could 

help to find a rational attitude towards savings. 

From the consumer behaviour point of view, the decision-making process plays an 

extremely important role. Examining this phenomenon, we can observe how different factors 

such as money, time, and emotional or mental states influence them. In most situations, the 

decisions made by the consumers are influenced by myriad factors like family, price, brand, 

lifestyle. During difficult times, the demand for fundamental goods can easily increase, so in 

these cases, the first and foremost influencing factors are family and psychological factors 

against other factors like price and brand (Dulam et al., 2021). An increase in the intention 

of saving for households, financial precautions, and the reconstruction of the savings have 

tended to be an economic consequence of the pandemic (Jordà et al., 2021). 

Based on Rodgers’s study (2020), we can conclude that paid family leave can affect 

household savings too. According to his results, we can state that paid family leave does not 

necessarily increase the family savings. The money received in this way is not conditionally 

set aside by individual families for future use. On the other hand, in many cases from that 

amount of money, the parents can benefit their child in terms of purchasing some baby-

related products. From our point of view, in these difficult times, paid family leave plays a 
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particularly important role in the lives of families and their savings. During the times of the 

pandemic, it is extremely important to use this money in the correct way, as the families with 

newborn babies may be way more vulnerable than before. Based on Pascual-Saez et al’s. 

(2019), data which were obtained from the World Bank’s subsamples we can state that 

savings in the European countries are significantly impacted by myriad factors. As claimed 

by this research, old-aged dependency has a highly negative impact on savings. This should 

be reduced by the government's old-age support programs. During the increasing income 

inequality the government should simultaneously understand better how income can help to 

get a better allocation of mentioned resources. On the other hand, the government should 

work for a better-coordinated pension system, especially in the Euro area. From our point of 

view, as a result of the rapid spread of the COVID-19, the elderly were the first to be most at 

risk, so they were the ones who tended to panic buying. Those who have low pensions were 

afraid of an increase in food prices due to shortages of goods and distribution problems. 

Another reason for the hoarding is that they tried to avoid the crowded places in order to 

prevent infection. 

According to Binder’s research (2020), many consumers suspended their travel plans and 

started to buy sustainable food as they were afraid of being infected with COVID-19. This 

fact is also supported by Navickas et al., (2020), as from their point of view, the travel 

decision-making is connected with the available information for the tourists. The tourism 

sector is significantly affected during these times, and the tourists are highly vulnerable. As 

claimed by Silva et al. (2020), age plays a key role in terms of expenditures. In general, 

younger visitors spend less in all expenditure categories. The younger tourists spend way less 

on different things such as accommodation, transportation, or restaurants. Plausibly, this can 

be highly traced back to their savings. We reckon that many people have started to use their 

savings for different reasons, during the pandemic, for instance for living as many people lost 

their jobs. Thus, probably the younger tourists will spend less money on tourism purposes. 

Based on a representative research conducted in Poland by Borkowski et al. (2020), the 

individual travel time was reduced by 66% in all age groups. They pointed out that from the 

student's point of view, the total travel time had decreased by 80%. A worth mentioning fact 

is that those jobs which did not change at all have also reported a 50% total travel time 

decrease which can be traced back to the reduced travel time for leisure and shopping. Based 

on evidence from a research paper written by Beck and Hensher (2020), we can observe a 

higher increase in planned activities towards online shopping and recreation although the use 

of public transport has significantly decreased. As claimed by them, home-office working 

became an important factor to reduce the spread of the COVID-19 by avoiding the use of 

public transport. They found out that a great number of respondents liked the work from 

home with different employer support. From our perspective, during difficult times it is 

essential to make decisions that prevent the spread of the virus and aim to protect human life. 

However, it is important to mention that the myriad types of work do not allow working from 

home. In these cases, the employers should focus on reducing the spread of the virus at the 

workplace. This can be achieved by basic rules such as continuous ventilation, wearing masks 

and keeping a proper distance. Nevertheless, it is worth mentioning the need to encourage 

workers to take the COVID vaccination, as thanks to this way we are more likely to return to 

the pre-pandemic period. Shamshiripour et al. (2020) found out in their research that 71% of 

their participants had not worked from home before the outbreak of the new pandemic, while 

15% of them were already working from home. Furthermore, we can conclude that 37% of 

their respondents had not worked from home for a single day during the COVID-19. We 

believe that the frequency of online purchases could increase as people save money on 

commuting to work. Considering these trends, the consumers' habits could completely 

change. 
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3 Methods 

The purpose of this study is to collect data and information about the association between job 

losses due to the pandemic and saving behaviour, the increased monthly housing 

expenditures and the reconsideration of shopping intention, the decreased spendings on 

commuting and the frequency of online shopping. The examination was conducted thanks to 

the online and paper-based survey among Slovak and Hungarian citizens. The research is 

based on a cross-sectional method hence, we took a single sample of the elements of the 

population once. We obtained the required data from 862 respondents. The proportion of 

Hungarian respondents to Slovak respondents was about 348 to 514, which indicates 40.37% 

and 59.63% percentages. After the data collecting it can be observed that there was a greater 

willingness by women to participate in our research, as 54.03% of the Hungarian respondents 

were women and 45.97% men. Similarly, 50.77% of the Slovak respondents were women 

and 49.23% men. The data acquisition was performed between January 2021 and March 

2021. From our survey we used 6 questions out of 24 closed questions to analyse our 

purposes. In order to draw conclusions and results on the whole sample, it is vital to calculate 

the required sample size. Based on Wiley (1999), with the help of sample size calculation we 

can determine the ideal sample size. For this reason, we used the following formula: 

                                                 𝑛 =
𝑍2 P(1−P)

𝑑2       (1) 

where n = sample size = 15190136 according to ŠÚSR (2020) and KSH (2021), critical 

value at 95% confidence level, Z = 1.96, P = expected prevalence or proportion = 40% =0.4, 

and d = precision= 5% = 0.05. Based on the obtained value of the calculation, 369 

respondents could be sufficient to apply the results for the whole sample. According to the 

above-mentioned value of respondents, our research with the 862 respondents is 

representative. 

Our first hypothesis is the following:  

H0: There is no significant relationship between respondents’ job losses due to the 

pandemic and their attitudes towards savings. 

H1: There is a significant relationship between respondents’ job losses due to the 

pandemic and their attitudes towards savings. 

According to Walker and Ugoni (1995), we can state that in our first hypotheses our 

variables are measured on a nominal measurement level, hence, we used Pearson’s chi-square 

test to determine whether there is an association between the analysed variables.  In our 

hypothesis test, the job losses due to the pandemic were marked as an independent variable, 

whereas the attitudes towards savings were marked as a dependent variable. In the first 

variable we defined two categories and within the latter variable we defined three 

categories.  It is important to point out that observations must be independent, so none of our 

answers can be included in multiple cells at once. As an important requirement, up to 20% 

of the cells can have less than five expected values. In our analysis we meet both of the 

requirements, so we can perform the test. During the examination we work with a 5% 

significance level, which means that there is a 5% chance to reject the correct null hypothesis. 

Our second and the third hypotheses are the following: 

H0: There is no association between the increased monthly housing expenditures and 

shopping reconsideration. 

H2: There is an association between the increased monthly housing expenditures and 

shopping reconsideration. 

H0: There is no association between spending less on commuting and the frequency of 

online shopping. 
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H3: There is an association between spending less on commuting and the frequency of 

online shopping. 

Based on Somers (1962), to analyse and measure the strength and direction of the 

association and the relationship itself that exists between two ordinal variables, we can use 

Somers’ delta nonparametric test to examine our aims. To perform Somers’d test, we need to 

reconsider two assumptions which are the following: We have one dependent variable and 

one independent variable, and both are measured on an ordinal scale. In our case, we meet 

this requirement for both hypotheses as both of the variables are measured on a 5-point Likert 

scale, where 1 represented, not typical at all, and 5 represented fully typical. To perform the 

test, we need to reconsider one more assumption, which is the following: There should be a 

monotonic relationship between the analysed variables. In this case of the assumption, it is 

important to mention that typically it is not possible to analyse this assumption when running 

the test. However, we assume that the value of the variables increases together or when one 

value increases, the other decreases. 

4 Results and Discussion 

In the following part of our article, we analysed the three formulated hypotheses. 

In our first hypothesis we examined the association between respondents’ job losses due 

to the pandemic and their attitudes toward savings. For this purpose, Pearson’s chi-square 

test was used to analyse the association. 

Table 1. Pearsons’s chi-square test for both countries 

 

Value 

SK 

Value 

HU 

df Asymptotic 

Significance 

(2-sided) - SK 

Asymptotic 

Significance  (2-

sided)- HU 

Pearson Chi-Square 
15.123 7.942 2 0.001 0.019 

Likelihood Ratio 13.597 8.104 2 0.001 0.017 

Linear-by-Linear Association 
13.458 7.420 1 0.000 0.006 

N of Valid Cases 154 68    

Source: Own elaboration (2021) 

After performing the Pearson’s chi-square test, we can conclude that there is a significant 

association between the examined variables in both countries, as the significance level for 

Slovakia is p=0.01(<0.05), and for Hungary p=0.019 (<0.05). To measure the strength of the 

association we used Cramer’s V coefficient. 

Table 2. Cramer’s V coefficient 

 

Value - 

SK 

Value - 

HU 

Approximate 

Significance - 

SK 

Approximate 

Significance - HU 

Nominal by 

Nominal 

Phi 0.313 0.342 0.001 0.019 

Cramer's V 0.313 0.342 0.001 0.019 

N of Valid Cases 154 68   

Source: Own elaboration (2021) 

A chi-square test of independence was conducted for both countries between respondents’ 

job losses and their attitudes toward savings. All expected cell frequencies were greater than 

five. There was a statistically significant association between respondents’ job losses due to 
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the pandemic and their attitudes toward savings, χ2 (2) = 15.123, p < 0.005 and χ2 (2) = 

7.942, p < 0.005 The association was moderately strong (Cohen, 1998), Cramer’s V = 0.313 

(Slovakia) and 0.342 (Hungary). Based on the results for both countries, we accept the 

alternative hypothesis and reject the corresponding null hypothesis. 

In our second hypothesis we analysed the association between the increased monthly 

housing expenditures and shopping reconsideration. In the case of the second and third 

hypothesis we meet both assumptions which was discussed in the method part of our work. 

In our research we have conducted the asymmetric version of Somers’d tests. First and 

foremost, it’s worth mentioning that based on Somers (1962), and Liebetrau (1983), the value 

of Somers’s d can range from -1 to +1, which indicates the direction and strength of the 

association. A value of -1 indicates that the observations are discordant, whilst +1 means that 

all pairs of observations are concordant. 

Table 3. Directional Measures (Hungary) – Somers’d test 

 Value 

Asymptotic 

Standard 

Error 

Approx. 

T Approx. Sig. 

Ordinal 

by 

Ordinal 

Somers' 

d 

Symmetric 0.499 0.036 13.490 0.000 

My monthly 

housing 

expenditures have 

increased Dependent 

0.480 0.036 13.490 0.000 

I reconsider my 

shopping Dependent 

0.519 0.037 13.490 0.000 

Source: Own elaboration (2021) 

In case of Hungary, Somers’d test was run to determine the assocation increased housing 

expenditures and shopping reconsideration amongst 348 participants from Hungary. There 

was a strong, positive correlation between the analysed variables, which was statistically 

significant (d= 0.519, p < 0.005). 

Table 4. Directional Measures (Slovakia) – Somers’d test 

 Value 

Asymp. 

Stand. 

Error 

Approx. 

T 

Approx. 

Sig. 

Ordinal 

by 

Ordinal 

Somers' 

d 

Symmetric 0.417 0.033 12.082 0.000 

My monthly housing 

expenditures have 

increased Dependent 

0.402 0.033 12.082 0.000 

I reconsider my 

shopping Dependent 

0.434 0.034 12.082 0.000 

Source: Own elaboration (2021) 

In case of Slovakia, Somers’d test was run to determine the assocation increased housing 

expenditures and shopping reconsideration amongst 514 participants from Slovakia. There 

was a strong, positive correlation between the analysed variables, which was statistically 

significant (d= 0.434, p < 0.005). Based on the obtained results we accept the alternative 

hypothesis and reject the corresponding nullhypothesis for both countries. 

In our third hypothesis we analyse the association between spending less on commuting 

and online shopping frequency.  
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Table 5. Directional Measures (Hungary) – Somers’d test 2 

 Value 

Asymp. 

Stand. 

Error 

Approx. 

T 

Approx. 

Sig 

Ordinal 

by 

Ordinal 

Somers' 

d 

Symmetric 0.322 0.048 6.757 0.000 

I spend less on 

commuting 

Dependent 

0.308 0.046 6.757 0.000 

I shop online more 

frequently Dependent 

0.338 0.051 6.757 0.000 

Source: Own elaboration (2021) 

In case of Hungary, Somers’d test was run to determine the assocation between spending 

less on commuting and online shopping frequency amongst 348 participants from Hungary. 

There was a moderate, positive correlation between the analysed variables, which was 

statistically significant (d= 0.603, p < 0.005). 

Table 6. Directional Measures (Slovakia) – Somers’d test 2 

 Value 

Asymp. 

Stand. 

Error 

Approx. 

T 

Approx. 

Sig. 

Ordinal 

by 

Ordinal 

Somers' 

d 

Symmetric 0.151 0.040 3.729 0.000 

I spend less on 

commuting 

Dependent 

0.144 0.039 3.729 0.000 

I shop online more 

frequently Dependent 

0.158 0.042 3.729 0.000 

Source: Own elaboration (2021) 

In case of Slovakia, Somers’d test was run to determine the assocation between spending 

less on commuting and online shopping frequency amongst 514 participants from Slovakia. 

There was a weak, positive correlation between the analysed variables, which was 

statistically significant (d= 0.158, p < 0.005). Based on the obtained results we accept the 

alternative hypothesis and reject the corresponding nullhypothesis for both countries. 

5 Conclusion 

Thanks to the research examinations it can be stated that there is a significant relationship 

between job losses and attitudes towards savings for both respondent groups. It means that 

those respondents who had lost their job changed their saving behaviour. Moreover, it is 

presumable, that these people will be much more conscientious about their financial affairs. 

The results showed that there is a positive correlation between increased housing 

expenditures and shopping reconsideration among respondents. As people have started to 

work from home during the pandemic, most of them realised that their monthly housing 

expenditures increased as a result of staying at home for months. We found out that there is 

a moderate, positive correlation between spending less on commuting and online shopping 

frequency in the case of Hungarian respondents. In the case of Slovak respondents, there was 
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a weak, positive correlation between the analysed variables. Presumably, those people who 

do not commute to work, save some money. Furthermore, as they do not have to leave their 

house every day, maybe they will not go shopping, and to avoid being infected, they choose 

online purchasing. It is indispensable to acknowledge limitations that could be a basis for 

further research. In spite of the fact that people’s spending and saving behaviour change as a 

result of the examined factors, we did not focus on respondents’ financial situation, which 

could be also relevant. As claimed by Kappes et al. (2020), those who observe that wealthy 

people spend a lot, are willing to spend a significant proportion of their salaries even if they 

become more financially vulnerable. Based on Hintošová and Kubíková (2019), people with 

higher incomes are not only willing to spend fortune for products but they also insist on 

higher quality what people with lower incomes generally can’t afford. We reckon that this is 

a psychological effect of deeper emotions such as being recognized by society which can 

lead to irrational spendings. Furthermore, the findings declared that those respondents who 

spend less on commuting during the pandemic, are more willing to shop online more often, 

but we did not focus on how much money they saved thanks to working from home. It would 

be worth examining in future research the post-pandemic trends regarding the consumers’ 

behaviour.  
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