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Wstęp
Problemy ekonomii, polityki ekonomicznej i finansów publicznych wydajemy w serii
Prace Naukowe Uniwersytetu Ekonomicznego we Wrocławiu. Niniejsza publikacja,
stanowiąca pierwszą z czterech części materiałów konferencyjnych, zawiera 36 opracowań, w tym sześć w języku angielskim. Zostały one poświęcone aktualnym
problemom naukowo-badawczym z zakresu teorii ekonomii, realizacji polityki ekonomicznej – w wymiarze mikro- i makroekonomicznym – oraz zagadnieniom związanym ze stanem finansów publicznych w Polsce i na świecie.
Liczne grono autorów prezentuje wyniki swoich dociekań naukowych w postaci
teoretycznych i empirycznych analiz związanych z polityką fiskalną na szczeblu
centralnym i samorządowym, wykorzystaniem instrumentów polityki podatkowej
w odniesieniu do opodatkowania kapitału, pracy i konsumpcji oraz z problemami
polityki pieniężnej i rynku kapitałowego w skali krajowej i międzynarodowej. Ponadto zeszyt zawiera opracowania dotyczące nierówności społecznych, polityki regionalnej i lokalnej, rozwoju produkcji rolnej, obszarów wiejskich i przetwórstwa
spożywczego, problemów sektora usług turystycznych i transportowych, jak również rozwoju innowacyjności przedsiębiorstw, efektywności wydatków na B+R oraz
polityki państwa w obszarze rynku pracy.
Publikacja nasza jest adresowana do środowisk naukowych i studentów wyższych uczelni oraz osób, które w praktyce zajmują się finansami publicznymi, współczesnymi problemami polityki ekonomicznej czy ekonomii. Poszczególne artykuły
były recenzowane przez profesorów uniwersytetów, w większości kierowników
katedr ekonomii lub polityki ekonomicznej. Za ich rzetelne recenzje chciałbym serdecznie podziękować. Dziękuję również pracownikom Katedry Ekonomii i Polityki
Ekonomicznej Uniwersytetu Ekonomicznego we Wrocławiu oraz wszystkim osobom i instytucjom zaangażowanym w powstanie tej publikacji.
Jestem w pełni przekonany, że książka Problemy ekonomii, polityki ekonomicznej i finansów publicznych będzie Państwa inspirować do dalszych badań i dociekań
naukowych oraz przyczyni się do powstania równie interesujących opracowań
w przyszłości.
Jerzy Sokołowski
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FINANCIAL INCLUSION IN POLAND
IN THE SEGMENT OF YOUNG CONSUMERS
INKLUZJA FINANSOWA W POLSCE
W SEGMENCIE MŁODYCH KONSUMENTÓW
DOI: 10.15611/pn.2016.439.10
Summary: The objective of the research was to identify the dynamics and evaluate the
determinants of the financial inclusion in Poland. The nationwide survey using the CAPI
method was conducted on a sample of N = 1600 consumers aged 13-29. The data were analyzed
using the social network analysis method and typological classification. The financial
inclusion is more important than financial exclusion, which results in the increase of people
having a bank account from 22% in the group of 15-16 year olds to 94% in the group of 26-28
year olds. Starting cooperation with a bank for the first time is most of all influenced by the
supply-related factors and less influenced by the social- or demand-related ones. Half of the
young customers of banks decided to use a bank completely on their own. It was less frequently
suggested by their peers; and in isolated cases it was decided by the customers’ parents. The
decisions to choose a bank have the characteristics of the EBK administrative model, less
frequently of Howard-Sheth model, or J.N. Sheth’s. The bank is “inherited” from the parents.
The young consumers are not a homogenous group. Four segments of consumers were
distinguished as regards the attitudes towards the financial market.
Keywords: financial inclusion, young consumers, banking services market, consumer behavior, decision process, banking services.
Streszczenie: Celem badań była identyfikacja dynamiki i ocena uwarunkowań inkluzji finansowej w Polsce. Podmiotem ogólnopolskich badań metodą CAPI była próba N = 1600 konsumentów w wieku 13-29 lat. W analizie danych zastosowano metody analizy sieciowej oraz klasyfikacji typologicznej klas latentnych. Zagadnieniem nadrzędnym nad wykluczeniem finansowym
staje się inkluzja finansowa, która skutkuje wzrostem ubankowienia z 22% w grupie 15-16 lat do
94% w grupie 26-28 lat. O pierwszym podjęciu współpracy z bankiem decydują czynniki popytowe, w mniejszym stopniu społeczne, czy podażowe. Połowa młodych klientów banków podjęła
decyzję całkowicie samodzielnie, rzadziej była to sugestia rówieśników, a incydentalnie decyzja
rodziców. Decyzje o wyborze banku mają atrybuty modelu EBK, rzadziej Howarda-Shetha, czy
też J.N. Shetha, zadowalając się pierwszym dopuszczalnym rozwiązaniem. Występuje zjawisko
„dziedziczenia” banku po rodzicach. Młodzi konsumenci nie są homogeniczną grupą, wyodrębniono cztery segmenty pod względem postaw wobec rynku finansowego.
Słowa kluczowe: inkluzja finansowa, młodzi konsumenci, rynek usług bankowych, zachowania konsumenckie, proces decyzyjny, usługi bankowe.
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1. Introduction
Financial exclusion has been a subject of public debate for several years [Sprawozdanie
dotyczące… 2008; Iwanicz-Drozdowska et al. 2009] and of many initiatives aimed
at limiting this phenomenon [Anderloni et al. 2008; Maison 2013]. However, the
analysis of all the consumer groups not using banking services is baseless in the
context of the traditional definition of financial exclusion. Such a situation occurs in
the case of young people who are yet to make a decision to use the services of a
financial institution. In this case, first of all, we should be discussing the effects of
the inclusive factors which allow young people to fully and consciously participate
in the financial system [Idzik 2014]. Financial inclusion has, so far, been a neglected
subject in the empirical research [Koryński 2015].
Financial inclusion and a model of a consumer’s entrance into the domain
of banking services is of key significance for the image of the market of retail
banking in the future [Idzik 2015]. In the future the financial inclusion will be
more important than the problem of financial exclusion [Thorsten, Demirgüç-Kunt
2008; Demirgüç-Kunt, Martinez Peria 2008]. Financial inclusion means the ability
of the financial system and its institutions, products and services as well as the
operational processes and regulations to offer financial services to those who want
to use them wherever and whenever they need them [Bruhn, Love 2009; Bankable
Frontier Associates 2009a; Bankable Frontier Associates 2009b; Financial… 2010;
Koryński 2015].
The objective of this paper is to identify the dynamics and to evaluate the
determinants of the financial inclusion in Poland with particular emphasis on the
model of entering the market of financial services by young people. The research
also sought answers to the following questions: What expectations do young
consumers have from banks? What are the patterns of using banking services and the
models of choosing banks? What typological segments in terms of attitudes towards
the financial market do young consumers represent?
The source for the empirical data are the results of a research project “The
Young in the World of Finances 2013” conducted by TNS Polska as part of its own
research program. The research was conducted in the period from November 2013
to January 2014 using a CAPI method of computer aided personal interviews on
a representative nationwide sample of N = 1300 people aged 19-29 and N = 300
people aged 13-18. The used methods were: the social network analysis, Maximum
Difference, and typological classification (segmentation) by using a latent class
method.
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2. Dynamics of the financial inclusion in Poland

Number of current account holders

The financial inclusion is a multidimensional phenomenon. Most frequently it
includes: availability1, quality of the financial services2, scope of using the services3
and the influence of the financial services on a consumer’s life4 [Financial… 2010].
In Poland in 1995, 82% of adult residents of the country did not have a bank account,
in 2002 – 41%, in 2011 – 32% and in 2014 – 21% [Idzik 2013; Idzik 2014]. Despite
these changes, still every third resident aged 15-29 does not have their own account5.
According to the World Bank there are only 37% of the people who have banking
products in the 15-24 age group [The Little... 2012]. However, almost every young
German (94%) aged 15-24 has a bank account; whereas in Poland or the Czech
Republic, this figure is twice as low. The key change in the banking penetration ratio
100%
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%

71%

77%

84% 87%

94% 93% 94% 94%

88%
64%

43%
33% 33%
22%

15-16 16-17 17-18 18-19 19-20 20-22 22-24 24-26 26-28 28-30 30-40 40-50 50-60 60+
Age

Fig. 1. Having a current account by age groups in Poland in 2013
Source: own analysis on the basis of: 2014 Retail Banking Audit, TNS, Warsaw
1
The index rate of the availability of the financial services in Poland was 0.7293 in 2014, and the
determinants of accessing the financial services in Poland account for ¾ of the ideal state [Pytkowska
2015].
2
The Net Promotion Score (NPS) index for the retail market in Poland was plus 10 pts. in 2014,
and 72% of the consumers were very satisfied or satisfied with daily customer service [Idzik 2014].
3
The consumers who only use the basic products use 2.6 banking products on average and
throughout the last five years, this figure has increased barely by 0.3 [Idzik 2014].
4
Banks are evaluated as necessary and essential in daily life and their role throughout the past
decade in the life of the consumers has increased several times. Settlement products, savings products
and credit products have a significant impact on the standard of the consumer’s life [Idzik 2014].
5
A similar level of the unbanked is in a group of people over 60 where the presence of the financial
exclusion factors is as strong as the secondary financial exclusion. 38% of the people aged 60+ used to
have banking services in the past but not anymore. The issue of the financial exclusion was discussed
in the following paper: [Idzik 2013].
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occurs when young people enter adult life. The influence of the motivators of
inclusion increases the banking penetration from 22% in the 15-16-year-old group to
94% in the 26-28-year-old group (Fig. 1).
Young consumers use only the basic banking products. The banking penetration
rate in the 19-20-year-old group is 1.7, and in the 28-29-year-old group 2.3 of
banking products. A personal account is the most popular product, but already 59%
of the people use debit cards, 12% have savings accounts, 7% have a credit card, 2%
have a housing loan, 2% have a consumer loan, and 2% have long-term deposits.
There are very few people who have any investment products. In a yearly perspective,
26% of the people are planning to open an account, 16% are going to use a debit
card, 5% are going to open a savings account. The demand for the other banking
products in a yearly perspective is marginal [Young … 2013].
Young customers of banks use a multichannel model of the customer service; 90%
use ATMs, 84% use Internet banking, 64% go to bank branches and 22% use mobile
banking. However, in the case of mobile banking 1/3 of the respondents think that they
do not have any urgent matters at a bank that need to be handled at once. This trend is
in accordance with the one observed in Germany or Austria [Digital… 2013].

3. Selected determinants of financial inclusion
The most frequently mentioned factors of inclusion are: a) socio-economic, b) supply-related, c) demand-related [Kicińska 2009; Koryński 2015]. The research
reported that the demand-related factors accounted for the 70% of the cases of using
the bank for the first time; social-related factors – for 20% and demand-related
factors – for 10%. Additionally the supply-related factor is the readiness of the
45%

I had to open an account, I started a job

34%

I wanted to use a payment card

29%

At my age you need to have a bank account

25%

I wanted to make control of my expenditures earlier

22%

My money is safer in a bank

19%

Make on-line shopping easier

10%

Easier to make savings

8%

Enables me to conveniently receive money from my…
My money earns interest

7%

My friends already had an account

7%

My parents opened an account for me

5%

Fig. 2. Reasons for starting to use banking services in the 18-29 age group in 2013
Source: own analysis on the basis of [Young... 2013].
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banking system to provide services and not canvassing banking services. In the
opinion of Pytkowska, the conditions for accessing the financial services in Poland
constitute ¾ of the ideal state [Pytkowska 2015]. Among the inclusive factors, 80%
were positive stimuli which shape the attitude of “I want to use banks,” and 20% are
normative stimuli which shape the attitude – “I have to use banks” (Fig. 2).
Young people who do not use banking services are under the influence of the
inclusive factors only to a limited extent. As a result, self-exclusion is of key
importance as well as the consequences of one’s own unsuitability to the banks
performed in the course of one’s self-evaluation (too little money, irregular income).
I do not have a regular job

37%

I receive all my money in cash

26%

I do not have any savings

24%

I have too little money

17%

I cannot see any benefits for myself

14%

It is easier for me to control my cash expenditures

12%

I do not trust banks

11%

I can use my friend's account

11%

I am afraid of the paperwork

6%

Using banks is expensive
My parents do not use a bank

6%
3%

Fig. 3. Reasons for not using banking services in the 18-29 age group in 2013
Source: own analysis on the basis of [Young...2013].

Some of the young consumers cannot see any benefits in using banking services
(Fig. 3). Low economic potential is a barrier for people aged under 23. The main
barriers for the 27-29 age group are emotional factors and lack of trust. In this case
we can already talk about signs of exclusion.

4. Decision process of young users of banking services
Entering of a consumer into a relationship with a bank depends on a need, having
information about services offered by the bank, skills to use the services and a
conviction that using banking services is possible [Kłopocka 2004]. Philip Kotler
presents one of popular models of the decision process of a buyer and distinguishes:
becoming aware of a need, seeking information, comparative evaluation, purchase
decision, after-purchase behavior [Kotler et al. 2002].
Becoming aware of the needs – The first experiences with the bank for 11% of
the young consumers are connected with opening a youth account. Half of such
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accounts were opened when the consumer was 16-17 years old. 52% of the cases
were on the initiative of the parents; however, 23% of the young consumers were
inspired by a friend who had already had such an account, and 14% were interested
in a bank’s offer themselves. Adulthood and going to a college is a key area in terms
of becoming aware of the financial needs. In the opinion of 25% of the respondents
adulthood is financial independence, 18% – being of age, 18% – first job, 17% –
moving out of a family home, 9% – being in control of one’s own life [Young…
2013].
Seeking information – Young consumers are aware of the gaps in their
information about the banking services: 47% would like to be more versed in the
banking services and half of them have difficulties with choosing a banking offer.
When looking for a bank 26% talk to friends about it, 21% talk to parents or siblings,
20% go to several banks and compare offers, 15% base their decisions on the
information collected from the Internet, and 11% go to a bank branch. The others do
not know where to start when making a decision to choose a bank. However, when a
person is already a bank’s customer, then the Internet is the main source of
information. When making a decision to start cooperation with a bank, young people
rely on advertisements and the opinion of their parents. With age the decisions are
based more on a direct contact with a bank adviser at the branch.
Comparative evaluation – When choosing the first bank, 62% of the respondents
took into consideration only one bank. In the group of 11% of young consumers who
had a youth account, ¾ changed the status of their account to a regular current
account, but stayed in the same bank. One-fourth of them, however, when reaching
the age when they could open a regular account changed their bank. The research
showed that the key criteria of comparative evaluation of a bank starting with the
most important one are as follows: low prices of the services (10.2%), honesty
towards the customers (9.5%), transparent terms of cooperation (9.4%), keeping
promises (9.1%), a network of ATMs (8.5%), Internet banking (7.6%), an offer that
suits one’s needs (6.9%), additional bonuses (5.3%), assistance in fulfilling the
customers’ life plans (4.9%), respecting the customers (4.7%), mobile banking
(4.3%), a good opinion about the bank among friends (2.6%). Apart from the price
terms, the bank’s response to axiological expectations is of key importance; and,
secondly, performative and normative expectations [Idzik 2012].
Purchase decision – Half (53%) of the young customers of banks made the
decision completely on their own without any consultations. In 23% of the cases it
was suggested by their peers and in 8% it was a direct decision of the parents. 16%
do not remember the decision process.
In the process of choosing a bank, young consumers make programmed decisions
in a clear structure of the so-called administrative model (Fig. 4). They have
incomplete and imperfect information, their rational thinking is limited, and they are
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53%
MY OWN DECISION

Why this bank:
My friends use 37%
Advertising 31%
Proximity of the branch 30%
Parents have 15%
Partner has 6%
Siblings have 5%

Selection factors:
Free account 36%
ATM network 30%
Wide offer 27%
Big bank 24%
Network of branches 24%
Bank’s good opinion 19%
Internet banking 18%
Transparent offer 18%
Bank with traditions 16%
Offer for the young 9%
Interests on deposits 5%
Global bank 5%
Bonus from the bank 4%

Consulting the final
decision:
Did not consult 42%
Friends 19%
Bank’s worker 13%
Parents 13%
Partner 8%
Internet – forums 6%
Siblings 2%

23%
SUGGESTED BY FRIENDS

8%
PARENTS’ DECISION

Who suggested the choice:

Justifying the decision:

Friends 48%
Parents 25%
Partner 11%
Siblings 8%
Forum users 7%
Bank workers 7%

Justifying recommendations:
Free account 36%
Bank’s good opinion 32%
ATM network 26%
Internet banking 21%
ATM network 21%
Big bank 20%
Network of branches 20%
Wide offer 17%
Transparent offer 16%
Bank with traditions 11%
Offer for the young 11%
Bonus from the bank 7%
Interests on deposits 6%
Global bank 3%

They are bank’s customers 52%
Free account 30%
Big bank 23%
ATM network 19%
Tradition 18%
Network of branches 16%
Bank’s good opinion 15%
Few formalities 11%
Wide offer 11%
Modern bank 10%
Internet banking 9%
Offer for the young 7%
Clear offer 7%
Transparent offer 6%
Global bank 6%
Bonus from the bank 3%

Checking the offer
before the final decision
No 48%
Yes, but without comparing with
other offers 30%
Yes, I compared with other offers
22%

Fig. 4. Financial inclusion process of people aged 18-29 by the method of making a decision
Source: own analysis.

inclined to be satisfied with the first acceptable solution. 52% of the young consumers
follow the EBK model proposed by J.F. Engel, D.T. Kollat, and R. D. Blackwell.
It includes the identification of the problem, finding suitable information, verification
of the possibilities for choosing and making a decision [Światowy 2006]. 23% of the
young consumers make a decision according to the assumptions of the HowardSheth model. The knowledge of a young consumer and his/her convictions and
preferences towards the bank brand are only partially established. Perceiving the
differences between the banks which are the starting point for creating preferences is
distorted [Rudnicki 2006]. 8% of the consumers behave according to the J. N. Sheth
model of making a purchase decision in a family. Parents and their preferences as
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well as the preferences of a young consumer are subsystems of the J. N. Sheth model.
Most frequently there is no coherence between the expectations of the parents and
children because the parents make decisions according to the Betteman model which
is distant for the young consumers [Salomon 2006].
Individual approach
to customers
Parents used that bank

PARENTS DECIDED
ABOUT THE BANK

Tradition and experience

Conveniently located
branches
for my profit

Takes care of my money –
effectively works for my profit

I HAD THE IDEA
TO USE THIS BANK MYSELF

Big bank the bank
Wide network of branches
the bank
Bank which will offer services for me
at different stages of my life
Functional Internet banking
the bank
Wide offer the bank

Modern – introduces innovative
solutions

Free
account

Free
ATMs

Wide network of ATMs
the bank

My friends’ good opinion about the bank
Offer tailored for young people
Few formalities
(require very few documents and formalities)

Attractive interests on
account/savings account

SOMEONE
SUGGESTED
THIS BANK

Transparent offer, clear terms
of cooperation the bank

Additional bonus from the bank
(e.g., money for opening an account)

Fig. 5. Social network analysis of the factors determining the choice of a bank
in a group of 18-29 year-old people by the method of making a decision
Source: own analysis.

The social network analysis [Turner, Maryanski 2004] reveals common factors
determining the choice of a bank in a group of young people (Fig. 5). The common
motivators regardless of the method of making a decision to choose a bank are: a free
account, free ATMs, a big bank, a wide network of ATMs and branches, and userfriendly Internet banking. In the case of each decision models, the most distant from
each other is the model according to which the parents opened an account for a
young consumer and a model according to which the decision to choose a bank was
made as a result of peer recommendations (Fig. 5). The key differences from the
perspective of the parents concern: the role of the bank’s tradition and experience, a
wide network of the branches and a conviction that the bank the parents use will be
equally suitable for the young consumer as it is for the parents. From the perspective
of the peers of a young consumer who recommend a bank in comparison with the
parents’ model the following roles are underlined: modern features, functional
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electronic banking as well as clear and transparent terms of cooperation with a bank.
Despite these differences, a bank is “inherited” from the parents. The number of
customers whose main bank is the same bank that their parents use is 73% in the case
of PKO BP, 65% Bank Pekao S.A., 48% – ING Bank Śląski, 37% – BZ WBK, 33%
– Bank Millennium, 23% – Alior Bank, and 12% – mBank.
After-purchase behavior – At present 69% of the young customers of banks
admit that if they were to choose a bank again today, they would choose the same
bank. 40% say that when entering a relationship with a bank they benefited. 15% of
the respondents are of the opposite opinion. Just under three-fourths (65%) of the
respondents admit that if they needed to use additional banking services they would
go to their current bank where their current account is.

5. Typological classification of the behavior of young people
on the market of banking services
The typological classification allowed us to distinguish four segments of consumers
in terms of their attitudes towards the financial market. Each segment is equally
sensitive to each group of inclusive factors.
The first segment amounts for 21%. The individuals in this group are open to
information and say that managing the finances may be interesting, but at this given
moment they are not coping with it too well. They need a guide. They would like to
be better versed in the finances, but they do not know where to start. They suspect
that banks draw up such complicated offers on purpose. They do not like to borrow
money, and they are also not interested in credits. They value security, and they are
open to insurance policies. Apart from the account and a payment card, they
frequently have a savings account.
The second segment amounts to 24%. The people in this group are interested in
the finances. They like managing their budget. They believe that saving makes sense,
and if there is a possibility it is worth saving money. They are satisfied with their
“strategy” and are convinced that they carefully control the level of their finances.
They do not wish to change anything. They are satisfied with their financial situation,
and they rarely feel that they do not have enough money. They dislike getting
indebted. They prefer to save regularly. They think that having an account makes
managing money easier.
The third segment constitutes 15% of the respondents. People in this group are
distant from the banks and do not trust them. Managing money is boring for them.
They think that you need to have money to live comfortably and to have power, but
it does not mean that you have to be interested in managing financial capital. They
know little about the finances, but they do not feel the need to change it. They do not
control the level of their finances, they do not save and are not planning to do so.
They think that there are no banks on the financial market that can be trusted, and
banks are institutions for rich people, and they only operate for their own profit.
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The fourth segment constitutes 39% of the respondents. The customers in this
group evaluate high their level of knowledge about the finances, but they are not
interested in them and try to avoid dealing in the finances. They have a positive
attitude towards financial institutions. The fact that contracts are complicated is
because the subject is difficult. They think that banks are also companies and have to
make money. In their opinion, there will be time for saving. For the time being, there
is no need to worry about money. Despite the fact that their savings are low, they
would be willing to risk them for the sake of a greater profit. They are open
to borrowing money. If they use banking services, then it is mostly an account and
a card.

6. Conclusions
Financial inclusion has been a completely neglected subject in the empirical research
in Poland so far. Popularizing financial services in the society has been one of the
priorities in the development of the Polish market of retail banking for twenty-five
years. The current level of banking penetration still maintains this postulate.
However, a general analysis of the financial exclusion is not justified. A few years
ago such an approach was justified, but at present there are clear signs that this
phenomenon needs to be analyzed in each segment of consumers which is affected
by the problem of not using financial services or using them to a limited extent.
At present, people aged 60+ and people under 20 constitute the largest groups of the
unbanked.
In the case of young consumers first of all we should discuss the effects of the
inclusive factors which allow young people to fully and consciously participate in
the financial system. Cooperating with a bank for the first time is mostly determined
by the demand-related factors. It is less influenced by social- or supply-related
factors and the role of the bank advisers is marginal. A consumer most frequently
goes to a bank branch with a ready-made decision. Half of the young customers of
banks have made the decision completely on their own. Less frequently it is a
suggestion of their peers, and only in very few cases it is their parents’ decision.
Young consumers have at their disposal only incomplete and imperfect information,
their rational thinking is limited, and they are inclined to be satisfied with the first
acceptable solution.
On the basis of the conducted surveys, it has been determined that financial
inclusion is a more important problem than financial exclusion. The financial
inclusion and the models according to which customers enter the area of the banking
services are of key significance for the shape of the retail banking market in the
future. It is also necessary to lead the discussion, also by the banking sector, to
identify and to suitably shape the process of financial inclusion of consumers who
are about to make a decision to use banks for the first time.
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