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Purpose: The aim of this article is to present research on the impact of inflation on customer 6 

loyalty.  7 

Design/methodology/approach: The objectives were achieved by conducting research and 8 

obtaining results in the form of conclusions. The main research method was a survey conducted 9 

among customers. The thematic scope of the research was the issue of customer loyalty in the 10 

face of increasing inflation. 11 

Findings: During the work, it was discovered that despite rising inflation, customers continue 12 

to buy products from companies to which they are loyal. Additionally, a number of other inte-13 

resting findings were discovered. The actions of companies and the behavior of customers are 14 

independent of each other. According to the research, companies react to inflation, but their 15 

marketing activities are not a sufficient stimulus to stop its effects. Customers at best buy the 16 

same amount, and most often less, than before inflation. 17 

Research limitations/implications: In the future, research should be carried out in the event 18 

of even more increasing inflation and on a larger research sample. 19 

Practical implications: Showing the needs of loyal customers shows companies how to com-20 

municate with them during rising inflation. In addition, the results of the research would show 21 

companies what customers expect from them during this time. 22 

Social implications: The research will have an impact on improving the mutual relations bet-23 

ween companies and their customers. As a result, customers will be satisfied and companies 24 

will gain really loyal customers in the long term. 25 

Originality/value: What is new in the article is that the research has been updated in a period 26 

of rising inflation. The research is addressed to both the clients of companies themselves. 27 

Keywords: loyalty, communication with customers, needs of customers, customer behavior, 28 

inflation  29 

Category of the paper: research paper.  30 

1.  Introduction  31 

The concept of inflation has a long history in economics. In the mid-19th century, inflation 32 

meant an increase in the money supply or money in circulation not backed by metal money. 33 
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Later, the term inflation meant an increase in the money supply or an increase not offset by an 1 

increase in the demand for money, which led to a general increase in prices. After the Keynesian 2 

revolution, however, it came to mean an increase in the price level (Bryan, 1997). Austrian 3 

economists (Friedman, 1968) viewed inflation as a monetary phenomenon, pointing out that 4 

only changes in the money supply could lead to a general increase in prices. Mises strongly 5 

pointed out the harmful consequences of the change in terminology that was a consequence 6 

of the Keynesian revolution. Mises advocated the following definition of inflation: inflation 7 

is an increase in the money supply, or an increase not offset by a simultaneous increase in 8 

the demand for money (Mises, 1953). Most later economists followed this definition and 9 

focused on developing the theory of the Cantillon effect (Cantillon, 2010), that is, the analysis 10 

of how the inflow of new money changes and distorts market data. (Mousten Hansen, Newman, 11 

2022). In general, inflation is (Depa, 2017): 12 

• an increase in the general level of prices, which directly results in the degradation 13 

of money. This results in a decrease in its purchasing power. The purchasing power 14 

of money is the amount of goods and services that can be purchased for a unit of money, 15 

i.e. money spent now is worth more than in the future. This means that the basket 16 

of goods that we can buy for a certain amount of money now will be smaller in a year. 17 

• a constant increase in the average level of market prices, which is caused by the increase 18 

in production costs; 19 

• a faster increase in global demand in relation to the increase in the supply of goods and 20 

services; 21 

• an excessive increase in the supply of money in circulation in the economy. 22 

High inflation means that consumers plan their spending thoughtfully. They limit it and try 23 

to save as much as possible. During high inflation, you can see whether consumers are truly 24 

loyal customers. However, companies have the opportunity to keep customers. They can intro-25 

duce loyalty programs that will help customers save money. The way a company treats its cu-26 

stomers is also important, it is about an individual approach and meeting customer expectations. 27 

The Central Statistical Office presented information on inflation in Poland (Figure 1). 28 

In September 2024, inflation was 4.9%. This means a significant increase compared to the pre-29 

vious month, when the rate was 4.3%. This means that the rate of price growth in September 30 

was higher than in August, while the forecasts indicated a reading of 4.8%. 31 

Inflation in Poland has been systematically falling since the beginning of 2023, when 32 

it peaked at 18.4% in February. Since then, we have observed a gradual decline in the inflation 33 

rate, which in the first quarter of 2024 reached a level below 3%. However, since April 2024, 34 

a renewed increase in inflation has been visible. Forecasters estimate that inflation will be 35 

around 5% by the end of the year. In addition, forecasts indicate that average inflation in 2025 36 

will be around 4.2-5.2% (Money). The inflation rate in Poland is presented in Figure 1. 37 
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Figure 1. Inflation rate in Poland. 2 

Source: https://300gospodarka.pl/news/inflacja-w-polsce-na-przestrzeni-lat-wykresy-gus-nbp.  3 

Inflation influences consumer behavior in the market. Behaviour in a broad sense is defined 4 

as "any observable reaction to stimuli from the environment or all reactions and attitudes 5 

of a living organism to the environment" (Nowa Encyklopedia Powszechna PWN). One of 6 

the most important consumer behaviours is consumption behaviour. They constitute one of the 7 

two spheres of human economic activity, which are aimed at directly satisfying consumer 8 

needs, i.e. using the means of consumption (Żuchowski, Brelik, 2007). Consumer behaviour 9 

includes actions related to decision-making, and it begins with the awareness of needs and ends 10 

with the consumer's assessment of the accuracy of the decision, including the exchange 11 

of information (Żuchowski, Brelik, 2007). During high inflation, consumers may change their 12 

shopping behaviour at the initial stage of awareness of needs. They may re-evaluate their needs, 13 

and may give up on some purchases that are not essential. During high inflation, prices rise, so 14 

in connection with the change in consumption behaviour, consumers may buy fewer products.  15 

The consumer will seek information about the products they have chosen to meet their needs 16 

and then evaluate them and ultimately choose the most appropriate ones for them. Assuming 17 

that the consumer makes purchasing decisions during high inflation, they can remain loyal to 18 

the products they have bought so far but can also swap them for other, e.g. cheaper ones. They 19 

can also buy smaller quantities of their favorite products. Can companies influence the con-20 

sumer's decision-making? Are they able to keep a loyal customer with them? The answer is yes. 21 

The fight for the customer is fought in various ways. Companies use promotions, price reduc-22 

tions, improve the quality of their products or services.  23 
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2.  The impact of inflation on consumer behavior  1 

In the current unstable economic situation, customers may seek stability, which may increa-2 

se loyalty to trusted brands, but may also cause consumers to look for other shopping options. 3 

Companies that want their customers to remain loyal to them should compete on the market 4 

with prices and prove that their products are valuable. In addition, if companies have to increase 5 

product prices, they should also clearly inform customers about this. When the fight for custo-6 

mers increases during high inflation, one of the solutions available to sellers is a loyalty pro-7 

gram. The popularity of loyalty programs has changed in individual years, e.g. in 2023, grocery 8 

stores and gas stations dominated loyalty programs, and since 2016, programs from the fashion 9 

and drugstore sectors have also appeared (Marketing biznes). When customers assess their 10 

financial situation as good, small gifts are not important to them. Saving a few zlotys on shop-11 

ping may not have meant much to many consumers, and points were earned on the side. When 12 

looking for savings, consumers start to appreciate more everything that is available cheaper 13 

or for free (Księgowość Infor).  14 

Related to customer loyalty is the concept of trust, and consumer trust is linked to existing 15 

reputation. Brands that consistently provide high-quality services are likely to do better during 16 

times of high inflation. As inflation increases, price sensitivity increases, and as product prices 17 

increase, consumer purchasing power decreases. During this time, consumers are more discern-18 

ing about their purchases, comparison shopping, comparing prices for the same or similar 19 

products across stores and online to ensure they are getting the best possible value. In addition, 20 

consumers are more rigorous in managing their spending. Brands often add value through in-21 

creased innovation, additional benefits, and higher quality. Brands that do this offer fairer prices 22 

and are more likely to earn customer trust (Alemany, 2024). 23 

There are strategies that can increase the profitability of companies, including: 24 

1.  If a company needs to raise prices, it should inform consumers about this; honest communi-25 

cation will increase consumer trust. 26 

2.  Practicing value-oriented marketing, emphasizing what benefits customers receive by buy-27 

ing the company's products despite the price increase. 28 

3.  Offering customer-oriented pricing strategies, adjusting prices to customer segments based 29 

on needs and price sensitivity. 30 

4.  Improving customer service and communication, giving priority to customer service, in-31 

cluding quickly answering customer questions, especially those related to product prices 32 

and inflation. 33 

5.  Prioritizing long-term relationships, building customer trust, especially during high infla-34 

tion, engaging in nurturing relationships with customers. Customers should feel appreciated 35 

and satisfied (Alemany, 2024). 36 



The impact of pro-loyalty activities … 541 

The company should develop the so-called relational orientation. This means that one of 1 

the key areas of activity of such an enterprise is developing lasting relationships with other 2 

market participants, and in particular with customers (Sudolska, 2011). 3 

Companies have the capabilities and tools to survive a period of high inflation. By building 4 

trust, companies will gain the loyalty of consumers who need security during high inflation 5 

(Alemany, 2024). Consumers like to participate in loyalty programs, collect points, get some-6 

thing for free. Therefore, companies should not treat this topic superficially. During high infla-7 

tion, those companies that focus on providing unique, exclusive offers, will operate both offline 8 

and online, combine various promotions and take care of customers in various fields will gain 9 

an advantage on the market (Focus on Business). 10 

3.  Methods  11 

As the literature review has shown, the level of inflation can affect consumer behavior. 12 

Companies are aware of this and more often use loyalty programs and tools in their promotional 13 

policy. However, consumer perceptions may differ from company expectations. People's beliefs 14 

are most often not logical, but psychological. This means that inflation perceptions are not based 15 

on actual price changes on the market, but on changes that draw our attention. This is visible 16 

in the reception of information about price increases. 17 

The perception of high inflation varies greatly depending on the category. Most often, 18 

we look at the basket of goods and what the prices were a year ago, while consumers use a sub-19 

jective assessment based on things they know the price of and often buy. 20 

When it comes to changes in behavior in response to inflation, there is a visible diversity. 21 

Promotions are used, which changes its perception, because it is observed at different times. 22 

Consumer behavior can take the form of giving up a product, buying in smaller quantities, 23 

but also buying in bulk, considered cheaper. So inflation can actually increase the number 24 

of purchases in the short term. 25 

It is impossible to generalize that everyone buys less or buys cheaper, because it depends 26 

on many factors. 27 

Due to the granularity of the data, companies must look at the specific category in which 28 

they operate and, depending on the results, respond to inflation in different ways. This usually 29 

involves modifying loyalty programs or tools that stimulate this loyalty. Companies' actions 30 

will go in many directions, most often already proven in the past. An example is the action 31 

of introducing and promoting lower-tier brands or value brands when premium products be-32 

come less popular. A store brand is distinguished because sales of store brands tend to increase 33 

in times of inflation. Another action is offering discounts on basic goods, which are supposed 34 

to increase sales of other, more expensive brands when buying in a given store. 35 
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 1 

Another thing that companies do is the so-called downsizing, i.e. deliberately reducing 2 

the weight or quantity of products in the package or the content of the main (more expensive) 3 

ingredients in the product while maintaining the same price, used mainly to reduce costs and 4 

increase profitability (Biznes Onet). 5 

People's beliefs are not logical because they assess uncertainty not on the basis of facts, 6 

but on feelings. In turn, companies believe that the best antidote to price increases is to use a 7 

more aggressive loyalty program or a loyalty-boosting tool. This article is an attempt to verify 8 

these behaviors and actions. The aim of the article is to verify the hypothesis about 9 

the effectiveness of using pro-loyalty actions by companies during high inflation. 10 

The opinions of 119 consumers on their purchases and loyalty to companies during high 11 

inflation were analyzed. This group was deliberately selected so that only those responsible for 12 

the main food purchases in the household participated in the study. Therefore, units considered 13 

typical in terms of the objectives of the overall study (Rószkiewicz, 2002) and (Escher, 2023) 14 

were examined. 15 

The objective formulated in this way was translated into three research questions, but con-16 

cerning the overall study: 17 

RQ1: What are the purchasing behaviors during the period of high inflation? 18 

RQ2: What are the opinions of consumers regarding loyalty towards companies? 19 

RQ3: What are the observations of consumers regarding the use of loyalty programs by com-20 

panies? 21 

For the purposes of this article, some of the questions that concerned consumer behavior 22 

and their reception of pro-loyalty programs and tools were used. 23 

The survey method was used in the research, implemented using the CAWI technique, 24 

which is a form of an online survey. The research tool was a survey questionnaire. The research 25 

used non-random sampling, i.e. the selection of typical units. 26 

The data were statistically processed to examine the independence between post-inflatio-27 

nary buyer behavior and company actions using the chi-square test. The chi-square test exa-28 

mines whether the data are independent of each other. In this case, a null hypothesis was put 29 

forward, which assumes that there is no relationship between post-inflationary customer beha-30 

vior and company pro-loyalty actions. The alternative hypothesis assumes that pro-loyalty ac-31 

tions affect customer behavior during periods of high inflation. The output table contains em-32 

pirical (observed) data. For further analysis, theoretical data should be determined for each cell 33 

according to formula 1. 34 

𝑛′𝑖𝑗 =
𝑛𝑖. ∗ 𝑛.𝑗
∑ 𝑛𝑖𝑗
𝑛
𝑖,𝑗=1

 (1) 

where: 35 

ni.  - boundary value of rows I; 36 
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n.j  - boundary value of columns j; 1 

∑nij  - sum of all observations. 2 

After determining the theoretical values for each of the cells of the output table, the value 3 

of the empirical chi-square statistic can be calculated according to formula 2. 4 

𝜒2 = ∑∑
(𝑛𝑖𝑗 − 𝑛′𝑖𝑗)

2

𝑛′𝑖𝑗

𝑠

𝑗=1

𝑘

𝑖=1

 (2) 

where: 5 

nij  – empirical (observed) values of cell ij; 6 

n’ij  – theoretical values of cell ij. 7 

The χ2 statistic calculated in this way is compared with the theoretical statistic taken from 8 

chi-square tables with (k-i)*(s-1) degrees of freedom at the assumed probability. Most often, 9 

a 5% chance of making an error is assumed, i.e. 0.05 in the chi-square distribution table.  10 

4.  Results  11 

The results used in this article are part of a larger whole. Almost ¾ (68.7%) of women took 12 

part in this study, and only slightly over ¼ (30.3%) of men. This structure is reflected in reality, 13 

where women more often make purchases of basic goods.  14 

The survey questionnaire included several important questions that were an introduction 15 

to this article. The answers to one of them indicate that almost all respondents are loyal to some 16 

company. This was in the range of over 90%.  17 

Another important question was to check how many points respondents feel loyal to a given 18 

company. It turns out that almost 80% of respondents declare their loyalty at a high level. 19 

The questions related to the topic of inflation confirmed that respondents feel its effects. 20 

Again, almost 90% of respondents selected this option. Despite this, almost all respondents 21 

(93%) are still loyal to their favorite companies despite inflation, but at the same time, more 22 

than half (58%) have not observed companies using particularly attractive discounts, rebates, 23 

or rewards and receiving any additional value. This in turn affects the feeling of being treated 24 

individually and exceptionally.  25 

The main topic of this article is the relationship between inflation and related pro-loyalty 26 

actions of companies and the behavior of their loyal customers. In other words, the article 27 

verifies the opinion on whether and to what extent pro-loyalty actions of companies reduce high 28 

inflation experienced by their customers. The hypothesis assumes that there is no relationship 29 

between post-inflationary behavior of customers and the actions of companies. In order to verify 30 

it, 119 people, customers of various industries, were surveyed. The results of the study are 31 

presented in Table 1.  32 
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Table 1.  1 

Buyer reactions to inflation and company actions  2 

  
Without 

changes 

I buy a little 

less 

I'd rather give 

up on the 

purchase 

I definitely 

won't buy it 

Loyalty programs 12 45 7 3 

Discounts, prizes 14 48 4 0 

Better quality products 1 16 1 0 

Cheaper products 10 21 3 2 

Better quality customer service 7 25 5 1 

Clear communication about price increases 10 27 3 2 

Taking care of the client 12 39 5 1 

Loyalty to the company 26 69 8 3 

More information 14 36 4 1 

Individualization 6 35 5 2 

Source: Own study based on research. 3 

Due to the fact that the calculation of the χ2 statistic requires a count of at least 5, 4 

the responses "I rather give up the purchase" and "I definitely give up the purchase" were 5 

combined. This is how Table 2 was created. With the column "I give up the purchase", which 6 

is already the basis for calculations. It should also be emphasized that there were no responses 7 

where respondents declared an increase in willingness to make purchases after companies used 8 

loyalty programs or tools.  9 

After standardizing the data, the theoretical values of the ij cells were calculated. They are 10 

presented in Table 3.  11 

Table 2.  12 

Modified buyer response numbers to inflation and firm actions 13 

 
Without 

changes 

I buy a little 

less 

I'd rather give up 

on the purchase 
Total 

Loyalty programs 12 45 7 64 

Discounts, prizes 14 48 4 67 

Better quality products 1 16 1 18 

Cheaper products 10 21 3 34 

Better quality customer service 7 25 5 37 

Clear communication about price increases 10 27 3 40 

Taking care of the client 12 39 5 56 

Loyalty to the company 26 69 8 103 

More information 14 36 4 54 

Individualization 6 35 5 46 

Total  112 361 60 533 

Source: Own study based on research.  14 

  15 
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Table 3.  1 

Theoretical numbers of buyers' reactions to inflation and companies' actions  2 

 
Without 

changes 

I buy a little 

less 

I'd rather give up 

on the purchase 
Total 

Loyalty programs 14,1 45,4 7,5 67,0 

Discounts, prizes 13,9 44,7 7,4 66,0 

Better quality products 3,8 12,2 2,0 18,0 

Cheaper products 7,6 24,4 4,1 36,0 

Better quality customer service 8,0 25,7 4,3 38,0 

Clear communication about price increases 8,8 28,4 4,7 42,0 

Taking care of the client 12,0 38,6 6,4 57,0 

Loyalty to the company 22,3 71,8 11,9 106,0 

More information 11,6 37,3 6,2 55,0 

Individualization 10,1 32,5 5,4 48,0 

Total  112,0 361,0 60,0 533,0 

Source: Own study based on research. 3 

According to the chi-square test procedure, the theoretical and observed numbers were used 4 

to calculate the empirical chi-square statistic. 5 

𝜒2 =
(14 − 14,1)2

14,1
+
(45 − 45,4)2

45,4
+
(7 − 7,5)2

14,1
+ ⋯+ (3) 

+⋯+
(35 − 32,5)2

32,5
+
(5 − 5,4)2

5,4
=  

= 13,2  

The empirical statistics were compared with the theoretical statistics from the chi-square 6 

distribution tables with the appropriate degrees of freedom. The degrees of freedom were cal-7 

culated according to the formula (number of rows -1)*(number of columns-1). In this case, the 8 

number of degrees of freedom will be 18, because (10-1)*(3-1), and the confidence level – 0.95. 9 

The theoretical statistics from the chi-square distribution tables with 18 degrees of freedom and 10 

significance at the 95% level is 28.8693.  11 

The empirical statistic is 2 13.2 and is lower than the theoretical statistic (28.8693). The-12 

refore, there is no basis for rejecting the hypothesis of independence of features with the given 13 

probability (0.95). Based on this result, it should be stated that with 95% probability, the actions 14 

of companies and the behavior of customers are independent of each other. This means that 15 

according to the conducted research, companies react to inflation, but their marketing activities 16 

are not a sufficient stimulus to stop its effects. Customers at best buy the same amount, and 17 

most often less, than before inflation.  18 
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5.  Discussion  1 

There is a common belief that loyalty programs are always a way to keep loyal customers 2 

with a company, but in conditions of high inflation this situation may change. High inflation 3 

causes prices to rise and consumers buy fewer products. This has also been shown by the re-4 

search in this article. The research shows that in a situation of high inflation, higher prices, 5 

consumers are still loyal to their favorite companies or reduce their purchases and buy slightly 6 

fewer products. Companies could alleviate such a situation by using various tools such as price 7 

reductions or various types of promotions. Companies that want to maintain customer loyalty 8 

must focus on offering competitive prices, proving that their products have value. Companies 9 

should also honestly communicate changes to the product to the customer and also provide 10 

the highest level of customer service. 11 

6. Conclusion  12 

The article presents the results of research on consumer behavior on the market in conditions 13 

of high inflation. Inflation in Poland has been systematically falling since the beginning of 2023, 14 

when it reached its highest level of 18.4% in February. Since then, a gradual decline 15 

in the inflation rate has been observed, which in the first quarter of 2024 reached a level below 16 

3%. However, since April 2024, a renewed increase in inflation has been visible. 17 

During high inflation, consumers can change their shopping behavior at the initial stage 18 

of becoming aware of their needs. They can reassess their needs, and they can give up some 19 

purchases that are not essential. High inflation leads to a decrease in customer loyalty, because 20 

they are forced to look for savings and therefore look for other, better offers for them. 21 

The main topic of this article is the relationship between inflation and the related pro-loyalty 22 

activities of companies, and the behavior of their loyal customers. In other words, the article 23 

verifies the opinion on whether and to what extent pro-loyalty activities of companies reduce 24 

the high inflation felt by their customers. 25 

The hypothesis assumed that there is no relationship between post-inflationary customer 26 

behavior and company actions. According to the conducted research, it turned out that compa-27 

nies react to inflation, but their marketing activities are not a sufficient stimulus to stop its 28 

effects. Customers at best buy the same amount, and most often less, than before inflation. 29 

It is recommended to conduct similar studies after some time, when inflation increases signifi-30 

cantly again and it will be possible to compare the results.  31 
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