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Consumer tendency – June 2020

In June 2020, there was an improvement in both current and future consumer sentiment moods compared to the previous month. The current consumer confidence indicator, synthetically describing the current trends in individual consumption, was -19.4[footnoteRef:1] which was by 10.7 p.p. higher in relation to last month. [1:  Both consumer confidence indicators receive values between -100 and +100. A positive value means dominance of consumers with optimistic attitude over consumers with pessimistic attitude, while negative value means dominance of consumers with pessimistic attitude over consumers with optimistic attitude. In the period of 01-10.06.2020, 1340 interviewes were conducted using the telephone interview method. ] 
[image: ] 10.7 p. p.
Change in current consumer confidence indicator

	
Current consumer confidence indicator in June 2020Current consumer confidence indicator is higher by 10.7 percentage points compared to the previous month


All components of the indicator obtained values higher than a month ago. The largest increases were recorded in evaluations of the future economic situation of the country (by 18.8 percentage points) and of the current possibility of making important purchases (by 16.7 percentage points). For the other components of the indicator, the increases were as follows: by 10.7 percentage points in the evaluation of the future financial situation of a household, by 4.8 percentage points in the evaluation of the current economic situation of the country and by 2.7 percentage points in the evaluation of the current financial situation of a household.
Referring to June 2019, the current value of current consumer confidence indicator is lower by 29.0 percentage points.
Leading consumer confidence indicator in June 2020Leading consumer confidence indicator increased by 13.4 percentage points compared to the previous month



The leading consumer confidence indicator, synthetically describing trends in individual consumption that are expected in the coming months, increased by 13.4 percentage points in relation to the previous month, and was at the level of -23.9a.
The increase of the value of the indicator was affected by all of its components. The largest increase was recorded in evaluation of future economic situation of the country (by 18.8 percentage points). For the other components of the indicator, the increases were as follows: by 17.4 percentage points in the evaluation of future level of unemployment, by 10.7 percentage points in the evaluations of the future financial situation of a household and by 6.8 percentage points in the evaluation of the possibility of future money saving.
In June this year leading consumer confidence indicator reached a value lower by 31.4 percentage points than in the corresponding month of 2019.
For 88.9% of respondents, the current epidemiological situation had an impact on the answers to questions about the consumer tendency

For 88.9% of respondents, the current epidemiological situation had an impact on responses regarding the consumer tendency (answers to additional questions in connection with the threat coronavirus COVID-19 are presented in the annex). 



	Survey period
	Changes in the household's financial condition:
	Changes in general economic situation of the country :
	Current major purchases
	Current consumer confidence indicator

	


Year    Quarter
Month
	over the last 12 
months
	over the next 12 months
	over the last 12 months
	over the next 12 months
	
	

	
	a
	b
	c
	d
	e
	

	
	balance of evaluations in percent
	

	
	
	
	Years
	
	
	

	2007
	-10.9
	-1.9
	-17.7
	-6.6
	1.3
	-7.1

	2008
	-10.6
	-4.5
	-16.6
	-9.7
	1.2
	-8.0

	2009
	-18.1
	-11.1
	-40.0
	-26.5
	-16.1
	-22.3

	2010
	-17.2
	-8.2
	-31.2
	-18.9
	-9.2
	-16.9

	2011
	-22.4
	-14.6
	-41.5
	-30.8
	-15.9
	-25.0

	2012
	-25.4
	-18.5
	-46.5
	-38.0
	-19.3
	-29.5

	2013
	-21.9
	-13.6
	-45.2
	-31.2
	-21.6
	-26.7

	2014
	-15.7
	-7.3
	-29.9
	-18.4
	-13.7
	-17.0

	2015
	-10.7
	-2.8
	-21.5
	-11.4
	-8.2
	-10.9

	2016
	-3.9
	0.9
	-11.0
	-9.4
	-2.5
	-5.2

	2017
	0.1
	2.8
	1.8
	-1.8
	9.2
	2.4

	2018
	0.6
	3.6
	8.7
	2.8
	12.8
	5.7

	2019
	4.8
	6.3
	9.7
	1.2
	16.4
	7.7

	
	
	
	Quarters
	
	
	

	2019
	I
	2.1
	5.8
	7.8
	2.2
	13.8
	6.3

	
	II
	6.0
	7.5
	9.6
	2.3
	16.4
	8.4

	
	III
	5.9
	7.1
	12.1
	2.6
	18.0
	9.1

	
	IV
	5.1
	4.6
	9.3
	-2.5
	17.4
	6.8

	2020
	I
	1.8
	2.0
	2.4
	-8.7
	13.1
	2.1

	
	II
	-9.5
	-19.7
	-32.3
	-47.8
	-34.0
	-28.7

	
	
	
	Months
	
	
	

	2019
	01
	1.6
	2.8
	6.9
	0.6
	14.9
	5.4

	
	02
	1.5
	6.9
	5.3
	1.8
	11.9
	5.5

	
	03
	3.2
	7.7
	11.1
	4.2
	14.5
	8.2

	
	04
	6.0
	7.9
	7.1
	-0.5
	15.4
	7.2

	
	05
	4.4
	7.0
	9.9
	3.5
	16.7
	8.3

	
	06
	7.5
	7.7
	12.0
	3.9
	17.1
	9.6

	
	07
	5.4
	8.9
	11.9
	2.8
	16.2
	9.0

	
	08
	5.4
	4.4
	10.7
	2.2
	18.5
	8.2

	
	09
	6.9
	8.0
	13.7
	2.8
	19.4
	10.2

	
	10
	6.6
	5.9
	12.1
	3.4
	18.2
	9.3

	
	11
	5.5
	5.0
	10.0
	-3.0
	16.1
	6.7

	
	12
	3.3
	2.8
	5.6
	-7.9
	17.9
	4.3

	2020
	01
	4.2
	2.0
	3.7
	-7.7
	16.1
	3.7

	
	02
	-0.8
	2.4
	1.9
	-8.4
	11.5
	1.3

	
	03
	1.9
	1.7
	1.5
	-10.1
	11.5
	1.3

	
	04
	-9.1
	-30.5
	-30.5
	-64.5
	-47.3
	-36.4

	
	05
	-11.0
	-19.6
	-35.6
	-48.9
	-35.7
	-30.1

	
	06
	-8.3
	-8.9
	-30.8
	-30.1
	-19.0
	-19.4

	
	
	
	
	
	
	


Table 1. Current consumer confidence indicator
Current consumer confidence indicator is the average of balances of evaluations changes in the household's financial condition, changes in general economic situation of the country and currently made major purchases


Chart 1. Current consumer confidence indicator and its component values by month in 2017–2020

Chart 2. Current consumer confidence indicator and its component values by years
	
	Survey period

Year     Quarter 
Month
	Changes in the household's financial condition
	Changes in general economic situation of the country
	Changes in unemployment (with inverted sign)
		

	
	Propensity to save (in future)



	Leading consumer confidence indicator

	
	b
	d
	f
	g
	

	
	balance of evaluations in percent
	

	
	Years
	

	2006
	-6.1
	-13.0
	-6.3
	-48.3
	-18.5

	2007
	-1.9
	-6.6
	17.6
	-40.7
	-7.9

	2008
	-4.5
	-9.7
	5.1
	-37.2
	-11.6

	2009
	-11.1
	-26.5
	-54.6
	-37.1
	-32.5

	2010
	-8.2
	-18.9
	-34.4
	-32.0
	-23.5

	2011
	-14.6
	-30.8
	-37.0
	-36.1
	-29.8

	2012
	-18.5
	-38.0
	-53.3
	-36.9
	-36.7

	2013
	-13.6
	-31.2
	-53.7
	-36.1
	-33.7

	2014
	-7.3
	-18.4
	-31.1
	-30.5
	-21.8

	2015
	-2.8
	-11.4
	-19.7
	-26.3
	-15.1

	2016
	0.9
	-9.4
	-7.8
	-18.0
	-8.6

	2017
	2.8
	-1.8
	8.5
	-10.6
	-0.3

	2018
	3.6
	2.8
	12.6
	-7.5
	2.9

	2019
	6.3
	1.2
	7.7
	0.8
	4.0

	
	Quarters
	

	2019
	I
	5.8
	2.2
	8.2
	-2.7
	3.4

	
	II
	7.5
	2.3
	11.1
	0.3
	5.3

	
	III
	7.1
	2.6
	9.6
	3.2
	5.6

	
	IV
	4.6
	-2.5
	2.0
	2.5
	1.7

	2020
	I
	2.0
	-8.7
	0.3
	-0.4
	-1.7

	
	II
	-19.7
	-47.8
	-68.9
	-8.8
	-36.3

	
	Months
	

	2019
	01
	2.8
	0.6
	7.2
	-1.6
	2.2

	
	02
	6.9
	1.8
	7.6
	-3.4
	3.2

	
	03
	7.7
	4.2
	9.8
	-3.1
	4.7

	
	04
	7.9
	-0.5
	8.1
	-1.4
	3.5

	
	05
	7.0
	3.5
	10.0
	-0.8
	4.9

	
	06
	7.7
	3.9
	15.3
	3.1
	7.5

	
	07
	8.9
	2.8
	10.3
	1.7
	5.9

	
	08
	4.4
	2.2
	8.7
	0.4
	3.9

	
	09
	8.0
	2.8
	9.8
	7.5
	7.0

	
	10
	5.9
	3.4
	2.5
	2.6
	3.6

	
	11
	5.0
	-3.0
	2.9
	3.9
	2.2

	
	12
	2.8
	-7.9
	0.5
	1.2
	-0.8

	2020
	01
	2.0
	-7.7
	2.4
	1.1
	-0.6

	
	02
	2.4
	-8.4
	-0.7
	-2.0
	-2.2

	
	03
	1.7
	-10.1
	-0.7
	-0.2
	-2.3

	
	04
	-30.5
	-64.5
	-77.7
	-18.3
	-47.7

	
	05
	-19.6
	-48.9
	-73.2
	-7.4
	-37.3

	
	06
	-8.9
	-30.1
	-55.8
	-0.6
	-23.9

	
	
	
	
	
	


Table 2. Leading consumer confidence indicator

Leading consumer confidence indicator is the average of balances of evaluations changes in the household's financial condition, general economic situation of the country, trends in the level of unemployment (with inverted sign) and saving money in the next 12 months


Chart 3. Leading consumer confidence indicator and its component values by month in 2017–2020


Chart 4. Leading consumer confidence indicator and its component values by years
** April, July, October




Annex
Additional questions in relation to the epidemiological situation (threat of COVID-19 coronavirus)

In June 2020, for 61.0% of respondents, the current epidemiological situation poses a big threat to the economy in Poland (a decrease of 17.2 percentage points compared to the previous month).    [image: ] 88.9% 
respondents declared the impact of the epidemiological situation on responses regarding the consumer tendency (in May it was 93.0%)


	


Impact of the current epidemiological situation on responses to the consumer tendency38.1% of respondents declared a significant impact of the epidemiological situation on responses regarding the consumer tendency

From among respondents declaring the impact of the epidemiological situation on responses regarding the consumer tendency, 50.8% described it as moderate and 38.1% as significant. For 11.1% of respondents, the current situation had no impact on the answers.
Chart 1. Impact of current epidemiological situation (COVID-19 coronavirus) on responses - response structure (%)


Fear of losing a job or stopping running your own business due to the current epidemiological situation10.3% of respondents expressed a definite fear of losing their job or stopping their own business


Among the employed (59.1% of respondents), 10.3% of respondents have a definite fear of losing their job or stopping their own business. For the "possible" and "rather not" options, the response rate was 18.0% and 34.2%, respectively. The percentage of working people who do not have any concerns is 35.5%. A small number of working respondents (2.0%) had no opinion.

Chart 2. Fear of losing your job or stopping your own business due to the current epidemiological situation (COVID-19 coronavirus) - structure of responses for employees (%)



What threat is the current epidemiological situation for the health of the population of Poland as a wholeAccording to 31.2% of respondents, the current epidemiological situation poses a big threat to the health of the population as a whole


For 31.2% of respondents, the current epidemiological situation poses a big threat to the health of the population as a whole. The average threat is felt by 49.9% of respondents. A small threat is declared by 17.1%, while only 1.8% of respondents said there was no threat.

Chart 3. What is the threat of the current epidemiological situation (COVID-19 coronavirus) for the health of the population of Poland as a whole - response structure (%)


What threat is the current epidemiological situation for personal healthFor 24.4% of respondents, the current epidemiological situation is a big threat to their personal health


For 24.4% of respondents, the current epidemiological situation is a big threat to their personal health. 45.1% of respondents feel an average threat. 25.9% declare a small threat, while 4.6% of respondents said no threat.



Chart 4. What is the threat of the current epidemiological situation (COVID-19 coronavirus) for personal health - response structure (%)


What threat is the current epidemiological situation for the economy in PolandFor 61.0% of respondents, the current epidemiological situation is a big threat to the economy in Poland

According to 61.0% of respondents, the current epidemiological situation is a big threat to the economy in Poland. The average threat to the economy is felt by 32.3% of respondents. Only 5.8% declare a small threat, while barely 0.9% of respondents declare no threat.
	
Chart 5. What is the threat of the current epidemiological situation (COVID-19 coronavirus) for the economy in Poland - response structure (%)


What threat is the current epidemiological situation for personal financial situationFor 20.7% of respondents, the current epidemiological situation is a big threat to their personal financial situation

For 20.7% of respondents, the current epidemiological situation is a big threat to their personal financial situation. The average threat is felt by 41.8% of respondents to questions about the consumer tendency. A small threat is declared by 26.6%, while no threat was stated by 10.9% of respondents.

Chart 6. What is the threat of the current epidemiological situation (COVID-19 coronavirus) for your personal financial situation - structure of responses (%)


What threat is the current epidemiological situation for everyday life in the local communityFor 16.4% of respondents, the current epidemiological situation is a big threat to everyday life in the local community

For 16.4% of respondents, the current epidemiological situation is a big threat to everyday life in the local community. The average threat is felt by 54.1% of responding to questions about the consumer tendency. 26.6% declare a small threat, while only 2.9% of respondents declare no threat.
Chart 7. What is the threat of the current epidemiological situation (COVID-19 coronavirus) for everyday life in your local community - response structure (%)



Table 1. Additional questions (response rates) - epidemiological situation (COVID-19 coronavirus threat)
	SPECIFICATION
	April
	May
	June

	What impact did the current epidemiological situation have on your responses (COVID-19 coronavirus)?
	significant
	58.1
	46.0
	38.1

	
	moderate
	37.3
	47.0
	50.8

	
	none
	4.6
	7.0
	11.1

	In connection with the current epidemiological situation (COVID-19 coronavirus), are you afraid of losing your job or stopping your own business?
	definitely yes
	11.1
	5.7
	6.1

	
	possible
	16.9
	14.2
	10.6

	
	rather not
	16.3
	21.9
	20.2

	
	no
	11.6
	15.0
	21.0

	
	I have no opinion
	2.4
	1.6
	1.2

	
	not applicable (for non-working people)
	41.7
	41.7
	40.9

	What threat do you think is the current epidemiological situation (COVID-19 coronavirus) for the health of the population of Poland as a whole?
	big threat
	69.8
	42.8
	31.2

	
	average threat
	27.0
	46.7
	49.9

	
	small threat
	3.0
	9.3
	17.1

	
	no threat
	0.2
	1.2
	1.8

	What threat do you think is the current epidemiological situation (COVID-19 coronavirus) for your personal health?
	big threat
	50.7
	34.2
	24.4

	
	average threat
	38.7
	41.4
	45.1

	
	small threat
	10.0
	21.5
	25.9

	
	no threat
	0.6
	2.9
	4.6

	What threat do you think is the current epidemiological situation (COVID-19 coronavirus) for the economy in Poland?
	big threat
	88.0
	78.2
	61.0

	
	average threat
	11.0
	19.0
	32.3

	
	small threat
	0.9
	2.4
	5.8

	
	no threat
	0.1
	0.4
	0.9

	What threat do you think is the current epidemiological situation (COVID-19 coronavirus) for your personal financial situation?
	big threat
	44.4
	29.3
	20.7

	
	average threat
	36.5
	42.6
	41.8

	
	small threat
	14.6
	19.8
	26.6

	
	no threat
	4.5
	8.3
	10.9

	What threat do you think is the current epidemiological situation (COVID-19 coronavirus) for everyday life in your local community?
	big threat
	49.5
	29.1
	16.4

	
	average threat
	43.1
	51.0
	54.1

	
	small threat
	7.3
	17.9
	26.6

	
	no threat
	0.1
	2.0
	2.9

	
	
	
	
	


In case of quoting Statistics Poland data, please provide information: “Source of data: Statistics Poland”, and in case of publishing calculations made on data published by Statistics Poland, please include the following disclaimer: “Own study based on figures from Statistics Poland”. 
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Related information
Business tendency in manufacturing, construction, trade and services - May 2020
Statistical Bulletin No 4/2020

Data available in databases
Knowledge Database Living Conditions


Current consumer confidence indicator 	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	2017	2018 	2019	2020	-12	-19	-20	-8	31	48	40	57	50	46	54	21	62	62	54	78	59	61	52	62	69	61	52	11	54	55	82	72	83	96	90	82	102	93	67	43	37	13	13	-364	-301	-194	Changes in the household's financial condition over the last 12 months	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	2017	2018 	2019	2020	-12	-9	-2	5	8	23	-3	20	6	-3	2	-24	15	1	-29	24	7	-6	10	29	12	-2	19	-13	16	15	32	60	44	75	54	54	69	66	55	33	42	-8	19	-91	-110	-83	Changes in the household's financial condition over the next 12 months	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	2017	2018 	2019	2020	29	22	16	20	28	29	36	43	40	16	50	2	52	28	42	57	35	38	36	40	31	47	40	-10	28	69	77	79	70	77	89	44	80	59	50	28	20	24	17	-305	-196	-89	Changes in general economic situation of the country over the last 12 months	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	2017	2018 	2019	2020	-42	-48	-64	-38	2	38	46	63	62	85	69	40	89	90	95	132	67	95	98	80	108	70	67	49	69	53	111	71	99	120	119	107	137	121	100	56	37	19	15	-305	-356	-308	Changes in general economic situation of the country over the next 12 months	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	2017	2018 	2019	2020	-101	-92	-83	-72	-14	18	19	27	8	34	38	3	40	63	32	60	38	38	12	19	44	15	27	-48	6	18	42	-5	35	39	28	22	28	34	-30	-79	-77	-84	-101	-645	-489	-301	Current major purchases	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	2017	2018 	2019	2020	66	34	33	47	129	132	103	130	132	100	110	84	114	130	127	119	149	142	103	142	152	175	106	75	149	119	145	154	167	171	162	185	194	182	161	179	161	115	115	-473	-357	-190	



Current consumer confidence indicator 	1997**	1998	1999	2000	2001	2002	2003	2004	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	2019	-138	-208	-300	-337	-355	-375	-358	-318	-221	-149	-71	-80	-223	-169	-250	-295	-267	-170	-109	-52	24	57	77	Changes in the household's financial condition over the last 12 months	1997**	1998	1999	2000	2001	2002	2003	2004	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	2019	-216	-286	-363	-406	-397	-396	-381	-331	-270	-182	-109	-106	-181	-172	-224	-254	-219	-157	-107	-39	1	6	48	Changes in the household's financial condition over the next 12 months	1997**	1998	1999	2000	2001	2002	2003	2004	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	2019	-110	-192	-253	-268	-258	-278	-245	-223	-120	-61	-19	-45	-111	-82	-146	-185	-136	-73	-28	9	28	36	63	Changes in general economic situation of the country over the last 12 months	1997**	1998	1999	2000	2001	2002	2003	2004	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	2019	-128	-223	-379	-458	-518	-529	-517	-495	-385	-262	-177	-166	-400	-312	-415	-465	-452	-299	-215	-110	18	87	97	Changes in general economic situation of the country over the next 12 months	1997**	1998	1999	2000	2001	2002	2003	2004	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	2019	-100	-170	-297	-295	-322	-351	-352	-308	-167	-130	-66	-97	-265	-189	-308	-380	-312	-184	-114	-94	-18	28	12	Current major purchases	1997**	1998	1999	2000	2001	2002	2003	2004	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	2019	-134	-166	-210	-258	-278	-321	-294	-233	-164	-111	13	12	-161	-92	-159	-193	-216	-137	-82	-25	92	128	164	



Leading consumer confidence indicator	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	2017	2018 	2019	2020	-44	-36	-42	-31	6	18	13	27	8	16	34	-2	43	42	29	57	28	40	24	24	31	13	34	-18	22	32	47	35	49	75	59	39	70	36	22	-8	-6	-22	-23	-477	-373	-239	Changes in the household's financial condition over the next 12 month	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	2017	2018 	2019	2020	29	22	16	20	28	29	36	43	40	16	50	2	52	28	42	57	35	38	36	40	31	47	40	-10	28	69	77	79	70	77	89	44	80	59	50	28	20	24	17	-305	-196	-89	Changes in general economic situation of the country over the next 12 months	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	2017	2018 	2019	2020	-101	-92	-83	-72	-14	18	19	27	8	34	38	3	40	63	32	60	38	38	12	19	44	15	27	-48	6	18	42	-5	35	39	28	22	28	34	-30	-79	-77	-84	-101	-645	-489	-301	Changes in unemployment (with inverted sign)	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	2017	2018 	2019	2020	-1	44	49	59	110	117	101	110	102	92	135	108	136	141	134	180	142	137	141	123	119	83	94	76	72	76	98	81	100	153	103	87	98	25	29	5	24	-7	-7	-777	-732	-558	Propensity to save (in future)	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	VII	VIII	IX	X	XI	XII	I	II	III	IV	V	VI	2017	2018 	2019	2020	-101	-118	-150	-129	-100	-94	-105	-73	-117	-80	-88	-120	-58	-64	-92	-69	-102	-52	-94	-87	-72	-93	-26	-90	-16	-34	-31	-14	-8	31	17	4	75	26	39	12	11	-20	-2	-183	-74	-6	



Leading consumer confidence indicator	1997**	1998	1999	2000	2001	2002	2003	2004	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	2019	-218.5	-296.25	-414.25	-446	-465.25	-478.25	-448	-357	-272	-185	-79	-116	-325	-235	-298	-367	-337	-218	-151	-86	-3	29	40	Changes in the household's financial condition over the next 12 month	1997**	1998	1999	2000	2001	2002	2003	2004	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	2019	-110	-192	-253	-268	-258	-278	-245	-223	-120	-61	-19	-45	-111	-82	-146	-185	-136	-73	-28	9	28	36	63	Changes in general economic situation of the country over the next 12 months	1997**	1998	1999	2000	2001	2002	2003	2004	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	2019	-100	-170	-297	-295	-322	-351	-352	-308	-167	-130	-66	-97	-265	-189	-308	-380	-312	-184	-114	-94	-18	28	12	Changes in unemployment (with inverted sign)	1997**	1998	1999	2000	2001	2002	2003	2004	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	2019	-150	-273	-531	-620	-680	-638	-541	-303	-248	-63	176	51	-546	-344	-370	-533	-537	-311	-197	-78	85	126	77	Propensity to save (in future)	1997**	1998	1999	2000	2001	2002	2003	2004	2005	2006	2007	2008	2009	2010	2011	2012	2013	2014	2015	2016	2017	2018	2019	-514	-550	-576	-601	-601	-646	-654	-588	-546	-483	-407	-372	-371	-320	-361	-369	-361	-305	-263	-180	-106	-75	8	



significant	
V 2020	VI 2020	460	381	moderate	
V 2020	VI 2020	470	508	none	
V 2020	VI 2020	70	111	



definitely yes	
V 2020	VI 2020	98	103	possible	
V 2020	VI 2020	243	180	rather not	
V 2020	VI 2020	375	342	no	
V 2020	VI 2020	257	355	I have no opinion	
V 2020	VI 2020	27	20	



big threat	
V 2020	VI 2020	428	312	average threat	
V 2020	VI 2020	467	499	small threat	

V 2020	VI 2020	93	171	no threat	
V 2020	VI 2020	12	18	



big threat	
V 2020	VI 2020	342	244	average threat	
V 2020	VI 2020	414	451	small threat	
V 2020	VI 2020	215	259	no threat	
V 2020	VI 2020	29	46	



big threat	
V 2020	VI 2020	782	610	average threat	
V 2020	VI 2020	190	323	small threat	
V 2020	VI 2020	24	58	no threat	 [WARTOŚĆ]

V 2020	VI 2020	4	9	



big threat	
V 2020	VI 2020	293	207	average threat	
V 2020	VI 2020	426	418	small threat	
V 2020	VI 2020	198	266	no threat	
V 2020	VI 2020	83	109	



big threat	
V 2020	VI 2020	291	164	average threat	
V 2020	VI 2020	510	541	small threat	
V 2020	VI 2020	179	266	no threat	[WARTOŚĆ]

V 2020	VI 2020	20	29	
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18.06.2020  

    Consumer tendency   –   June   2020     In  June   2020, there was an improvement   in both current  and futu re consumer sentiment moods  compared to the  previous month. The current consumer confidence indi- cator, synthetically describing the current trends in indi- vidual consumption, was  - 19 . 4

a

  which was by  10 . 7   p.p.  higher   in relation to last month.       Current consumer confidence indicator in  June   2020   All components of the indicator obtained values higher than a  month ago.   The largest  in- creases were recorded in evaluations   of the  future economic situation o f the country (by  18.8 percentage points) and   of the current possibility of making important purchases   (by 16.7  percentage points).  For the other com ponents of  the indicator, the increases were as fol- lows: by 10.7   percentage points in the evaluation   of the future financial situation of a house- hold , by 4.8   percentage points in the evaluation of the current economic s ituation of the  country and by 2.7   percentage po ints in the evaluation of the current financial situation of a  household.   Referring to   June   2019, the current value of current consumer confidence i ndicator   is lower  by  29 . 0   percentage points.   Leading   consumer confi dence indicator in  June   2020   The leading consumer confidence indicator, synthetically describing trends in individual  consumption that are expected in t he coming months, in creased by  13 .4   percentage points  in relation to the previous mont h, and was at the level of  - 23 . 9 a .   The  increase   of the value of the indicator was affected by all o f its components. The largest  in creas e   was recorded in evaluation of fut ure  economic sit uation   of the country (by 18.8   per- centage points). For the other components of the indicator, the  increases were as follows: by  17.4   percentage points  in the evaluation of future level of unemployment , by 10.7 percentage  points   in the evaluation s   of the future  f inancial si tuation of a household  and   by  6.8 percent- age points in the evaluation of   the possibility of future money  saving .   In  June   this year leading consumer confidence indi cator reached a value lower by  31 . 4   per- centage points than in the corresponding month of 2019.     For  88.9 % of respondents, the current epidemiological situ ation had an impact on responses  regarding the consumer tendency ( answers to additional questions in connection with the  threat coronavirus COVID - 19 are presented in the annex ).          

                                                                

 

a

  Both c onsumer confidence indicator s   receive values between  - 100 and +100.  A positive value means  dominance of  consumers with optimistic attitude over consumers with pessimistic attitude, while negative  value means dominance of consumers with pessimistic attitude over consumers with optimistic attitude.   I n  the period of 01 - 10.06.2020, 1340 interviewes were conducte d   using the telephone interview method.    

For 88.9 % of respondents,  the current epidemiological  situation had a n   impact on  the answers to questions  about the consumer  ten- dency  

Current consumer co nfi- dence indicator is higher by  10.7   percentage point s com- pared to the previous month    

Leading consumer confi- dence indicator  increased by  13.4 perc entage points   com- pared to the previous month      

  10.7   p. p.   Change in current consumer  confidence indicator  

