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Abstract

The paper deals with shifts in outdoor cultural somption in Slovakia and
explores the presence of the so called “Lipstidkeatf related to the hedonic
consumption in times of economic downturns. Basethe two-stage primary
research we analyse the attendance at cultural tsvgsisit to theatre, cinema,
concert, opera, ballet, dance, exhibition, verngesand others) during the pre-
crisis and crisis period in view of contrasting ppectives. The results of our
research suggest that the outdoor cultural consiompthowever being a defer-
rable need, is not necessarily abandoned in tinfesconomic downturns. On
the contrary, it may be sustained or even enhawulcgihg recessionary periods.
Our research identified the predominance of psyafichl aspects over econo-
mic factors within arts participation with an inased role of emotional drivers
during the recession. Although, the outdoor culklransumption tends to be
sustainable even in times of crisis, the consumppatterns are modified with
regard to the intensity of participation and theesding on attended cultural
events. Based on our findings we conclude thapti@oor cultural consumption
in Slovakiahad the Lipstick effect during the global econoanisis.
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Introduction

Since 2007 when the global financial crisis sthitethe USA and was fol-
lowed by the global economic recession (Whitney0@90the phenomenon of
crisis has become a common part of major econoeiiates. Slovakia experi-
enced a reverse in its positive development trentiee last quarter of 2008 after
the period of a consecutive economic growth in 2603008 (Okali a kol.,
2009). The positive development of the Slovak eopnevas regained in 2010,
however, with much lower and unstable growth réiéBS, 2017). It should be
highlighted that European countries given their ganticular economic, cultur-
al and social characteristics responded differetatlghallenges brought by the
global economic crisis (Secondulfo and Setiffi, @01

In addition, the recent global economic crisis wpecific in many aspects.
Particularly in the accumulation of multiple crisghenomena in the same
timeframe, like the virtualization of financial $ec globalization influences,
polarization of wealth and poverty in the socidtyge increase in moral hazard,
debt crisis, wars and climate change (Hontyova laadova, 2012). Moreover,
new problems emerged during the last few yearsidticy migrant crisis, Brexit
and EU integrity, and value crisis. In this regeBdnet and Donato (2012) con-
sider the problem to be more profound and argué e began to live in
a period of a structural crisis based on the lagkatiability of the current social,
economic and political systems. Accordingly, Sik(2809) points our two cru-
cial discrepancies of our civilization which canmoi a critical magnitude: The
contradiction between the economy and humans, lmeéconomy and natural
environment.

It is assumed that the insecurity related to dieesrises emerging over the
last decade has produced a significant impact ensdly how consumers deal
with their consumption and influenced current congtion patterns. There are
several studies analysing specific consumption pimema related to crisis pe-
riods. In general, consumers tend to decrease spemding, have a higher pre-
ference of substitutes, postpone purchase of desablke more repair services
and provide some services by their own (Shama, ;188¢, 2001; Aimen and
Bayraktarglu, 2011). Within the Slovak context, the studigplered consump-
tion habits in dependence on the income stratifinain pre-crisis and crisis
periods (Pauhofova and Martindk, 2014), and inetigslin household con-
sumption as a result of crisis (Kénig and Diox&a, 2016).

However, there are also areas where the mentieffedts were not con-
firmed. In this regard, a specific phenomenon oframeased pleasure seeking
consumer behaviour during the recessionary pemadshighlighted in the aca-
demic literature. Since this trend was first obedrin the beauty industry, it was
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labelled as the “Lipstick effect”. Nevertheless,ratent years the phenomenon
of Lipstick effect was identified also in other 8®s and product categories, like
fashion, wine, liqueurs, sweets and movies. Althefm have a common feature,
which is the ability to provide affordable pleasur@ccording to Tajtakova et al.
(2010) the outdoor cultural consumption is a typ@ample of pleasure seeking
consumer behaviour with a significant role of el appeals and individual
and/or social hedonism as driving forces for attegdultural events.

The aim of this paper is to explore the effectthefglobal economic crisis on
outdoor cultural consumption in Slovakia in view tbe Lipstick effect. The
outdoor cultural consumption is understood as &gigation in cultural events
outside consumers' households (visit to theatmenca, opera, ballet, dance,
exhibition, vernissage and others) involving int¢i@ns with other consumers.

1. Cultural Consumption: A Conceptual Framework

Several factors are known to influence consumbaweur in culture and the
arts. First, the education is seen as one of the pradictors of arts participation
(DiMaggio, Seem and Brown, 1978; Colbert et al.94;9Kotler and Scheff,
1997; Hill, O'Sullivan and O’Sullivan, 1997). Herthe question of early expo-
sure to the arts was explored by numerous studimgding the evidence that
childhood exposure increases adult demand (Bamd€3§?2; Morrison and
West, 1986; Bergonzi and Smith, 1996; Gray, 1998).

Second, a dependence of current consumption paitgon a past behaviour
has to be highlighted. In this regard, most autli@scribe the taste for culture
and the arts as acquired or discovered and potrthatithe rate of cultural con-
sumption increases over time with exposure (Gr&g@81 Lévy-Garboua and
Montmarquette, 2003). This logic was highlighteceatly by Alfred Marshall
in his bookPrinciples of Economic§1890) suggesting that...the more good
music a man hears, the stronger is his taste fikeity to become”(Marshall,
1890). In this claim Marshall actually anticipatdte current theory ofrts
Appropriation Cyclg(Caru and Cova, 2005), which explains how a manggally
becomes arts consumer in the cycle of repeatedralxperiences.

Furthermore, it has been argued that the appi@ciat more complex arts
requires investments into “consumption skills”, whasically means learning to
understand (Gray, 1998). This is supported by arthef Learning by consum-
ing, developed by Lévy-Garboua and Montmarquette (J,%8&ording to which
consumers are supposed to be unaware of theitaste that they discover only
through repeated experiences in a sequential pafamsystematic learning by
consuming.
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In addition, from the marketing perspective cudtand the arts can be con-
sidered as experiential goods where the experigsel constitutes a core pro-
duct within their consumption (Tajtakova et. al, 18D According to Caldwell
(2001) buying-consuming experiences in culture tnedarts involve a unique
combination of factors, which besides others, argerpinned by multiple mo-
tives, sometimes unconscious, that facilitate bitim each other. Moreover, the
author claims that arts attending experience ire®la set of complementary,
often symbolic, and sometimes ritualistic and/anpensatory behaviours.

However, all of the above mentioned studies fagmeglominantly on endo-
genous factors related to individual predisposfijotastes and experiences.
We argue that the consumer research in cultureldhenually encompass the
assessment of exogenous factors. Currently, theatmpf the global economic
crisis causing consumers' insecurity and potewtiadfluencing consumption
patterns in culture and the arts should be explored

2. Specifics of Consumer Behaviour in Crisis Perio  ds —
The Lipstick Effect

At the aggregate economic level, recessions amketaby widespread de-
creases in consumer spending (Shama, 1981; And,; Bthlen, Carlotti and
Mihas, 2010; Dibaji, Powers and Keswani, 2010inA&n and Bayraktaptu,
2011; Hill et al., 2012). In addition, economic lilees can also have psycholog-
ical consequences related to consumption (Hill220detchaeva and McKenzie,
2016; Sacco, Bermond and Young, 2016). Althougimdimg on most consumer
products during the recent recession has predjctiddlined, one class of pro-
ducts is believed to have fared unusually well:ubge@roducts (Schaefer, 2008;
Allison and Martinez, 2010; Hill et al., 2012), the called “Lipstick effect”.

The Lipstick effect has been defined as (Kurighil3 p. 119)indicator of
adjusted consumer purchasing behaviour, based ertionomic situation. Ref-
erence to the sale of lipstick; that is, during thaimes, sales of lipstick increase
as consumers indulge their buying habits by buyihgaper items rather than
more expensive ones such as designer dresses dindngs

The Lipstick effect can be traced back to the GBsgpression of the 1930s.
In the four years from 1929 to 1933, industrialdarction in the U.S. halved, but
sales of cosmetics rose (Elliott, 2008). Howeveasbh, Moretti and Raggiotto
(2017) claim that the Lipstick effect concerns maiower-income consumers.
Ling (2012) interprets its basic principle as a pemsation of an increased pres-
sure on people given by harsh financial conditid®ise explains that although
lipsticks are not necessary in life, they are chaag@ can give psychological
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comforts to consumers. Similarly, Murgea (2012)nata that purchase decision
in this case is driven by psychological factorsgpid mood enhancer) and less
by rational ones (the level of income). This kirfdconsumer behaviour reflect-
ing besides others a certain degree of irrationalipurchase decisions has been
largely addressed by the behavioural economy (Z@wdebspisil and Kozak,
2013).

In addition, Hill et.al. (2012), based on five dites, argue that the presence of
Lipstick effect could be considered as a third ¢atthr of economic recessions,
with roots in individual ancestral psychology. Maeg(2012) develops the idea
by suggesting that the propensity to buy lipstieems to be inversely correlated
with the capital market evolution.

However, as already mentioned, the Lipstick efidoés not concern only
the sales of lipsticks anymore. Yet, it has beenifasted also in other sectors
and product categories. Gordin and Biciunaite (20%8ggest considering
the Lipstick effect as a metaphor since the typerotiuct varies with time and
geography; for instance ice cream in France, ctiofeery in UK, chocolate in
Germany, textiles in Italy, wine in China and other

Overall, it is assumed that the Lipstick effeabwk how people tend to prio-
ritise buying small pleasures over large luxurieoider to satisfy their desire
for consumption even with limited resources durthg economic downturns.
Gordin and Biciunaite (2013) labelled these smigapgures as “affordable luxu-
ries”. They emphasize that while the manner anohfof the Lipstick effect may
be different in different countries and categomesr time? there is one thing
that all recession-proof items have in common: th#fgr instant gratification
and are generally affordable.

3. The Lipstick Effect and Cultural Consumption

There are several contrasting perspectives aratdtieal approaches app-
licable on cultural consumption in times of crisédtst to mention is the
Maslow’s hierarchy of needd 954) which associates the need of culture with
the upper levels of pyramid comprising social neegeds for esteem and self-
-actualization. These are also called secondargsnard encompass social and
higher individual needs including the desire foaliy (Richterova a kol., 2015).
Their satisfaction shows a lesser urgency thasfgatg physiological needs or
safety needs which belong to the lower levels oflgla’s hierarchy (primary

2 For example, nail polish can be considered the Himstick” of the last recession. In
2008/2009, nail polish was the fastest growing gt in the global beauty and personal care
industry, and it was an austerity-hit (Gordin andi@&iaite, 2013).
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needs). Hence, in view of the deferrable natura@feed of culture (Tajtakova
et al., 2010), it could be expected that peopleéguoe or even abandon their arts
participation due to lacking resources in econohyicaocially or politically
problematic periods. This would reflect a predomu® of rational factors in
purchase decisions resulting from consumers' iesly and indicate an indi-
vidual impact of the crisis.

Further, the cutting of marketing budgets of amganizations during the
crisis times may lead to diminished incentives taisacultural participation.
Given the supply-driven demand for culture anddhs (Evrard, 1999) the re-
strictive policy in recessionary periods can negdyi influence the cultural con-
sumption. Accordingly, the latent character of dechdor culture and the arts
(Busson, 1993) suggests that demand is manifesestbiminantly as a reaction
to a particular cultural offering. Therefore, whiaking marketing incentives
the demand for culture may not be expressed. hdhase, the consumer beha-
viour would be affected by organisations' insolwedaring the economic down-
turns reflecting an institutional impact of thestsi

On the other hand, participation in culture arelarts igegarded as a kind of
escapist therapy during economic downturns or othdyulent times. People
tend to seek cultural activities in order to imneeteemselves in an imaginary
world and forget about their problems. Nowadays, éBcapist tendency is par-
ticularly evident in the movie industry which isnsadered to be “recession-
proof’ (Winters-Keegan, 2008). In addition, Tajt&koand Olejarova (2012)
analysed historical examples when culture and ttsepdayed an important role
in the survival of hard times and actually helpembgle to cope with crises.
Hence, these cases would reflect a predominangsyafhological factors and
emotional drivers for cultural consumption in tinedsrises.

Ling (2012) claims that cultural consumption insiz periods has a typical
Lipstick effect, since people get a spiritual cdason by consuming cultural
goods and services. So far, the Lipstick effeabimdoor cultural consumption
has been documented mainly in the movie industry labelled also as the
“Hollywood effect”.

Winters-Keegan (2008) analysed box office grogsheing five of the last
economic downturns in the U.S. — including the "dllscrisis and the burst of
the dot-com bubble in the early 2000s. She ardwasthie total number of movies
people see in a year tends to rise in recessiqreaigds.

Similar effects were reported also in China (Quiw2016) where the box
office quadrupled between 2010 and 2015, while @izP growth had been
steadily slowing down. The increased cinema-goiciividy might suggest the
consumer behaviour seeking a temporary relief ftbeneconomic headwinds.



613

In general terms, Qing (2011) has predicted that eesult of the Lipstick effect
there would be a tendency of increase for the rllindustry on the contrary of
the economic growth circle.

3.1. Methods

Primary data were gathered by a two-stage quékétaurvey using a stan-
dardize questionnaire. Forty interviewers partitgolain data collection car-
ried out by means of a face-to-face survey. Thésrinewed selected respond-
ents from the panel and were supposed to explamiirding of questions if
necessary.

The starting point of the study was a quantitasivevey conducted before the
crisis (2006 — 2007) with the aim to identify thypadlogy of cultural consump-
tion in Slovakia. The second survey was initiatadrdy the crisis (2009 — 2010)
and intended to explore the effects of the glolsahemic crisis on cultural con-
sumption. The same standardized questionnairedimguclosed-response, semi
closed-response, multiple-choice and five-pointescanking questions was used
in both surveys. However, in the crisis period twore questions were added.
Respondents were asked about changes in theirmendaehaviour manifested
during the recession. Data collection method wasst#me for both surveys.

It should be noted that the results reported ig plaper represent only partial
findings mapping the outdoor cultural consumptibine whole survey was much
larger and covered also the areas related to thehase of cultural goods
(books, periodicals, audiovisual media) and divaaspects of indoor cultural
consumption (subscriptions to digital platformsnteds, borrowing, piracy).
These partial results have been already presemtedemtific conferences (see
Tajtakova, Filo and Zak, 2011; Tajtakova, Zak aild;2012).

In total, 1468 questionnaires were gathered franh [surveys. The sample
consisted of the Slovak population (a semi-panad)was divided into eight age
groups comprising respondents from under 18 to @8eyears. Females repre-
sented 55% and males 45% of the sample. Differduntagional levels as well as
different professional activities were includedtie sample. The research was
carried out in all eight geographic regions of &k encompassing both re-
spondents from urban and rural areas.

The collected primary data were processed usimyg stiatistical software
SPSS. Descriptive statistics and CHI-SQUAREts were applied for the analy-
sis and the assessment of statistical significalmcéhis respect, the statistical
significance of four socio-demographic variableen@er, age, education and
geography) was tested. Consequently the two exahpreods (pre-crisis and
crisis) were compared. Further we confronted osulte with the overall trends
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of households' expenditures on hedonic consumgtaliure and recreation),
economic growth and final household consumptiothi time span of 2006 —
2016 (data by the Slovak Statistical Office andidtatl Bank of Slovakia).
However, since the official statistics covers diff@ categories from those ex-
plored in our survey (it merges cultural consumptiith recreation) we used
it only to show the trend of consumer behaviouhwitoutdoor leisure activities
in the examined period.

Finally, provided that European countries duéhtrtown particular econom-
ic, cultural and social characteristics have redpdndifferently to challenges
brought by the global economic crisis, our maireagsh question is: Has the
outdoor cultural consumption in Slovakia the Lipkteffect?

3.2. Findings

Outdoor Cultural Consumption in Slovakia before and during the Economic
Crisis

A predominant outdoor cultural consumption pattiglentified consistently
by both surveys (Table 1) was a sporadic attendahceltural events (several
times a year but less than once a month on averégs)was claimed by 65.8%
of respondents in the pre-crisis period (PCP) a@né% in the crisis period (CP).
While the occasional participation in culture ahe farts increased during the
crisis, the regular attendance (at least once ahmmmaverage) remained almost
unchanged (15.8% in PCP vs. 15.7% in CP). The nurmbenon-attendees
dropped during the recession (from 12.5% in PCéhtp 6.4% in CP).

Besides the categories of no attendance, spoattiondance and regular
attendance, the introductory question deliberateyplved three options map-
ping a personal engagement in culture and the-aatsa hobby, volunteering or
employment. The reason for including these alterestwas to avoid biased
results in case if personal engagements of resptmeleere too high within our
sample. Nevertheless, all three categories toge#dpeesented only 5.9% of all
respondents, so we considered the sample to besciemt for the research. In
this regard, the survey identified a slight incee&s active involvement in cul-
tural activities as a hobby (4.4% in PCP vs. 5.h%P) but a complete drop in
volunteering (1.1% in PCP vs. 0 % in CP) in theisrperiod.

With respect to socio-demographic and geographitofs four significant
correlations were identified: gender, age, edunaiitd geographic area. Although
there are differences among people participatingifferent kinds of cultural
events, the typical arts consumer is usually deedrias a “female, with higher
education, earning a relatively high income anddimgl a white-collar job”
(Colbert, 2003).
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Table 1
Attendance at Cultural Eventsand Personal Engagement in Culture

%

Gender Age Education Location
[}
How would you describe your attitude g m o
S > Q
towards a participation in culture . o ° o W ] S ]
= (=] j2] [%] [%] o wn
and thearts? n % o @ 0 0 0 10 0 0 m IS 2 S g |2c|8|2€|8¢
(Theatre, cinema, concert, opera, ballet, k% [ 5 N ™ ~ e} © ™~ e = @ = > |88 |8 |38 B8
dance, exhibition, vernissage, hobby, g g claeloelelelelel| 5|82l 5|%|°S|c%8 o8| 28
volunteering, profession....) w =) — N ™ i 0 © © m o ° 9 2E|8E ] € Wm
o 3 = (o] o e}
| o | D 0
»n 7]
| do not attend cultural events 92 12.5 13.2 11.7| 59| 65| 4.0| 50| 86| 16.7| 28.8| 57.9| 23.1| 19.5| 125| 8.2 87| 164 94| 178
| attend cultural events from time to time483 65.8 62.1 70.3| 72.1| 64.1| 69.7| 74.2| 69.0| 66.7| 55.8| 42.1| 57.9| 74.4| 68.1| 37.7| 62.7| 67.2| 67.6| 655
..m I regularly attend cultural events 116 15.8 18.2 12.9| 17.6| 24.8| 20.2| 15.8| 10.3| 11.1| 10.6| 0.0| 15.8| 2.4| 145| 28.7| 24.3| 134 16.1 8.3
W | am actively involved in culture as
.% a hobby 32 4.4 4.5 42| 44| 46| 6.1| 1.7|121| 0.0 00| 00| 3.2 0.0| 3.7| 183 4.3 1.5 4.3 6.7
5 I work in culture as a volunteer 8 1.1 15 0.6| 0.0| 0.0/ 0.0| 08| 0.0| 55| 48| 0.0| 0.0| 3.7| 09| 6.7 0.0 15 13 1.7
& | | am employed in culture 3 0.4 0.5 0.3| 0.0/ 0.0/ 00| 25| 0.0| 00| 0.0 0.0 0.0] 0.0 03| 04 0.0 0.0 1.3 0.0
o Together 734 100.0/ 100.0 100.0100.0|100.0{100.0|100.0|100.0{100.0|100.0{100.0|100.0{100.0|100.0|100.0| 100.0| 100.0| 100.0| 100.0
2 — . - 2 . — . 2 — . —_ .
. X°=6.95,df=5; | ,_ N oEe X° = 38.18; df = 25; X° = 39.40; df = 15;
Correlation b= 0.2245 X° = 197.64; df = 35; p = 0.0000 p = 0.0000 p = 0.0006
I do not attend cultural events 47 6.4 45 8.8| 7.1| 0.0| 6.0|185| 7.1|10.6| 0.0{100.0/ 7.1| 27.0| 13.5| 1.1 9.5 4.7 5.9 4.8
| attend cultural events from time to time528 71.9 75.0 68.2| 67.9| 73.4| 60.3| 73.9| 77.1| 68.1|100.0| 0.0| 67.9| 73.0| 78.8| 66.8| 67.3| 69.3| 74.7| 755
— | | regularly attend cultural events 115 15.7 17.8 13.0| 25.0| 21.4| 24.2| 7.6| 9.3| 42| 0.0| 0.0|250| 0.0 3.4|24.7| 15.1| 181 176| 123
.m I am actively involved in culture as
o | a hobby 37 5.1 2.7 79| 00| 52| 95| 00| 2.7|17.1| 0.0| 0.0| 0.0f 0.0| 43| 6.2 8.1 7.9 1.8 3.7
”m I work in culture as a volunteer 0 0.0 0.0 0.0/ 00| 0.0 0.0| 00| 0.0 0.0| 00| 0.0/ 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
S [ lam employed in culture 7 0.9 0.0 21| 0.0/ 00| 00| 00O| 38| 0.0 0.0] 00| 0.0f 00| 0.0] 1.2 0.0 0.0 0.0 3.7
Together 734 100.0{ 100.0 100.0{100.0{100.0{100.0{100.0|100.0|100.0|100.0{100.0{100.0{100.0{100.0{100.0| 100.0| 100.0| 100.0| 100.0
2 — . - A 2 . —_ . 2 — . _ .
. X°=27.31;df=4) ,_ e X° = 156.80; df = 20; X° = 39.40; df = 15;
Correlation b = 0.0000 X = 162.15; df = 28; p = 0.0000 p = 0.0000 b = 0.0006

Source: Own processing.
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Our research did reveal a significant correlabetween gender and arts par-
ticipation, however, only in the crisis periogf € 27.31; df = 4, p = 0.0000).
Women prevailed over men among both occasionategular attendees (75.0%
vs. 68.2% and 17.8% vs. 13%), and were less nureeamong non-attending
respondents (4.5% vs. 8.8%). The age, on the agntreas significant in both
examined periodsxf = 197.64; df = 35, p = 0.0000 in PCP axf= 162.15;
df = 28, p = 0.0000 in CP). All age groups have ifed their consumer beha-
viour to certain extent during the recession perindsome cases they shifted
towards a more regular participation (under 18+2%), however, in others the
regular participation decreased (36 — 45, 56 -665; 75). People over 76 years
appeared to be mostly affected by the crisis stheg stopped attending arts
events at all during the crisis (42.1% in PCP 94.i0 CP).

Our research confirmed the importance of educatidimn cultural consump-
tion and identified a significant correlation beemethe educational level and
arts consumption in both examined periogfs= 38.18; df = 25, p = 0.0000 in
PCP andy’ = 156.80; df = 20, p = 0.0000 in CP). The posi&ftect of educa-
tion was particularly evident within the categofyregular arts attendance where
the ratio of respondents with a university degreedased from 41.4% in PCP to
87.8% in CP; and within an active involvement iftue as a hobby where the
number of university graduates rose from 50% tG@%bin the recession period.

Regarding the geographic factogé £ 39.40; df = 15, p = 0.0006 in PCP and
X*= 39.40; df = 15, p = 0.0006 in CP) the occasi@twndance increased in all
locations with the biggest growth in the areas Wweb® 000 inhabitants. On the
other hand, the regular participation significandippped in urban areas over
100 000 inhabitants (from 24.3% in PCP to 15.1%k) but rose in smaller
towns and villages.

Spending on Outdoor Cultural Events® before and during the Economic Crisis

The survey revealed generally quite low spendimguatdoor cultural events
in both examined periods (Table 2). Up to 90.7%espondents in PCP and up
to 94.3% in CP did not spend more than 33.19 EURbwtdoor culture per
month. This category includes also people spendniing at all (24.3% in PCP
and 17.1% in CP). In the pre-crisis period moghefrespondents were split into
three more or less equally represented categonesngassing no spending,
spending up to 6.64 EUR and up to 16.60 EUR pertimon

3 The spending on outdoor culture is shown in EUR®ency in both years. However, Slo-
vakia joined the EU Monetary Union only in 2009,ische first survey the spending was exam-
ined in the Slovak Crowns (SKK). We used the sanendimg categories converted into EURO
(by a conversion rate 1 EUR = 30.126 SKK) in thestjoanaire in 2009 — 2010 survey. This is
the reason why the presented sums are not round.
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Table 2
Individual Spending on Outdoor Culture in the Last Month

%

df = 6; p = 0.0000

Gender Age Education Location
_ 5 = ] 3

Spending on outdoor 5 - 2 5 5 |Sul®uwl8uloa

culture in the last month n | % o @ 0 0 0 0 0 0 3 ks 2 - g |25|8c| S5 | 8¢

[} N ™ <~ 0 © ~ faly o} <o o c a8 Qg o]

(per person) < g 8 I I I I I I T @ S | 85| 2 |SE|TE|ws |95

= @ o o) © © © © © 8 £ 23| €2 2] TS|l oG | o | 2%

IS =) - 2 ™ < o © © K] 3 S 9] g£ | g | 8< o<

~ w D @ 2 3= 3= Q= D £

* » 5 3
0 EUR 178| 24.3| 232| 252| 265| 7.8| 14.1| 20.0| 19.0| 27.8| 46.1| 78.9| 46.3| 41.5| 21.1| 145| 10.8| 22.4| 28.9| 333
up to 6.64 EUR 194 26.4| 26.1| 26.7| 44.1| 36.6| 81| 21.6| 259| 389| 23.1| 158 27.4| 354| 282| 227| 28.1| 19.4| 26.4| 30.0
g | 6.65 - 16.60 EUR 188 24.9| 26.7| 23.4| 11.8| 28.8| 44.4| 33.3| 17.2| 25.0| 154| 53 95| 146| 29.1| 91| 313| 254| 221| 217
'S | 16.61 - 33.19 EUR 111 15.1| 14.7| 155| 88| 22.9| 23.2| 100| 19.0/ 28| 11.5| 0.0 9.5 49| 17.6| 13.7| 146| 19.4| 149| 1238
= | 33.20 - 66.39 EUR 31 4.6 3.6 55| 59| 26| 41| 100 52| 00| 39| 00 4.2 2.4 23| 100| 87| 45 43| 11
@ | 66.40 — 99.58 EUR 22 3.0 3.3 27| 29| 13| 20| 17| 120| 00| 00| 00 3.1 1.2 11| 200 32| 45 34| 11
$ | 99.59 - 165.97 EUR B 1.1 1.8 05| 00| 00| 41| 17| 00| 55| 00| 00 0.0 0.0 06| 100| 22| 3.0 00| 0.0
£ | more than 165908 EUR 4| 0.6 0.6 05| 00| 00| 00| 17| 17| 00| 00| 00 0.0 0.0 00| 00| 11 1.4 0.0] 0.0
Together 734100.0] 100.0] 100.0{ 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0{ 100.0] 100.0] 100.0] 100.0
2 . - 7

Correlation w Mom.mwmwm% =Ty = 266.23; df = 49; p = 0.0000 ¥?= 221.60; df = 35; p = 0.0000 | X? = 63.65; df = 21; p = 0.0000
0 EUR 125| 17.1 23.3| 11.9| 10.7| 87| 155| 22.9| 235 19.1| 46.2| 100.0{ 32.1| 622| 207| 35| 85| 181| 21.7| 198
up to 6.64 EUR 152 20.7 16.1| 24.5| 215| 258| 95| 250| 19.7| 23.4| 00| 00| 214 8.1| 29.3| 11.2| 18.6| 165| 23.1| 23.0
6.65 — 16.60 EUR 257 35.0 30.0| 39.1| 32.1| 37.7| 30.2| 15.2| 415| 44.7| 53.8| 00| 286| 135| 29.3| 488| 36.2| 33.1| 37.1| 326
B | 16.61 - 33.19 EUR 158 21.5 25.8| 18.1| 35.7| 19.4| 33.6| 30.4| 153| 85| 00| 00| 17.9| 16.2| 20.7| 317 22.6| 30.7| 158| 20.9
m 33.20 - 66.39 EUR 3 4.2 27| 54| 00| 56| 95| 65| 00| 00| 00| 00 0.0 0.0 00| 37| 121| 00| 0.0 37
« | 66.40 — 99.58 EUR O 1.2 21| 05| o0o0| 28| 00| 00| 00| 43| 00| 00 0.0 0.0 00| 11| 20| 00| 23 0.0
2 | 99.59 — 165.97 EUR P 0.3 ool 05| 00| 00| 17| 00| 00| 00| 00| 00 0.0 0.0 00| 0.0| 00 16| 0.0 0.0
O | more than 165.98 EUR 0| 0.0 00| 00| 00| 00| 00| 00| 00| 00| 00| 00 0.0 0.0 00| 00| 00| 00| 00 0.0
Together 734 100.0]  100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0] 100.0
Correlation X' =38.26; x? = 138.82; df = 42; p = 0.0000 X% = 140.32; df = 30; p = 0.0000 | x? = 84.08; df = 18; p = 0.0000

Source: Own processing.
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However, in the crisis period more than one tlufdhe sample (35%) be-
longed to the group which spent between 6.65 an@01EUR. Consequently,
the number of people in very low spending categofie— 6.64 EUR) and the
number of people in middle and high spending grdénsn 33.20 EUR to more
than 165.98 EUR) was lower in the recession pefirdthe other hand, the upper
low categories (6.65 — 16.60 EUR and 16.61 — 3BUR) were more numerous
during the crisis. Surprisingly, the number of @spents spending nothing at all
decreased in the recession period (17.1%) in casgrato the pre-crisis period
(24.3%).

No significant correlation between spending anadge was found in the pre-
crisis period x* = 5.65; df = 7, p = 0.5815). However, in the crigiiod the
gender was significan{ = 38.26; df = 6, p = 0.0000) and more contrasts be-
tween spending of males and females were manifeEtgukcially, the number
of women with no spending dropped from 25.2% in R&€R1.9% in CP, while
the number of men remained almost unchanged. Ordh&ary, men within
low spending categories spent slightly more dutiregcrisis.

The age was a significant influential factor intbsurveys X*= 266.23; df = 49;

p = 0.0000 in PCP anxf = 138.82; df = 42; p = 0.0000 in CP). As expecthd,
high spending groups (over 99.59 EUR) were formag by economically active
population between 26 and 65 years of age. Yethifle spending categories
almost disappeared in the crisis period and thebeurof people in low spending
groups increased. The strongest negative influehtlee crisis was observed in
respondents over 76 years of age who completeppstb spending on culture
during the recession.

Similarly, the education had a significant inflaeron spending togx{= 197.64;
df = 35, p = 0.0000 in PCP and= 156.80; df = 20, p = 0.0000 in CP). People
with university degree were much more numeroudgh Bpending groups (over
99.59 EUR) representing 83.3% within this categblgwever, this trend did not
continue during the crisis since all educationgkls were concentrated mostly
in the upper low spending categories (up to 33.URE

With respect to the geographic factors, againgaifstant correlation was
revealed in both surveyg% 63.65; df = 21; p = 0.0000 in PCP axfc= 84.08;
df = 18; p = 0.0000 in CP). In pre-crisis perioe thigh spending categories
(over 99.59 €) were identified only in urban aredth more than 50 000 inhabi-
tants. On the other hand, no spending on culture pradominantly found in
rural places up to 5 000 inhabitants. This findimgs expected since cities and
towns offer more opportunities for outdoor cultucahsumption than rural are-
as. Moreover, it is quite usual that cultural egeintsmaller towns and villages
are offered free of charge. Nevertheless, the nurnbeespondents with no
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spending significantly decreased in the recessiemog, and mainly in these
rural areas (from 33.3% in PCP to 19.8% in CP).

Motivation to Outdoor Cultural Consumption before and during the Economic
Crisis

Diverse drivers for outdoor cultural consumptioarer examined in both ex-
amined periods (Table 3). Respondents were askedhlaate the importance of
twelve different motivation factors using the 54molikert scale in the following
way: (5) very important, (4) rather important, (®ither important nor unim-
portant, (2) rather unimportant, (1) very unimpottd he given motives encom-
passed emotional, intellectual and social stimiiliclv corresponded to the usual
reasons for participation in culture and the aléénted by culture attendees in
published consumer surve¥s.

The first three motives for attending cultural mgeremained unchanged in
both analysed periods. Respondents prioritizedsarke attitude towards cultural
consumption highlighting the entertainment andxati@n together with social
dimension associated with meeting friends. Howetrerte were some changes
in ranking the motivation factors between the fouahd the seventh positions.
The most evident one was the move of emotionalustisnfrom the sixth place
in the pre-crisis period to the fourth one in thisis period. Interestingly, re-
spondents tended to attribute more extreme vatu#igetimportance of different
motivation factors in the crisis period (rangingrfr 1.50 to 4.21) in comparison
to the pre-crisis one (ranging from 1.60 to 3.75).

Table 3
Motivation Factors for Attending Cultural Events
Motives
Order — - — -
Pre-crisis period Mean| Crisis period Mean
1. Entertainment 3.75 Entertainment 421
2. Relaxation 3.61 Relaxation 4.08
3. To meet with friends 3.34 To meet with friends .63
4. To go out 3.07 To feel emotion 3.54
5. Meaningful leisure time spending 3.04 To go out 3.48
6. To feel emotion 2.99 Educational development 83.3
7. Educational development 2.95 Meaningful leigime spending 3.37
8. General interest in culture 2.92 General interesulture 3.22
9. Social interaction 2.47 Social interaction 2.52
10. Accompany a partner 2.30 Accompany a partner 47 2.
11. To dress up 1.91 To dress up 1.88
12. To improve one’s image 1.60 To improve one’age 1.50

Note (5) very important, (4) rather important, (3) ther important nor unimportant, (2) rather unimpaott
(1) very unimportant.

Source Own processing.

4 See for instance Bouder-Pailler, 1999; CuadradoMwith, 2000; Bourgeon-Renault, 2000;
Botti, 2000.
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Changesin Attendance at Cultural Events during the Recession Period

The survey (Table 4/Graph 1) identified 65.3% edpondents whose attend-
ance at cultural events remained unchanged durmgetession period. Moreover,
22.6% of the sample claimed that their arts padiin was even higher. Together,
this makes 87.9% of respondents with an equalloglger cultural attendance in
the time of recession. Yet, only 12.1% of the sam@ported decreased arts
participation during the crisis. These responderse asked to identify reasons
for their lower attendance at cultural events. Téson number one stated by
43% of respondents (out of 12.1%) was an overlngdld. The economic reason
connected with saving during the crisis was plamedhe second position (26%
out of 12.1%). The family reasons (13% out of 1218&nd prioritizing other
activities over culture (10.6% out of 12.1%) ocadpihe third and the fourth
place. Other reasons (including marketing incesjiveere found irrelevant.

All four examined influencing factors were sigodint. With respect to the
gender x*= 45.14; df = 5; p = 0.0000) 60% of women and 73%nen reported
no changes in their arts participation in the regsperiod. However, surpris-
ingly, 16.8% females vs. 7.2% males attended [Bss.consumer behaviour of
both genders was the least differentiated in chgecoeased participation during
the crisis (23.2% females and 19.8% males). Reggrttie age)? = 194.74;
df = 35; p = 0.0000) the only category reportingusastantial shift in consumer
behaviour towards the arts attendance during tises awere people between 66
and 75 years of age. 53.8% of them attended ré¢hsrand 46.2% attended ra-
ther more. In all other age groups the predomim@htaviour (from 53% up to
almost 90% within the groups) stayed without chandye this respect, the most
stable one was the category between 36 and 45 gkage.

Graph1

Did Your Attendance at Cultural Events Change durirg the Last 12 Months?
(% crisis period)

Ralher nol / Definitely nol 50,3 15,0

Rc_tr“ewe:., | attend more 173 35
Detfinitely yes, I attend more Rather

Definitely

Ratheryes, | attend less

Dcfinitely yes, | attend less 7.2 .

Source Own processing.
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Table 4

Did Your Attendanceat Cultural Events Change during Last 12 M onths? (crisis period)

%

Gender Age Education Location
[ [=]
Did your attendance at o > 5 2 m S g m S
cultural events change n % o @ 0 0 0 0 0 0 3 s |G ° g |2 3 o S
during last 12 months? 2 g o 9 < N 9 < i o S |lss|sg| 2 Mh TelPe v
= (] o ) © © © © © 8 E | 53| 58| @ _E|oE|lJE| 8¢
L =) — ~ ™ < [re} © © Q o o [ [ o S (=X
~ (I} @ @ = 2 o =) )
(%] (%] c (@] o s}
S s}
Rather not 369 50.3 51.2 50.0( 75.0| 41.3| 42.2| 63.0/ 59.6| 574 0.0 100.0| 54.6| 29.7| 61.0| 525| 56.3| 56.7| 39.4| 534
Definitely not 110 15.0 21.8 10.0 0.0 12.3| 12.1| 26.1| 19.1| 17.0 0.0 0.0 21.4| 43.2| 183 5.0 13.6| 15.0| 145| 182
Rather yes, | attend more 127 17.3 18.0 17.3| 17.9| 22.6| 285 3.3 9.8| 12.8| 53.8 0.0 16.9 0.0 7.7| 323| 12.1| 19.0f 17.2| 23.0
Definitely yes, | attend morg 39 5.3 1.8 5.9 7.1 9.5 1.7 0.0 0.0 4.3 0.0 0.0 7.1 0.0 0.0 4.2 1.0 15| 10.8 11
Rather yes, | attend less b3 7.2 2.4 11.6 0.0 135 3.4 0.0 3.8 8.5 46.2 0.0 0.0 8.1 7.2 6.0 11.0 6.3 8.6 3.2
Definitely yes, | attend less| 36 49 4.8 5.2 0.0 0.8 121 7.6 7.7 0.0 0.0 0.0 0.0/ 19.0 5.8 0.0 6.0 15 9.5 11
Together 734 100.0 100.0] 100.0| 100.0] 100.0| 100.0| 100.0| 100.0| 100.0| 100.0/ 100.0| 100.0| 100.0| 100.0| 100.0| 100.0| 100.0| 100.0| 100.0
2 . . . .
. X°=45.14; df = 5; 2 df— s X = 169.46; df = 25; 2 Cdfm e
Correlation b = 0.0000 X°=194.74; df = 35; p = 0.0000 b = 0.0000 X° = 78.35; df = 15; p = 0.000

)

Source: Own processing.
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The educational levek{= 169.46; df = 25; p = 0.0000) was significant mhain
in case of a higher attendance during the crissselhe most outstanding cate-
gory were respondents with a university degree;est8b.5% of them claimed
that their arts participation increased in the setmary period.

Finally, with respect to the geographic locatigh< 78.35; df = 15; p = 0.0000)
most of the areas reported predominantly unchaogétbor cultural consump-
tion during the crisis (around 70% of responder@sily in towns between 5 000
and 50 000 inhabitants the ration of unchangedadtémdance within the reces-
sion period was lower (53.9%).

4. Discussion

In terms of arts participation, no significant attge impact of the global
economic crisis was identified. Up to 87.9% of wsgents attended cultural
events equally or more during the crisis periodd@6 2010) vs. the pre-crisis
period (2006 — 2007). Moreover, 22.6% of them ctadrthat their arts participa-
tion was even higher in the times of recession. él@x, a negative impact
of the crisis on outdoor cultural consumption wasesved in elder people over
76 years. On the other hand, the arts attendame@imed unchanged especially
in case of women, and even rose in highly educpesrple and in rural areas
under 5 000 inhabitants.

The most important reason for the lower arts pigdiion during the crisis,
though reported only by 12.1% of the sample, was\amload in job (43% out
of 12.1%). Furthermore, our research revealed atnageconomic impact of the
crisis explicitly identified by 26% of responderftsut of 12.1%). Yet also the
overload in job can be — besides other factorstrbated partly to the crisis
(people work harder in order to keep their jobosinesses). So, we can as-
sume that up to 8.7% of the whole sample might H@een negatively affected
by the economic crisis.

A significant correlation between outdoor cultu@nsumption and four
examined variables (gender, age, education, gebigrapea) was confirmed.
However, only two factors had a constant influemcboth examined periods —
age and education.

In this respect Oakes (2003) highlighted the r&fedemographic considera-
tion of arts audience profile. While the influerafedifferent age groups was not
consistent in terms of a positive or negative imaccultural consumption (ex-
cluding the category over 76 years) the higher atioigal level was uniformly
identified as a decisive factor positively influerg participation in cultural
events.
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In contrast to the relatively stable or slightighrer arts participation during
the crisis, the research revealed a decrease imidodl spending on outdoor
culture within the recessionary period. Thus, altito people participated more
during the crisis they spent less money. In addjthanges in distribution of
people into different spending groups were obseriregarticular, the category
of people spending less money increased in congatis the higher spending
categories during the recession.

Nevertheless, let's confront our findings with thigicial spending report of
the Statistical Office of Slovak republic in theaye 2006 — 2016. As shown on
the Graph 2 household’s expenditures on culture raodeation (person per
month) had a steadily growing tendency from 200@Qa6, followed by a sig-
nificant increase in 2015. No particular deviatfoom the trend was identified
during the crisis period.

Graph 2

Households’ Expenditures on Culture and Recreatioin EUR/Month and Person
in the Years 2006 — 2016

Househaolds' expenditures on culture and recreation :
Total
8,00
7,00
6,00
5,00
4,00
3,00
2,00
1,00
0,00
2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Source Statistical Office of the Slovak Republic (2017).

However, when comparing households' expendituresulture and recrea-
tion (Graph 2) and overall economic growth in Skigavs. final household con-
sumption — both measured by GDP expenditure mathad06 — 2016 (Graph 3)
— contrasting trends can be observed. While the fiousehold consumption in
the examined period clearly copies the trend of @#P development (with
a significant decrease in the crisis period), theseholds’ expenditures on cul-
ture and recreation show a constantly growing teagevithout any significant
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decrease during the examined time frame. Thesengadare consistent with the
results reported by other studies suggesting #waio areas of outdoor cultural
consumption might be considered to be resistaati$is.

Graph 3
GDP vs. Final Household Consumption in the Years 2® — 2016

Gross domestic product vs final household consumption

n T T ™ T T T T T T T 1
2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
-5

-10

GNP Final household consumption

Note * Gross domestic product, GDP expenditure metloodrent prices, seasonally adjusted [SK, n, sa,%];
NBS calculations. ** Final household consumptiorDR5 expenditure method, current prices, seasonally
adjusted [SK, n, sa,%]; NBS calculations.

Source National Bank of Slovakia (2017).

Conclusions

The results of our research suggest that outddtural consumption, however
being a deferrable need, is not necessarily abaadontimes of economic down-
turns. On the contrary, it may be sustained or erdranced during recessionary
periods. The analysis of the secondary statistiatd revealed that in contrast to
the final household consumption which copied thadrof the overall GDP devel-
opment in Slovakia in the years 2006 — 2016 arldatefd the impact of the crisis
in 2009, the households' expenditures on cultuceraareation had a constantly
growing tendency with no particular deviation dgrthe examined period.

Our primary research identified a positive shiftaonsumer behaviour of
non-attendees and occasional arts participantsréswaore intensive outdoor
cultural consumption during the economic crisisjlevkhe behaviour of regular
arts attendees remained unchanged. This is camsigsih a general belief that
people tend to seek entertainment and culturaliies as a part of the escapist
therapy in recessionary periods. It reflects thedpminance of psychological
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aspects over economic factors within outdoor caltwonsumption and high-
lights the importance of emotional drivers for atteg arts events.

On the other hand, our research revealed thaiwadth people did not reduce
their arts participation, they declared a decréadadividual spending on out-
door culture in the recessionary period. This figdsuggests a shift in consump-
tion patterns towards a more intensive arts atterelahowever, at less expen-
sive or free-of-charge cultural events during theis€ Furthermore, two major
influencing factors on cultural consumption wereritified — the age and educa-
tion. However, only the education had a constastitipe effect in terms of the
sustainability and intensity of arts participation.

Our findings show that outdoor cultural consumptiends to be sustainable
even in times of crisis, although, the consumpfatterns are modified with
regard to the intensity of participation and thersping on attended cultural
events. Based on our research we conclude thatutideor cultural consumption
in Slovakia has the Lipstick effect in times ofstsi

Limitations of Research

The limitations of our research consist mainlytle concentration of the
study on a particular geographic area (a smallr@ekuropean country) where-
in the own cultural background. Therefore, our ltssmay not be valid for other
geographical and cultural areas. Furthermore, shmgations related to the
wording of questions in the gquestionnaire havedcabimitted. They were dis-
covered during the research and were treated byiding more explanatory
guidelines to respondents from the side of inteveiss.
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