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Summary

Financial awareness and financial literacy is one of the key competences of our time. The
accelerated digital world requires individuals to acquire a new set of skills and competences
that are essential for success in everyday life. The acceleration of digitalisation has brought a
new dimension to the concept of financial literacy and awareness. The emergence of new fi-
nancial and banking products and services has created new challenges for individuals. A wide
range of products and aggressive advertising campaigns are finding consumers, offering very
favourable opportunities, generating countless market and financial bubbles. Digitalisation
has received a further boost from the pandemic. In the face of this information dumping, we
can only survive if we have a solid financial foundation and the proper financial socialisation.
In this paper, we aim to explore deeper dimensions of the financial culture, competence, and
awareness, based on the results of a primary research, pointing out changes and transforma-
tions in financial awareness.
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LITERATURE REVIEW

Money, as a measure of the performance of the economy and as a means of accounting
for performance, is one of the most important factors in capitalist society. A society heavily
influenced by the media sees the importance of money everywhere, in the daily printed and
electronic press, on television and on the World Web. Money can buy everything from elec-
tronic gadgets to dream trips, but we now feel that health and friendship are also included.
The behavioural norms that characterise an individual are formed through individual expe-
riential learning on the one hand, and through socialisation on the other, through the inter-
nalisation of existing moral and social norms, and of the wider culture. These can also have
a very strong impact on our finances (Botos et al., 2012; Cserndk, 2013). In fact, we can now
discover a degree of interconnectedness that has led to the linking of the two ideas. Financial
culture is not a recent concept, as it was used as early as the 1900s (Kovacs et al., 2012). Itis a
financial term whose clear and universally accepted definition has not yet emerged.

Assessing financial culture for an economy and society is not an easy task, but it can be
said that in the global financial world, measuring financial culture is a measure of the devel-
opment of individuals in an economy and society. (Barczi—Zéman, 2015).

Recent publications have not defined the meaning of this concept in the same way, and
even today there is a debate about whether financial culture is a concept at all or whether
it is more than a concept. In a study on the same subject, Béres and his co-author, argue
that financial culture is more than a definition; it is a concept. According to this conceptual
view, financial culture refers to financial knowledge (financial literacy), financial skills and
experience, and financial awareness, all of which are present together and simultaneously
(Béres—Huzdik, 2012).

Many experts agree that financial literacy is almost always related to financial knowledge.
Moreover, it 1s not only knowledge but also the use of knowledge that leads to responsible be-
haviour. Harnessing financial knowledge can lead to responsible and informed decisions that
can reduce future risks, household financial vulnerability, or make personal finances more
predictable.

The ongoing and intense coronavirus pandemic, the financial, economic, and psycholo-
gical impact it is having on us are changing our thinking and habits. Today’s fast-paced life,
digitalisation, new financial systems, and a robotised world have introduced new dimensions
for us (Matolcsy et al., 2020), yet the world and the economy are still lagging behind in the
challenges posed by the Covid pandemic. Events not seen since the 2008 crisis have made us
realise the fragility of the welfare society and the volatility of unlimited abundance. We have
also been made aware of the extent to which the hedonistic acquisition of wealth cannot be
financed solely and exclusively by credit, while ignoring all aspects of financial awareness
(Kolozsi—Lentner, 2020). More than ten years after the economic crisis, the knowledge of
finance, money and related knowledge has become more and more important, almost a part
of our lives, and this is only reinforced by the crisis situations (Németh et al., 2016; Garailo-
dor—Cisiszarik-Kocsir, 2018; Deutsch—Pintér, 2018; Pintér, 2016). The so far visible effects
of the crisis are the more than a 5% drop in the GDP, which is even higher in some regions.
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This inevitably has an impact on consumption and changes in consumer habits. This will
also bring about a change in financial thinking, with a focus on savings. But is this true for all
generations?

The importance of financial socialisation and awareness first became clear to society in
the period following the change of the regime, when we were confronted with the expecta-
tions of the market economy, and we did not have the basic information needed to cope with
it (Schittler, 1998). We have slowly recovered from the shock of the regime change, but in
the meantime, we have done little to educate the next generation in financial matters. Later
we were hit by the 2008 crisis, bringing the lack of financial literacy into an even sharper fo-
cus. There were certain ignorance’s of the workings of the economy, sloppy management of
finances, plunged scores of families into poverty, and destroying their existance. For the time
being the myth of free money and quick riches was lost in this series of events (Marsi, 2008;
Acs, 2009). The crisis and subsequent events have drawn attention to the gaps in financial
literacy (Klapper et al., 2012; Bélyacz—Pintér, 2011). Because of the general prosperity and
unlimited liquidity before the crisis, certain age groups were socialised in such a way that they
did not learn to handle money and did not develop the necessary awareness to correct the
cyclical movements of the economy. After the crisis, the importance of financial education
(Sagi et.al, 2020a; 2020b) was stressed. Noteworthy initiatives have been launched to deepen
financial literacy, targeting the young and old alike. The importance of addressing financial
education for the younger generations, covering all aspects of life, from family budgeting to
conscious purchases was recognised. The cyclical nature of the economy means that down-
turns are always followed by upturns, as was the case in the post-crisis period following the
Mediterranean crisis. The boom brought about by the fourth industrial revolution was inter-
rupted by the coronavirus crisis. However, these effects have come more readily to us in terms
of financial culture. Active financial education and awareness-raising competitions have rai-
sed awareness of the importance of financial thinking, but the effects of this will only become
apparent years later, when knowledge will be at a theoretical level. Atkinson and Messy (2015)
identify three dimensions of financial awareness: conscious planning, money management
and conscious financial product selection. Increased practical implementation of these three
dimensions would have been needed during the pandemic.

MATERIAL AND METHOD

In this paper, we present a systematic review of the relevant national and international lit-
erature and present partial results of our primary research. We conducted a quantitative
research in the form of a pre-tested, standardised online questionnaire survey. Subjects were
recruited using a snowball sampling procedure, which resulted in 6,873 evaluable question-
naires. The research tool consisted exclusively of closed questions at nominal measurement
level (single-choice and multiple-choice questions) and metric scales (the Likert scale and
the semantic differential scale) to analyse consumer attitudes and values. The themes of the
research tool were developed due to the relevant secondary data analysis in the form of the
following themes: financial awareness, perception of the value of money, changes in financial
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management caused by the pandemic situation. In this paper we focus on the partial results
of the quantitative phase of our research project. Within that, we have also given priority to
the perception of the value of money and the analysis of financial awareness.

To process the quantitative results, we applied descriptive statistics, bivariate and multiva-
riate analyses using SPSS 22.0 software. In this paper, the results of multivariate correlation
analysis of descriptive statistics are presented. The factor analysis used in this study was based
on the KMO value, total variance value and professional explanatory power, and the final
factor structure was chosen. For the segmentation, a K-means clustering procedure was imp-
lemented, which is a statistically appropriate method due to the number of sample elements
exceeding one thousand. For the characterisation of each segment, Pearson’s Khi-square
significance values were used to establish statistical correlations, while the absolute values of
the Adjusted Residual (Adj.R) were used to establish and analyse internal correlations (Sajtos,
Mitev, 2007).

During the quantitative research phase, our main objective was to analyse the following
hypotheses:

—  HI: Consumer segments can be distinguished according to dimensions of financial

awareness.

—  H2: A correlation can be established between financial awareness and financial and

economic studies.

The logical framework for the presentation of the partial results presented in this paper is
the evaluation of the above hypotheses. The main socio-demographic characteristics of the
sample are as follows: 50.6% of the 6873 respondents were male and 49.4% female. Only
7.2% of the respondents have a bachelor’s degree, 57.2% have a secondary degree, 26.3%
have a bachelor’s degree and 9.3% have a master’s degree. In terms of age, the largest pro-
portion of the sample (39.4%) is from Generation 7Z (18-25 years). They were followed by
21.8% of respondents aged 26-35 and 17% of respondents aged 36-45. Respondents aged
46-55 years represented 13.1% of the sample, while respondents aged 55 years and over, rep-
resented only 8.5% of the sample. Given that the hypothesis of our research is that there 1s a
statistically verifiable correlation between financial and economic education and perceptions
of the crisis, we consider it important to characterise our sample along these lines. More than
half of our respondents (57.1%) have no previous economic-financial education, such know-
ledge being characteristic of 57.1% of our respondents.

REsSULTS

Our research aimed to segment our sample based on financial awareness. First, we con-
ducted a factor analysis on the elements of the financial awareness that we investigated. As
a result, we chose the 4-item factor structure that statistically and professionally provided
the best solution: Factors of conscious financial management, which included being well in-
formed, monitoring prices and promotions, and a thrifty approach. Risk-taking and profit,
the most dominant elements of which were a preference for the current value of money and
risk-taking for higher profits. Promotions and discounts, which included a preference for
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promotions and cheaper products, as well as a price preference at the expense of quality.
The loyalty factor included factors such as staying in the bank and parental role modelling in
financial awareness.

Table 1: Factors of financial awareness

Fact'ors of con- &Sk tak- Promotions and Loyalty
Factors scious man- ing and discounts factor
agement profit
I try not to spend all my
money, but also save some 0.700 -0.070 0.131 0.090
of it.
Whenever I make a finan-
cial decision, I always do my 0.700 -0.021 -0.059 0.152
research.
When I buy, I check the 0.694 0.107 0.139 0.149
prices. ’ ' ' '
I always monitor my financ-
o, 0.611 0.167 -0.012 0.069
As a family, we discuss our
joint purchasing decisions. 0-554 0-062 0-259 0-061
When I shop, we always pay 0.533 -0.084 0.502 0.081
attention to special offers. ’ ’ ’ ’
I prefer buying more expen- 0531 0.396 -0.259 0.163
sive but durable things. ' ’ ' ’
For financial matters, I try
to rely on external sources 0.529 0.364 -0.002 0.065
of information (consultants, ' ' ’ '
economic news portals, etc.).
My parents are always sav- 0.502 0.012 0.946 0.974
ing money too. ' ) ] '
I would rather spend my 0.125 0.709 0.145 0131
money than save it. ' ' ' '
I am willing to risk some of
my money if it is an invest- i
ment that provides a high 0.199 0.678 0.052 0.220
income.
I trust advertising that pro-
motes financial products. -0-098 0.662 0-296 0.083
My current money is always
worth more than the money 0.136 0.619 0.111 0.063
I will save in the future.
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Factors of con- | Risk tak-
Factors scious man- ing and
agement profit

Promotions and Loyalty
discounts factor

I would not tie up my mon-
ey for the long term because 0.024 0.513 0.247 0.190
I do not trust banks.

I think the right thing to do
in a family is to let the one

who earns the money decide 0.055 0-401 0-354 0-255
on spending.
Ibuy something when itis 0.099 0.238 0.709 0.075

on sale.

If I can, I save money by
buying lower quality and -0.024 0.305 0.648 0.101
cheaper things.

I tend to buy more than one

. 0.194 0.251 0.585 0.057
item on sale.
Talways do my finances at 0.267 0.087 0.051 0.733
the same bank.
When making financial
decisions, my parents/close 0.209 0.122 0.169 0.700

friends’ opinions are my

primary guide.

Source: authors® own research, N=6873, Extraction Method: Principal Component Analysis. Rotation Method: Varimax
with Kaiser Normalization, total variance: 58,5%; KMO= 0,894

In a second step, we performed K-means clustering on the factors to validate the hypot-
hesis.

As a result, we were able to characterise four distinct target groups (H1 confirmed):

—  Conscious financial decision maker.

— Action and information risk takers.

—  Preference-averse.

—  Frugal Loyalists.

Knowledgeable financial decision-makers are characterised by the fact that they thoroughly
inform themselves about prices and information before making financial decisions, prioritising
the opinions of advisors and external experts for the latter. They tend to make financial decisions
together as a family. They are the ones who strive not to spend all their money, but to save it.
They are also the main buyers of more expensive but better quality and durable goods.

Action- and information-oriented risk-takers are particularly likely to value their current
money more than a future saving. They wouldnot deposit their money for the long term because
they do not trust banks. On the contrary, they are willing to take greater risks for a higher future
return. Their shopping is characterised by a preference for bargains and a willingness to sacrifice
quality if it means saving money. They are consumers who are not long-term thinkers when it
comes to money, but rather want to maximise the amount of money they can spend today.
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Thrifty Loyalists are also financially conscious, thinking and considering the long term
when it comes to their finances. This segment is characterised by listening to their parents
when making financial decisions and are loyal consumers who always manage their finances
with the same bank. They tend to follow their parents’ example when making financial deci-
sions. They also tend to be thrifty as a result of following their parents’ example.

Non-preference respondents are the group who do not rate any factor as more important
than average. They are the consumers who are the most easily influenced because of uncerta-
inty and an unformed preference system. In the case of this segment, information, examples,
and behaviours provided by external sources of information play a particularly important
role, since, unlike the Thrifty Loyalists, they do not take examples from within the home or
family. Thus, for this group, financial education has a great responsibility to convey the 1im-

portance and example of conscious management in a credible way.

Table 2: The Link Between Financial Awareness and Financial-economic Literacy

Have you studied economic-

The link between financial awareness clusters and financial subjects before?

financial-economic literacy

yes no total
persons 629 453 1082
Conscious -y .
Financial in % of the financial 58.1% | 41.9% | 100.0%
.. awareness clusters
Decision Makers
adjusted st. res. (Ad.R) 11.2 -11.2
persons 714 1256 1970

Action and -y .
Information in % of the financial 36.2% | 63.8% | 100.0%
awareness clusters

) ) Risk Takers
Financial adjusted st. res. (Ad.R) -6.8 6.8
awareness
clusters persons 903 1315 2218
o - 12
No Preference | 0 of thefinancial 4y 50 150 5001 100.0%
awareness clusters
adjusted st. res. (Ad.R) -2.3 2.3
persons 688 915 1603
o .
Thrifty Loyalists | ¢ ©f the financial 42.9% | 57.1% | 100.0%
awareness clusters
adjusted st. res. (Ad.R) 0.2 -0.2
Total in % of the financial persons 2934 3939 6873
awareness clusters 42.7% 57.3% 100.0%

Source: authors® own research, N= N=6873; Pearson’s Chi-square test, sig=0.000
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To analyse our second hypothesis, we examined whether, for segments based on the
financial awareness factors, a correlation could be detected with whether the individual had
learned these financial and economic skills. Based on the results of the Pearson Chi-square
test of significance for the cross-tabulation, H2 was confirmed. (sig=0.000). The analysis of
the internal correlations showed that, according to the absolute values of the adjusted stan-
dardised residuals, the group of knowledgeable financial decision-makers included a much
higher proportion of respondents with financial and economic knowledge than expected.
For Action and Information Risk Takers, it is precisely this lack of knowledge that charac-
terises the members of this group, similarly to the No Preference group.

The results provide unequivocal evidence that financial and economic knowledge plays
a crucial role in determining the dimensions of financial awareness that characterise an
individual. The results underline the crucial importance of financial and economic literacy
education, which is related to the financial decisions of individuals, and that those with
financial literacy are more likely to make informed, frugal, and economically sound deci-

sions.

CONCLUSIONS

One of the main aims of our research was to demonstrate that financial awareness can be
used to segment the sample. Based on the results, we were able to create (H1 confirmed)
and characterise well-differentiated segments, such as the group of Conscious Financial
Decision Makers, characterised by the intention to save and the ability to make informed
financial decisions. Furthermore, the segment of “Risk takers who are not averse to risk
and who put action and cheapness criteria before quality”. A cluster of “Preference-free”
individuals with immature values and “Thrifty loyalists” who follow their parents’ example
and are loyal to their chosen financial service provider.

The segments based on financial awareness were characterised according to the econo-
mic and financial background of their subjects. After establishing the correlation between
the two variables (H2 confirmed), we can also say that financial awareness is reinforced by
the existence of financial, economic knowledge. This confirms to a large extent the impor-
tance of educating and teaching young people about finance and economic issues, and of
adequately integrating this kind of knowledge into the curricula. The results of the research
clearly show that in the absence of such knowledge, individuals are much more willing to
take risks in financial matters and investments without due consideration and justification.
If more people are to be able to make well-informed financial decisions based on sound
information, there is a need for education and targeted transfer of financially literate know-
ledge.
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