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Table 1
Attitudes towards shopping among the seniors surveyed (%)
Attitude towards shopping
ftems I like it very much I like it I do shopping | don't like it
because | have to
Total 24.8 34.3 26.3 14.6

Age:

65-74 39.3 40.3 15.2 5.2
75-84 19.0 39.5 214 20.1
85 and more 16.1 23.1 423 18.5
Sex:

Female 26.7 35.1 24.3 10.9
Male 22.9 33.5 28.3 18.3
Education:

Primary 23.5 33.6 29.5 13.4
Basic vocational 226 352 25.8 16.4
Secondary 27.3 339 26.7 121
Higher 25.8 345 23.2 16.5
Income per capita:

Up to PLN 2000.00 125 30.9 34.2 224
PLN 2001.00-3000.00 21.7 31.8 27.8 18.7
PLN 3001.00-4000.00 30.5 35.2 20.9 134
More than PLN 4000.00 345 39.3 22.3 39
Place of residence:

Warsaw 26.1 35.2 24.9 13.8
Krakow 25.6 35.7 25.8 12.9
Lodz 23.9 34.3 26.7 15.1
Wroctaw 248 339 25.1 16.2
Poznan 26.1 35.0 257 13.2
Gdarisk 25.8 341 25.9 14.2
Katowice 25.1 33.9 26.9 14.1
Lublin 22.9 33.7 27.3 16.1
Biatystok 22.8 34.2 27.8 15.2
Torun 24.9 33.0 27.0 15.1
UTA students 27.9 37.2 24.0 10.9
Parochial community members 217 314 28.6 18.3

Source: The author's research.

far more inclined to do more frequent shopping but also declared that shopping was
a great pleasure for them, as compared with men (Kendall’s tau-b coefficient was
0.117 for p <0.01). In turn, a better financial situation made the seniors interviewed
not only do shopping more often but also more frequently claim that shopping
was a source of big or very big pleasure (Kendall’s tau-b coefficient was 0.109 for
p <0.01). In addition, some of them (mostly women) said that they liked shopping
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or liked it very much, emphasising that they often did shopping with a neighbour or
friend.

In contrast, the greatest reluctance to shop was reported by the oldest seniors
(85+), mostly men with higher and basic vocational education, earning a per capita
monthly income not exceeding PLN 2000.00 and living in Wroctaw and Lublin.

Having general knowledge of the frequency of shopping done by the seniors
surveyed, a question may be asked: When making purchase decisions, do older
people fit into the consumer trend of deconsumption?

Implementation of deconsumption in consumer behaviour of the seniors surveyed

Before making any decision, in particular before buying products, senior re-
spondents assess whether their purchase is actually necessary or whether it is solely
intended to raise their own material status. Over 82% of them declare that they buy
carefully — just as much as they need at a given moment, which reduces the risk of
wastage. In the decision-making process, over 3/5 of them gather product informa-
tion confirmed by other consumers. Such behaviours should probably be assessed
positively since they reduce the risk of buying a wrong product that is contrary to
expectations (Table 2).

Table 2
Consumer behaviour of the seniors surveyed that can be classified as deconsumption (%)
List of responses Wheng ver Rarely Never
possible

| buy carefully, only as much as needed at the moment 493 32.5 18.2
Before | buy a product, | gather product information confirmed by 195 49 356
other consumers
| use water sparingly 66.2 27.2 6.6
I limit gas consumption 58.2 316 10.2
| use electricity sparingly 67.1 271 58

Source: The author's research.

The percentage of people aged 65+ exhibiting various deconsumption behav-
iours is gradually increasing, although the results obtained are not satisfactory in
many respects and are additionally dependent upon sex, age, disposable income and
place of residence. As shown by the findings, many respondents admitted that they
used water (93.4%), electricity (94.2%) and gas (89.8%) sparingly. In the three cas-
es, those who did so whenever possible were the dominant group. Concerning elec-
tricity saving, senior respondents most frequently switched off the light in unused
rooms, used energy-saving light sources and other energy-saving devices. In turn,
gas saving refers to simple everyday activities such as cooking meals and water for
tea and coffee — respondents stated that they did not boil more water than they actu-
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ally needed, used covers on pots when preparing meals and made sure that the gas
stove fire did not go beyond the edge of the pot. As regards water saving, seniors’
behaviours involve simple solutions such as refraining from using running water if
not necessary (closing taps during everyday activities) or making sure that the wa-
ter and sewerage system in the flat is leaktight. Respondents also tried to use water
rationally during everyday bathing (shower instead of bath, shorter showers) and
cleaning (they did not use the washing machine if they had not prepared the optimal
amounts of clothes).

Deconsumption behaviour is also manifested as sustainable consumption. The
proportion of seniors who declared that they acted fully in line with the idea of sus-
tainable consumption was much higher among women (13.8%) than men (10.6%) as
well as among university graduates (14.1%) and those earning a monthly per capita
income of more than PLLN 4000.00, mostly inhabitants of Warsaw (13.3%), Poznan
(12.8%) and Gdansk (12.1%), and those actively attending UTA courses (15.1%). In
contrast, older people who considered their consumption to be unsustainable were
seniors with primary education (67.3%), mostly men (57.3%), aged 75—84 (62.3%),
with a monthly income not exceeding PLN 2000.00 per capita (64.1%), living in
Lodz (56.2%) and Katowice (55.8%) and being parochial community members
(56.7%).

In the context of the presented results, the largest group of senior respondents
claimed to use reusable bags (93%), and more than 2/3 of them did so whenever
possible (Table 3). Nearly 93% of seniors sorted waste, of which 63.4% admitted
doing so always. The responses show that those surveyed most often segregate plas-
tic packages, metal and paper. These actions are relatively often taken up by senior
respondents mainly for financial reasons (they save water and electricity due to their
low income and use their own bags to avoid additional spending on disposable bags
at the point of sale, etc.).

The deconsumption trend also encompasses trade and non-trade models where
items are resold, given away or swapped [de Lanauze and Siadou-Martin 2013, pp.
58-61, de Lanauze and Siadou-Martin 2014, pp. 37-39]. This implies that collabo-
rative consumption also plays a vital role within deconsumption. The survey shows
that only 16.1% of respondents declared that they knew what this consumer trend
essentially involved and only 9.2% of them took an active part in it (Table 4).

More than half of senior consumers (often or more rarely) buy used products
that they purchase on web portals or in second-hand shops. Those interested in such
shopping are most frequently women aged 65—74 who have completed secondary or
basic vocational education, have a disposable income not exceeding PLN 2000.00
per capita, and live in £.odz (55.2%), Poznan (52.6%) and Krakow (51.3%). The
main driver for such purchases is the opportunity to buy undamaged and still func-
tional products and the reluctance to overpay for new ones (41.5%). For 19.3%,
it is a lower price and in the case of 18.8% — an opportunity to buy a product that
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Table 3
Consumer behaviour of the seniors surveyed that can be classified as sustainable consumption (%)
List of responses Wheng ver Rarely Never
possible

| buy carefully, only as much as needed at the moment 493 325 18.2
Before | buy a product, | gather product information confirmed 195 4.9 356
by other consumers
Before | buy a product, | always check its expiry date 62.3 29.6 8.1
Before | buy a product, | check if it is biodegradable (recyclable) 11.2 58.2 30.6
| use reusable bags 66.8 26.2 7.0
I choose products in green, minimised packaging 10.6 40.2 49.2
I avojd purchasing disposable items (plates, cups, cutlery, M5 234 35.1
plastic bags)
| regularly sort waste 63.4 29.6 7.0
| throw out used batteries into special containers 452 34.1 20.7
| replace light bulbs with energy-saving ones 55.5 325 12.0
| buy energy-efficient equipment 35.2 47.0 17.8
| throw out expired drugs into special containers 17.6 20.1 62.3
| collect waste separately 28.2 29.1 42.7
| return glass bottles to collection points 218 19.9 58.3
| buy drinks in recyclable packaging 240 18.2 57.8
| pay attention to eco-labels 14.4 34.9 50.7

Source: The author’s research.

Table 4

Seniors’ activities associated with collaborative consumption (%)

List of responses Wheng ver Rarely Never
possible

| buy second-hand products (clothing and footwear) in second- 243 2.8 492
hand shops or on web portals
I make cashless exchanges of needless clothes and shoes 58 2.6 91.9
| make cashless exchanges of read books and unwanted gifts 6.4 2.1 915
Using a website, | make available one of rooms in my flat/
house for a fee, in the period of my choice 35 31 934
| swap various items, both used and unused, with strangers 04 0.7 98.8
| buy more expensive products to co-own them with other 03 3.0 9%.7
consumers
| rent my car or motorcycle to strangers via an Internet 04 17 98.2
platform/application

Source: The author’s research.
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they cannot afford if it is new. In turn, 12.7% of the seniors surveyed perceive such
purchases as a possibility of buying a unique product, whereas 7.7% give differ-
ent reasons. Almost every twelfth senior declared having made a cashless exchange
of unnecessary clothes and footwear, read and needless books and unwanted gifts
in order to reduce spending on clothing, footwear and books. Literature refers to
such consumer behaviour as clothswap. More broadly, cashless direct exchange of
goods can be regarded as a good example of fashion for saving and eco-friendli-
ness in an unconventional style and is commonly termed swapping. Such behaviours
were reported mostly by inhabitants of £.6dz (10.1%) and Warsaw (9.9%) who were
UTA students (10.3%). They were mostly women with secondary education, having
a monthly disposable income not exceeding PLN 2000.00 per capita. In turn, every
fifteenth senior declared having made one of the rooms in their flat/house available
for a short period of their choice via a webpage in order to earn additional money.
Such consumer behaviour is known as roomsharing. This response was indicated
mainly by seniors from Gdansk (7.4%), Krakéw (6.9%) and Torun (6.8%). They
were mostly persons of 65—74 years of age with secondary or higher education and
a monthly per capita income under PLN 3000.00, who were also parochial com-
munity members (6.9%). On the other hand, the least popularity among the seniors
surveyed is enjoyed by carpooling (1.8%), rental of necessary items from private in-
dividuals for a fee (1.1%) and purchase of more expensive products to be co-owned
with other consumers (0.6%). The last two forms of collaborative consumption are
associated with high uncertainty, hence the respondents’ reluctance to take such op-
portunities. In order to overcome this stereotype, a change in mentality as such is
not enough. The basis of collaborative consumption is trust in another unknown
person. Without putting trust in a stranger, there is no chance of consumers behav-
ing in a manner that would be in line with collaborative consumption. According to
the collected data, the majority of seniors surveyed admit that the key disadvantage
of collaborative consumption is the lack of full trust in strangers. It can therefore be
supposed that such perception of the downsides of collaborative consumption by
respondents may (but does not have to) be meaningful as regards their negligible
interest in this consumer trend.

Deconsumption also involves ethical consumption. Only one in five older
people felt that they had made a consumer choice based on the social reputation of
a company, while one in eight declared having refrained from a purchase because of
social or environmental considerations. About 15% of them claimed that they did not
buy products tested on animals, whereas only every tenth senior consumer said that
they avoided buying products from countries known for gross violations of human
rights, such as Indonesia, North Korea or Myanmar. This answer was mostly indicat-
ed by seniors aged 6574, with a higher education degree, a monthly income exceed-
ing PLN 3000.00 per capita, living mainly in Warsaw (19.3%), Poznan (17.8%) and
Gdansk (16.9%), and actively attending UTA courses (19.7%). However, the survey
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also reveals that a relatively small percentage of seniors (16.4%), when shopping for
clothes and footwear or electronics, pay attention to information about compliance
with employee/human rights in factories of clothing, footwear and electronics manu-
facturers and to eco and/or social labels (e.g. Fairtrade certificate, Ecolabel) inform-
ing that the product is eco-friendly and/or comes from Fair Trade. Slightly greater
importance is attached to eco-friendliness and responsible production in the case of
food, although it is nutritional values and composition of the product that primarily
matter. Over 1/4 of the surveyed people aged 65+ who buy clothing and footwear,
electronics, and food would be willing to pay more if they were certain that these
products were manufactured in a more responsible manner. In the case of seniors
buying clothing and footwear, this proportion was 28.2, and 27.3% for electronics.
This percentage stood at 29.1% for those buying food. Women aged 65-74 with
higher education, earning a monthly per capita income of above PLN 3000.00, liv-
ing in Warsaw (27.6%), Poznan (26.6%) and Wroctaw (26.1%) and attending UTA
courses (29.1%) declared eagerness to pay more for products manufactured in a
responsible manner generally more often than their male counterparts.

What is indirectly connected with ethical consumption is the idea of Fair Trade.
The survey shows that only one out of three senior respondents heard about this idea.
These were mostly young old female respondents with higher education, earning
PLN 3001.00-4000.00 and above PLN 4000.00 per capita, primarily living in War-
saw (26.3%), Poznan (21.7%) and Wroctaw (18.9%), and actively attending UTA
courses. On the other hand, the fewest respondents exhibiting consumer behaviour in
line with ethical consumption and the so-called ecological intelligence lived in Torun
(6.5%) and Bialystok (5.2%). It was also noted that senior members of parochial
communities were less aware of environmental issues and less frequently displayed
consumer behaviours consistent with ethical consumption (6.8%).

Senior consumers most commonly buy the following Fairtrade-certified food
products: coffee (beans and instant), tea, cocoa, yerba mate, chocolate, nuts (cash-
ews, groundnuts and Brazil), dried fruit (mango, pineapple, dates), bananas, spices
(sea salt, vanilla sticks, peppercorns) and sweets (spelt biscuits, crispy bars). As re-
gards non-food products, the most frequently purchased products with the FairTrade
logo include craft products: textiles (tablecloths, tapestries), carpets, clothing and
home furnishings.

What is linked with deconsumption is social movements promoting eco-friendly
consumption. Voluntary simplicity is a good example. It is closely correlated with
anti-consumerism. The survey shows that the most frequently chosen form of con-
sumption simplicity is the production of food at home. Every fourth senior respond-
ent grows fruit and vegetables in gardens on their premises or on garden plots. In
turn, nearly 3/5 of respondents produce home-made products such as compotes, pre-
serves and jams. More than 2/5 of people aged 65+ give up driving and choose pub-
lic transport and bicycle instead. These behaviours, which perfectly fit into the Vol-
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untary Simplicity Movement, were most often displayed by seniors living in Poznan
(61.7%), Warsaw (60.3%) and Wroclaw (58.6%). They were mostly women with
higher or secondary education, having a monthly disposable income of over PLN
4000.00 per capita, and actively attending UTA courses (61.2%).

Deconsumption behaviour is also manifested as local consumption, where con-
sumers attach great importance to the shopping place. Many senior consumers want
to find everything they need easily and relatively quickly, hence not only shop ar-
rangement and appropriate product display are vital but it is also the shop proximity
that matters. People aged 65+ expect shops to offer them good value for money.
Shopping atmosphere is also becoming ever more important to seniors. It is a factor
that makes seniors differentiate between shops more and more strongly. In addi-
tion, senior consumers have learned by now that they gain more by visiting not only
various kinds of shops (discounts, corner shops), supermarkets and hypermarkets
but, above all, local bazaars and markets since it is there that they can not only buy
fresh and healthy products but also spend time, meet their neighbours and talk to
sellers. In the last few years, especially after the recent economic crisis, shopping at
markets, bazaars and small corner shops has become fashionable again. Over 2/5 of
respondents admitted frequently doing shopping at markets and small corner shops.
The inhabitants of Warsaw and Wroctaw shopped at corner shops and bazaars most
often (43.5% and 40.8% respectively), whereas respondents living in Torun did so
least frequently (31.3%). They were mostly women aged 75—-84 and 85 and more
who had completed secondary vocational and higher education and had a monthly
income of more than PLN 2000.00 per capita. Senior consumers doing shopping at
small shops and local bazaars usually bought fruit and vegetables (87.8%), cold cuts
(57.6%), meat (51.4%), poultry (36.9%) and dairy products (27.4%). As for non-
-food products, clothing (32.6%), footwear (30.2%) and cosmetics (27.3%) were the
most popular ones among shoppers.

Respondents regularly shopping at small corner shops and bazaars think that
such locations have many advantages. These include: freshness of food (78.5%),
proximity to the place of living (68.4%), possibility of ordering a specific product
that is not generally in stock (53.6%), and friendly service and trustworthiness of
shop assistants (53.5%).

The above behaviours and attitudes of senior consumers, aimed at moderate
consumption of goods and services, perfectly fit into the consumer trend called de-
consumption, which is becoming a serious alternative to consumerism.

Taking into account the presented survey results, some limitations ensuing from
a small research sample should be borne in mind. Following the conclusions made,
they should not be treated as representative of the population of Polish senior con-
sumers. They only provide some insight into actual behaviours of seniors as part of
deconsumption.
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This publication should contribute to a broader discussion and exchange of
views on deconsumption among those aged 65+, thereby encouraging other Polish
scholars and researchers from various scientific and research centres to carry out
extensive research in this area.

Conclusion

Deconsumption regards a reduction in current consumption and involves con-
sumers choosing different types of encounters and experiences much more frequently
than material goods, which is a kind of transformation of product-related preferences
from material to emotional. They reject the satisfaction achieved by acquiring goods
and seek direct satisfaction that ensues from sharing and being with their close ones.
Deconsumption does not, however, mean total abandonment of consumption and the
start of, for example, a freegean lifestyle but only its limitation to rational propor-
tions. Such an approach may result from an uncertain economic situation, preference
for quality over quantity of consumed goods, decreased consumption of material
goods to consume non-material goods instead, as well as common sense and rational
satisfaction of needs. Deconsumption also implies looking for alternatives to buy-
ing. Repair, exchange, shared use or handmaking are ideas that not only help protect
the natural environment by reducing the number of manufactured goods but also
can make free time more enjoyable. Undoubtedly, the abandonment of excessive
consumption and being “eco” is nowadays, especially in highly developed countries,
becoming more prestigious in many instances than having large amounts of luxury
goods fitting into conspicuous consumption.

The survey clearly shows that the level of deconsumption, and thus consumer
behaviour consistent with this trend, is most influenced by demographic and social
characteristics of those aged 65+ such as: age, sex, education, income and place of
residence. It turned out that the female seniors surveyed evinced more interest in
deconsumption than their male counterparts. Following the analysis, it can also be
concluded that young old people (65—74) who have completed higher and secondary
education, earn a monthly income of above PLN 3000.00 per capita, live in War-
saw, Gdansk, Wroclaw and Poznan and actively participate in UTA courses are most
strongly influenced by the deconsumption trend, which is becoming an increasingly
common way of life for the elderly.

Taking into account the presented survey results, certain limitations resulting
from a relatively small research sample should be borne in mind. Following the
conclusions made, they should not be treated as representative for the population of
Polish senior consumers. They only provide some insight into actual deconsump-
tion-related behaviours of Poles aged 65+. This publication should contribute to
a broader discussion and exchange of views on deconsumption, thereby encouraging
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other Polish scholars and researchers from various scientific and research centres to
carry out extensive research in this area.
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Dekonsumpcja w zachowaniach konsumenckich oséb starszych w Polsce

Abstrakt: Dekonsumpcja przejawia si¢ dobrowolnym odejsciem konsumentéw od zacho-
wan zorientowanych na zaspokajanie kreowanych przez marketerow pragnien na rzecz
wyboru $wiadomego, racjonalnego i etycznego, zwigzanego z zaspokajaniem odczuwa-
nych potrzeb. Podstawowa istota tego trendu konsumenckiego jest dobrowolne odejscie
od egocentrycznych zachowan konsumpcyjnych, ktére moga by¢ zaréwno konsekwencja
motywacji egocentrycznej jednostki zorientowanej na dobro, jak i wynikajacej z troski
o dobro grup spotecznych, przysztych pokolen oraz o srodowisko naturalne lub wynika¢
z motywacji czysto altruistycznej. Celem artykutu jest poznanie przyczyn i zakresu dekon-
sumpcji w zachowaniach konsumenckich 0sob w wieku 65+ w Polsce. Opracowanie sktada
si¢ z dwoch czgsci: teoretycznej i empirycznej. W pierwszej z nich na podstawie krytycznej
analizy literatury wyjasniono pojecie i istote¢ dekonsumpcji oraz kluczowe formy ktore ona
przyjmuje oraz uwarunkowania. Druga zasadnicza czg$¢ pracy ma charakter empiryczny.
Podstawe wnioskowania stanowi material badawczy pozyskany dzigki przeprowadzonym
przez autora badaniom w formie wywiadu kwestionariuszowego wsrod polskich seniorow.
Z przeprowadzonego badania wynika, ze na poziom dekonsumpcji, a tym samym na za-
chowania konsumenckie wpisujace si¢ we wspomniany trend konsumencki wsréd oséb
w wieku 65+, najwigkszy wptyw maja czynniki demograficzno-spoteczne, takie jak: wiek,
pte¢, poziom wyksztalcenia, poziom dochodéw i miejsce zamieszkania. Okazato sig, ze ba-
dane seniorki wykazywaly wigksze zainteresowanie zjawiskiem dekonsumpcji niz seniorzy.
Z przeprowadzonej analizy mozna rowniez konstatowac, ze osoby w wieku podesztym
(65-74 lata), legitymujace si¢ wyksztalceniem wyzszym i srednim, osiagajace miesigczny
dochdd per capita powyzej 3000,00 zt, zamieszkujace Warszawe, Gdansk, Wroctaw i Po-
znan oraz aktywnie uczestniczace na zajgciach organizowanych przez UTW, w najwigkszym
stopniu ulegaja dekonsumpcji, ktora to staje si¢ dla 0sob starszych coraz powszechniejszym
sposobem na zycie.

Stowa kluczowe: dekonsumpcja, konsumpcja, seniorzy, zachowania konsumentow
Kody JEL: M30, M31
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