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rence ofthe latter when it occurs itself. An indicator is a measurable, i.e. empirically 
available, variable. When eonsurner behaviours are investigated, indicators explain­
ing their complexity include demographic (sex, age, place o f residence, household 
size) and socio-economic indieators ( education, disposable income ). 

The survey covered 72% of women, with only every third respondent being 
There were definitely more women than men, and people aged 65-74 formed 

the largest age group in the sample. Place of residence was also an important vari­
able in the research. In line with the research assumptions, the sample comprised 
respondents who lived in the largest Polish cities. 

Respondents were also asked about their level of education. The questionnaire 
included four of education: basie voeational, secondary and high­
er. Seniors with secondary education formed the largest group. Nearly 2/5 of those 
surveyed declared this level. Every third respondent had completed basie vocational 
education, and every fifth was a university graduate. In the sample surveyed, seniors 
with primary education constituted the smallest proportlon (10.8%). 

Nearly half ofthose surveyed were members ofhouseholds consisting oftwo 
persons, while less than 2/5 represented single-person households. Every ninth re­
spondent was a member of a three-person household. 

The largest group of respondents included people whose monthly per capita 
ineome ranged from PLN 2001.00 to PLN 3000.00. For every third respondent, 
the income did not exceed PLN 2000.00. In tum, every sixth senior had a month­
ly disposable income of between PLN 3001.00 and PLN 4000.00 per capita. The 
smallest group of respondents included households where the income was above 
PLN 4000.00 per capita a month. 

Findings and discussion 

Gonsumer behaviour of people aged 65+ 

Respondents' attitude towards shopping is an extremely important element to 
consider when analysing seniors' shopping habits and preferences (Table 1). 

In the context ofthe findings, it can be concluded that almost 3/5 of seniors like 
shopping or like it very much. Every third person aged 65+ claims to be reluctant to 
shop, and only every seventh senior admits disliking shopping. 

A positive or negative attitude towards shopping is determined by age, educa­
tion level and wealth o f the seniors surveyed. Shopping is a big or very big pleasure 
for people aged 65-7 4, mostly w omen with seeondary or high er education, eaming a 
monthly inoorne of over PLN 3000.00 per capita and Iiving in Warsaw, Kraków and 

The survey results indicate that more senior university graduates reported 
that they liked shopping than those with primary education (Kendall's tau-b coef­
ficient was 0.161 for p 0.0 l). The analysis also suggests that w omen not only were 
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Table 1 
Attiłudes towards shopping among the seniors surveyed (%) 

Attitude towarcis shopping 
ltems l do shopping llike it very much llike it 

because l have to l don't like it 

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 21.4 20.1 
85 and more 16.1 23.1 42.3 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 22.6 35.2 25.8 16.4 
Secondary 27.3 33.9 26.7 12.1 
Higher 25.8 34.5 23.2 16.5 

Inoorne per capita: 
Up to PLN 2000.00 12.5 30.9 34.2 22.4 
PLN 2001.00-3000.00 21.7 31.8 27.8 18.7 
PLN 3001.00-4000.00 30.5 35.2 20.9 13.4 
More than PLN 4000.00 34.5 39.3 22.3 3.9 

Place of residence: 
Wars21tł 26.1 35.2 24.9 13.8 
Kraków 25.6 35.7 25.8 12.9 
Łódź 23.9 34.3 26.7 15.1 
Wrocł2Nł 24.8 33.9 25.1 16.2 
Poznań 26.1 35.0 25.7 13.2 
Gdańsk 25.8 34.1 25.9 14.2 
Katowice 25.1 33.9 26.9 14.1 
Lublin 22.9 33.7 27.3 16.1 
Białystok 22.8 34.2 27.8 15.2 
Toruń 24.9 33.0 27.0 15.1 

UTA students 27.9 37.2 24.0 10.9 
Parochial community mambers 21.7 31.4 28.6 18.3 

Sounce: 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 coe:fficient was 
0.117 for p~ 0.01). In tum, a betterfi.nancial situation made the seniors interviewed 
not only do shopping more often but also more frequently claim that shopping 
was a source ofbig or very big pleasure (Kendall's tau-b coefficient was 0.109 for 
p~ 0.01). In addition, some ofthem (mostly women) said that they lik.ed 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 m en with higher and basie vocational education, eaming a per capita 
monthly income not exceeding PLN 2000.00 and Iiving in Wrocław and Lublin. 

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

lmplementation of deconsumption in eonsurner 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% ofthem 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 produet informa­
tion confirmed by other consumers. Such behaviours should probably be assessed 
positively since they reduce the risk of buying a wrong produet that is contrary to 
expectations (Table 2). 

Table 2 
Censumer behaviour of the sen iors surveyed that can be classifted as deconsumption (%) 

Ustofresponses 
Whenever 

Rarely Never possible 

l buy carefully, only as much as needed at the moment 49.3 32.5 18.2 
Before l buy a product, l gather produet information confirmed by 

19.5 44.9 35.6 other consumers 
l use water sparingly 66.2 27.2 6.6 
l limit gas consumption 58.2 31.6 10.2 

l use electricity sparingly 67.1 27.1 5.8 

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%), electrlcity (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 tum, 
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 fiat is leaktight. Respondents also tried to use water 
rationally during everyday batbing (show er instead of bath, shorter showers) and 
cleaning (they did not use the washing machine ifthey had not prepared the optima! 
amounts o f 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 (l 0.6%) as 
we11 as among university graduates (14.1%) and those earning a monthly per capita 
income ofmore than PLN 4000.00, mostly inhabitants ofWarsaw (13.3%), Poznań 
(12.8%) and Gdańsk (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%), Iiving in 
Łódź (56.2%) and Katowice (55.8%) and being parochlal 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 electrlcity due to their 
low inoorne 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 eonsurner trend 
essentia11y involved and only 9.2% ofthem took an active part in it (Table 4). 

More than half o f senior consumers ( often or more rarely) buy used products 
that they purchase on web portais or in second-hand shops. Those interested in such 
shopping are most frequently women aged 65-74 who have completed secondary or 
basie vocational education, have a disposable income not exceeding PLN 2000.00 
per capita, and live in Łódź (55.2%), Poznań (52.6%) and Kraków (51.3%). The 
main driver for such purchases is the opportunity to buy undamaged and sti11 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 produet that 
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Table 3 
Gonsumer behaviour ot the sen iors surveyed that can be classified as sustainable consumption (%) 

List of responses Whenever Rarely Never 
possible 

l buy carefully, only as much as needed at the moment 49.3 32.5 18.2 
Before l buy a product, l gather produci infonnation eonfinnad 

19.5 44.9 35.6 by other consumers 

Before l buy a producl, l always check its expiry dale 62.3 29.6 8.1 
Before l buy a product, l check: if it is biodegradable (recydable) 11.2 58.2 30.6 
l use reusable bags 66.8 26.2 7.0 

l choose producls in green, minimised packaging 10.6 40.2 49.2 
l avoid purchasing disposable items (plates, cups, cutlery, 41.5 23.4 35.1 plastic bags) 
l regularly sort waste 63.4 29.6 7.0 
l throw out used batteries into special containers 45.2 34.1 20.7 
l replace light bulbs with energy-saving ones 55.5 32.5 12.0 

l buy energy-efficient equipment 35.2 47.0 17.8 
l throw out expired drugs into special containers 17.6 20.1 62.3 
l colleci waste separately 28.2 29.1 42.7 

l return glass bottles to collection points 21.8 19.9 58.3 
l buy drinks in recyclable packaging 24.0 18.2 57.8 
l pay attention to eco-labels 14.4 34.9 50.7 

Source: The author's researclh. 

Table 4 
Seniors' activities associated with collaborative consumption {%) 

List of responses 
Whenever 

Rarely Never possible 

l buy second-hand products (dothing and footwear) in second-
24.3 26.8 49.2 hand shops or on web portais 

l make cashless exchanges of needless clothes and shoes 5.8 2.6 91.9 
l make cashless exchanges of read books and unwanted gifts 6.4 2.1 91.5 
Using a website, l make available one of rooms in my flat/ 
house for a fee, in the period of my choice 3.5 3.1 93.4 

l swap various items, both used and unused, with strangers 0.4 0.7 98.8 
l buy more expensive products to co-own them with other 
consurners 0.3 3.0 96.7 

l rent my car or motorcyde to strangers via an Internet 
0.1 1.7 98.2 platform/application 

Source: The author's researclh. 
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they cannot afford if it is new. In tum, 12.7% of the seniors surveyed perceive such 
purchases as a possibility o f buying a unique product, whereas 7. 7% give differ­
ent reasons. Almost every twel:fth 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 eonsurner 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 reportedmostly by inhabitants ofŁódź (10.1%) and Warsaw (9.9%) who were 
UTA students (l 0.3%). They were mostly women with secondary education, having 
a monthly disposable income not exceeding PLN 2000.00 per capita. In tum, every 
fifteenth senior declared having made one of the rooms in their flatlhouse available 
for a short period of their choice via a webpage in order to earn additional money. 
Such eonsurner behaviour is known as roomsharing. This response was indicated 
mainly by seniors from Gdańsk (7.4%), Kraków (6.9%) and Toruń (6.8%). They 
were mostly persons of65-74 years ofage with secondary or higher education and 
a monthly per capita income under PLN 3000.00, who were also parochlal com­
munity members (6.9%). On the other hand, the least popularity among the seniors 
surveyed is enjoyed by carpooling (1.8%), rental ofnecessary items from private in­
dividuals for a fee ( 1.1%) and purchase o f more expensive products to be co-owned 
with other consumers (0.6%). The last two formsof 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 consurners behav­
ing in a manner that would be in line with collaborative consurnption. According to 
the collected data, the majority of seniors surveyed adrnit that the key disadvantage 
of collaborative eonsumptlon is the lack of fuli trust in strangers. It can therefore be 
supposed that such perception of the downsides of collaborative consurnption by 
respondents may (but does not have to) be meaningful as regards their negligible 
interest in this eonsurner trend. 

Deconsurnption also involves ethical consurnption. Only one in five older 
people felt that they had made a eonsurner 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% ofthem claimed that they did not 
buy products tested on animals, whereas only every tenth senior eonsurner said that 
they avoided buying products from countries known for gross violations of hurnan 
rights, such as Indonesia, North Korea or Myanmar. This answer was mostly indicat­
ed by seniors aged 65-7 4, with a higher education degree, a monthly income exceed­
ing PLN 3000.00 per capita, living mainly in Warsaw (19.3%), Poznań (17.8%) and 
Gdańsk (16.9%), and actively attending UTAcourses (19.7%). However, the survey 
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also reveals that a relatively smali percentage of seniors (16.4%), when shopping for 
clothes and footwear or electronics, pay attention to information about compliance 
with employee/hurnan rights in factories of clothing, footwear and electronics manu­
facturers and to eco andlor sociallabels (e.g. Fairtracle certificate, Ecolabel) inform­
ing that the produet is eco-friendly andlor 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 o f the produet that primarily 
matter. Over 114 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, Iiv­
ing in Warsaw (27.6%), Poznań (26.6%) and Wrocław (26.1%) and attending UTA 
courses (29 .l%) clecłared eagemess to pay more for products manufactured in a 
responsible manner generally more often than their małe counterparts. 

What is indirectly connected with ethical consurnption is the idea ofFair 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 Iiving in War­
saw (26.3%), Poznań (21.7%) and Wrocław (18.9%), and actively attending UTA 
courses. On the other hand, the fewest respondents exhibiting eonsurner behaviour in 
line with ethical consurnption and the so-called ecological intelligence lived in Toruń 
(6.5%) and Białystok (5.2%). It was also noted that senior members of parochlal 
communities were less aware of environmental issues and less frequently displayed 
eonsurner behaviours consistent with ethical consurnption (6.8%). 

Senior consumers most commonly buy the following F airtrade-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, peppercoms) and sweets (spelt biscuits, crispy bars). As re­
gards non-food products, the most frequently purchased products with the FairTracle 
logo include cra:ft products: textiles (tablecloths, tapestries), carpets, clothing and 
home :furnishings. 

What is linked with deconsurnption is social movements promoting eco-friendly 
consurnption. Voluntary simplicity is a good example. lt is closely correlated with 
anti-consurnerism. 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 
tum, nearly 3/5 of respondents procluce home-rnade 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 fi t into the Vol-
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untary Simplicity Movement, were most often displayed by seniors living in Pomań 
(61.7%), Warsaw (60.3%) and Wrocław (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 manifesred 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 produet display are vital but it is also the shop proxiinity 
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 di:fferentiate 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, comer 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 smali corner shops has hecorne fashionable again. Over 2/5 of 
respondents admitted frequently doing shopping at markets and small comer shops. 
The inhabitants o f Warsaw and Wrocław shopped at comer shops and bazaars most 
often (43.5% and 40.8% respectively), whereas respondents living in Toruń 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 
smali 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 comer shops and bazaars think that 
such locations have many advantages. These include: freshness of food (78.5%), 
proxiinity to the place of living (68.4%), possibility of ordering a specific produet 
that is not generaiły 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 eonsurner trend called de­
consumption, which is becoming a serious altemative to consumerism. 

Taking into account the presented survey results, some limitations ensuing from 
a smali 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. 



46 T. Zalega l Ekonomiiell i OlgllnizllCjll Gospodarki l.ywnościowej nr 124 (2018), 29-49 

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 o f encounters and experiences much more frequently 
than material goods, which is a kind oftransformation 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. S uch 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 natura! 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 eonsurner 
behaviour consistent with this trend, is most influenced by demographic and social 
characteristics ofthose 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 małe 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, Gdańsk, Wrocław and Pomań and actively participate in UTA courses are most 
strongly infiuenced 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 pubłication should contribute to 
a broader discussion and exchange ofviews 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. 

References 

ALBINSSON P.A., WOLF M., KOPF D., 2010: Anti-consumption in East Germany: Con­
sumer resistance to hyperconsumption, Journal of Consumer Behaviour 9, 412-425. 

ALEXANDER S., 2011: The Voluntary Simplicity Movement: Reimagining the Good Life 
Beyond Consumer Culture, The International Journal ofBnvironmental, Cultural, Bea­
nomie & Social Sustainability 7 (3), 133-150. 

BELK R, 2007: Why not share rather than awn?, Annais ofthe American Academy ofPoliti­
cal and Social Science 611 (1), 126-140. 

BELK R., 2010: Sharing, Journal ofConsumer Research 36 (5), 715--734. 
BENKLER Y., 2004: Sharing nicely: On shareable goods and the emergence oj sharing as 

a modality of economic production, Yale Law Journal 114, 273-358. 
BLACK 1., 2010: Sustainability throughAnti-Consumption, Journal ofConsumer Behaviour 

9, 403-411. 
BLACK I.R., CHERRIER H., 2010: Anti-consumption as part ofliving a sustainability life­

style: daily practices, contextual motivation and subjective values, Journal ofConsumer 
Behavior 9 (6), 467-487. 

BYWALEC Cz., RUDNICKI L., 2002: Konsumpcja [Consumption), PWE, Warszawa. 
CHERRIER H., BLACK I. R, LEE M ., 2011: Intentional non-consumptionfor sustaina­

bility: Consumer resistance andlor anti-consumption? Buropean Journal ofMarketing 
45 (11112), 1757-1767. 

COVA B., 1997: Community and consumption tawards a definition ofthe "linking value" of 
produet and services, Buropean Journal ofMarketing 31 (3/4), 297-316. 

COVA B., DALLI D., 2009: Warking consumers: the next step in marketing theory?, Market­
ing Theory 9 (3), 315-339. 

De LANAZUE G.S., SIADOU-MARTIN B., 2013: Pratiques et motivations de deconsom­
mation: Une approche par la theorie de la valeur, Revue Fran~aise de Gestlon l (230), 
55-73. 

De LANAZUE G. S., SIADOU-MARTIN B., 2014: Duree de vie des produits: les effets 
del'obsolescence prematuree perąue sur la relation a la marqu, Rapport, Universite 
Montpellier II Sciences et Techniques du Languedoc, Montpellier. 

DUG AR K.K., 2017: Consumers 'Perceptions ofVoluntary and Involuntary Deconsumption: 
An Exploratory Sequential Scale Development Study, Biectronie Theses and Disserta­
tions, available at: https://digitalcommons.du.edu/etd/1304 [accessed: 16.03.2018). 

ETZIONI A., 2004: The Post Affluent Society, Review of Social Economy 62 (3), 404-420. 
FLAMING J. H., 2015: Baby boomers are opening their wallets, Business Journal, available 

at http://www.gallup.com/businessjournal/1813 67/babyboomers-opening-wallets.aspx 
[accessed: 16.03.2018]. 

FREESTONE O.M., MCGOLDRlCK P.J., 2008: Motivations ofthe ethical consumer, Jour­
nal ofBusiness Ethics 79,445-467. 



48 T. Zalega l Ekonomiiell i OlgllnizllCjll Gospodarki l.ywnościowej nr 124 (2018), 29-49 

GUll..LARD V., 2017: Comprendre la relation collaborative d'echange de temps au sein des 
Accorderies Une analyse par la theorie de l'echange social, Revue Fran~aise de Ges­
tion 43 (265), 9--23. 

HARRISON R, NEWHOLM T., SHAW D., 2005: Pressure Groups, Campaigns and Con­
sumers, [in:] R. Harrison, T. Newholm, D. Shaw (eds), The Ethical Consumer, Sage, 
Londyn. 

JACKSON P., 2004: Local Consumption Cultures in a Globalizing World, Transactions of 
the Institute ofBritish Geographers New Series 29 (2), 165-178. 

KAPFERER J.N., KERNSTOCK J., BREXENDORF T.O., POWELL S., 2017: Advances 
in Luxury Brand Management, Series Title: Joumal of Brand Management: Advanced 
Collections, Palgrave Macmillan. 

LIPOVETSKY G., CHARLES G., 2005: Hypermodern Times: Themesfor the 21st Century, 
Polity Press, Cambridge UK. 

LEONARD A., CONRAD A. 20 l 0: The story of stuff: The impact of overconsumption on 
the planet, our communities, and our health-and how we can make it better, Free Press, 
New York. 

MOSCIITS G. P., 1992: Marketing to older consumers. Quorum Books, Westport- Con­
necticut- London. 

PARISE F., 2018: La deconsommation tout le monde en par/e, mais qu'est-ce que c'est?, 
Up'magazine, avaiable at: http://www.up-magazine.info/index.php/decryptages/ 
analyses/7 418-la-deconsommation -tout-le-monde-en-parle-mais-qu -est-ce-que-c­
est [accessed: 15.06.2018]. 

PORTWOOD-STACER L., 2012: Anti-consumption as taelical resistance: Anarchists, sub­
culture, and activist strategy, Joumal ofConsumer Culture 12 (1), 87-105. 

SARTRE J. P., 2007: Byt i nicość. Zarys ontologiifenomenologicznej [Being and nothigness: 
An essay on phenomenological ontology], Wydawnictwo Zielona Sowa, Warszawa. 

SERB DE LANAUZE G., SIADOU-MARTIN B., 2013: Pratiques et motivations de decon­
sommation: une approche par la theorie de la valeur, Revue Fran~aise de Gestion, 39 
(230), 55-81. 

SODill K., 2011: Has marketing comefull circle? Demarketingfor sustainability, Business 
Strategy Serie s 12 ( 4 ), 177-185. 

SZULC E., 2012: Dekonsumpcja- moda czy kryzys [Deconsumption- fashion or crisis], 
Nierówności Społeczne a Wzrost Gospodarczy 24, 316-328. 

ZALEGA T., 2012: Konsumpcja w wielkomiejskich gospodarstwach domowych w Polsce 
okresie kryzysu finansowo-ekonomicznego [The consumption of large-city hauseholds 
in Poland during financial and economic crisis] Wydawnictwo Naukowe Wydziału 
Zarządzania UW, Warszawa. 

ZALEGA T., 2015: Zrównoważony rozwój a zrównoważona konsumpcja- wybrane aspekty 
[Sustainable development and sustainable consumption-selected aspects ], Konsumpc­
ja i Rozwój 4 (13), 3-26. 

ZALEGA T., 2016: Segment osób w wieku 65+ w Polsce. Jakość życia, konsumpcja, zachow­
ania konsumenckie [People aged 65+ inPoland Quality oflife, consumption, consumer, 
behaviour], Wydawnictwo Naukowe Wydziału Zarządzania UW, Warszawa. 

ZALEGA T., 2018: Collaborative consumption in consumer behaviour ofPolishyoungpeo­
ple, Joumal ofEconomics and Management 33(3), 136-163. 



T. Zalega l Ekonomika i Organizacja Gospodarld lywnościowej nr 124 (2018), 29-49 49 

Dekonsumpcja w zachowaniach konsumenckich osób starszych w Polsce 

Abstrakt: Dekonsumpcja przejawia się dobrowolnym odejściem konsumentów od zacho­
wań zorientowanych na zaspokajanie kreowanych przez mruketerów pragnień na rzecz 
wyboru świadomego, racjonalnego i etycmego, związanego z zaspokajaniem odczuwa­
nych potrzeb. Podstawową istotą tego trendu konsumenckiego jest dobrowoJne odejście 
od egocentiycmych zachowań konsumpcyjnych, które mogą być zarówno konsekwencją 
motywacji egocent:rycmej jednostki zorientowanej na dobro, jak i wynikającej z troski 
o dobro grup społecmych, przyszłych pokoleń oraz o środowisko naturaJne lub wynikać 
z motywacji czysto altruistycmej. Celem artykułu jest pomanie przyczyn i zakresu dekon­
sumpcji w zachowaniach konsumenckich osób w wieku 65+ w Polsce. Opracowanie składa 
się z dwóch części: teoretycmej i empirycmej. W pierwszej z nich na podstawie krytycmej 
analizy literatury wyjaśniono pojęcie i istotę dekonsumpcji oraz kluczowe formy które ona 
przyjmuje oraz uwarunkowania. Druga zasadnicza część pracy ma charakter empiryczny. 
Podstawę wnioskowania stanowi materiał badawczy pozyskany dzięki przeprowadzonym 
przez autora badaniom w formie wywiadu kwestionariuszowego wśród polskich seniorów. 
Z przeprowadzonego badania wynika, że na poziom dekonsumpcji, a tym smnym na za­
chowania konsumenckie wpisujące się we wspomniany trend konsumencki wśród osób 
w wieku 65+, największy wpływ mają czynniki demograficmo-społeczne, takie jak: wiek, 
płeć, poziom wykształcenia, poziom dochodów i miejsce zamieszkania. Okazało się, że ba­
dane seniorki wykazywały większe zainteresowanie zjawiskiem dekonsumpcji niż seniorzy. 
Z przeprowadzonej analizy można również konstatować, że osoby w wieku podeszłym 
(65-74 lata), legitymujące się wykształceniem wyższym i średnim, osiągające miesięczny 
dochód per capita powyżej 3000,00 zł, zamieszkujące Warszawę, Gdańsk, Wrocław i Po­
mań oraz aktywnie uczestniczące na zajęciach organizowanych przez UTW, w największym 
stopniu ulegają dekonsumpcji, która to staje się dla osób starszych coraz powszechniejszym 
sposobem na życie. 

Słowa kluczowe: dekonsumpcja, konsumpcja, seniorzy, zachowania konsumentów 
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