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Summary

In the related literature, old age is increasingly recognised as a development 
phase where all areas evolve and transform: from medical and biological, through 
social and economic, to family-related, and personal, individual areas. Population 
ageing is ever more frequently perceived in the context of problems concerning 
various aspects of social and economic life. More and more seniors are following 
new consumer trends, including consumption cocooning. 

This article is a research exercise. Its primary aim is to provide some insight into 
cocooning and to identify the impact of this consumer trend on the decisions made 
by Polish seniors. The first part very synthetically explains the concept and essence 
of the consumption cocooning trend. The next section focuses on the research con-
ceptualisation and a description of the research sample and its characteristics. Based 
on the conducted research, the last part attempts to define consumption cocooning 
within the decision-making process among people aged 65+.
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Introduction

Population ageing is a major social phenomenon in the world today. Besides globalisa-
tion, internationalisation, innovation stimulation and dynamic development of the knowl-
edge-based economy, it is perceived as an important socio-economic trend. It should be 
noted, however, that ageing affects all global and European populations and the populations 
of individual countries and regions. In many European countries, including Poland, this 
process has intensified in recent years, with its implications becoming stronger and stronger. 
Population ageing and intensified depopulation processes have a significant impact on the 
lifestyle, family model and a redefinition of life priorities and, consequently, on consump-
tion and consumer behaviour of households today (Zalega 2016, p. 9).

The functioning of all individuals is influenced by their attitudes towards the environ-
ment, themselves and their old age. The attitude represented by an elderly person is condi-
tioned by many factors. To some extent, it is a transfer of character and personality traits from 
the mature age and a response to one’s current health and economic standing (Czernecka, 
Zalega 2017, p. 173).
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How individuals adapt to old age is reflected in seniors’ lifestyle, which consists of be-
haviours, their motivations and outcomes. Active and passive lifestyles of the elderly are 
most often mentioned. The active lifestyle of seniors, above all, satisfies the desire to be 
useful and needed, gives a sense of fulfilment, independence, enables the transmission of 
life wisdom and gained experience. Upon retiring, the elderly also find new forms of leisure 
pursuits allowing them to actively and successfully live at old age, making activity not only 
a privilege of youth. In contrast, seniors who represent the passive lifestyle are alienated and 
rarely leave their homes. 

Seniors’ lifestyle directly affects their consumer behaviour. Today, seniors are increasing-
ly searching for goods and services that would meet their subjective needs while highlight-
ing their individuality. One of the consequences of changes in consumption among seniors is 
the fact that they follow alternative trends including consumption cocooning. This consumer 
trend implies a certain structure, forms and methods of consumption but also the emergence 
of new needs and motives for their satisfaction. Today, senior consumers are increasingly 
willing to pursue these changes. The purpose of the discussion herein is to identify the influ-
ence of consumption cocooning on the decision-making process of Polish senior consumers. 

This article is a research exercise. Its structure is as follows. The first part very syntheti-
cally explains the concept and essence of the consumption cocooning trend. The next section 
focuses on the research conceptualisation and a description of the research sample and its 
characteristics. Based on the conducted research, the last part attempts to define consump-
tion cocooning within the decision-making process among Polish seniors. Finally, major 
conclusions end this study.

The concept and essence of consumption cocooning – theoretical 
background

The origins of consumption cocooning as a consumer trend date back to the turn of the 
1990s. In 1990, Faith Popcorn (actually Faith Plotkin), an American marketing consultant, 
trendsetter and author of many publications on current social trends, was first to use the term 
“cocooning”. She defined it as “the impulse to stay inside when the outside gets too tough 
and scary, such as turning a home into a nest” (Popcorn 1991, pp. 24–26). According to 
Popcorn, cocooning is a commercially significant phenomenon that promotes the develop-
ment of new technologies and increases the popularity of online shopping, remote work, and 
essentially responds to the requirements of contemporary existence. She distinguished three 
forms of cocooning (Popcorn 1991, pp. 27–28):
1) socialised cocooning, which involves the celebration of home life, meaning the shift of 

focus in everyday life to one’s home, which becomes the centre of human functioning 
that can be entered only by the closest relatives and all those who participate in the ritual 
escape from chaos and everyday life; 

2) wandering cocooning, which involves isolation from the outside world by means of  
iPods, tablets, smartphones or mobile phones, shopping with headphones on, and mani-
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fests as the use of luxury cars in which one can feel at home and avoid direct confronta-
tion with the outside world thanks to the right equipment (GPS, CB-radio, the Internet); 

3) armoured cocooning, which is manifested as excessively cautious use of the Internet, 
installation of alarm systems and surveillance cameras, living in enclosed settlements, 
employment of security companies, etc.
Generally speaking, consumption cocooning is a consumer trend that involves a transfer 

of consumption from public institutions to the home, which simultaneously becomes a place 
that satisfies cultural, educational, leisure, health, etc. needs which were previously met out-
side the home (e.g. in cinemas, cafés, shopping centres). It should also be mentioned that the 
progressive individualisation of lifestyles and the simultaneous escape into privacy, together 
with increasingly better housing conditions and means of transport, information and cultural 
media in households, are conducive to consumption cocooning. 

In addition, it is noted that this consumer trend is fostered by late marriages, fewer large 
families and more small ones, faster adolescence process and entry into adulthood among 
children and the youth, consequently increasing the number of people who are able to inde-
pendently decide on their consumption. Thus, material goods, such as TV sets or cars, so far 
considered as family goods, are becoming personal effects. According to F. van Raaij (2001, 
pp. 343–346), what also matters is changes in the organisation of professional work, notably 
its greater specialisation that makes human behaviour more individual not only in but also 
outside the workplace.

The literature frequently associates cocooning with the so-called privatisation of con-
sumption, which in turn is referred to as the process of commercialisation, namely conver-
sion of public consumption into private consumption and personalisation of consumption. 
These can be regarded as related concepts since the main characteristic of cocooning is 
a specific escape into privacy and, consequently, preference for private consumption. Such 
behaviour is especially fostered by (Bywalec 2007, p. 142; Kieżel 2010, p. 187):
 - individualisation of lifestyles,
 - observed escape into privacy,
 - tiredness of rivalry in the public sphere,
 - more means of transport and modern information and cultural media in households,
 - improved housing conditions and the possibility to install a variety of equipment at home 

to communicate with nearer and more distant environment,
 - shortened and modified working hours and working methods, hence more free time.

Undoubtedly, cocooning is largely a consequence of: the presence of better high-end in-
fotainment equipment (OLED, LCD and plasma TV sets, home cinema, video-on-demand, 
pay-per-view, etc.) in households, the development of atypical forms of employment (especial-
ly teleworking and part-time work), continuous globalisation process, individualisation of 
lifestyles and escape into privacy, increasing popularity of the Internet and wireless phones, 
as well as increased presence of means of transport (adult members often have their own 
means of transport) and modern information and cultural media in households (tablets and 
e-readers are changing the use of cultural heritage). Consumption cocooning contributes to 
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the focus of consumers on their own flat/house and immediate family by seeking seclusion 
at home and celebrating domesticity (Hines 2009, p. 19). It can therefore be argued that 
a return to hearth and home is likely to result from rejection of the hyper-individualism 
concept, which naturally leads to the rehabilitation of family and restoration of its primary 
value. Thus, more and more consumers are fond of spending their free time with the fam-
ily. In order to do so, consumers choose to shift leisure-related services to their own homes 
(Zalega 2012, p. 131).

It should also be borne in mind that individualism, related with consumption cocooning 
and involving the expression of one’s needs, is manifested in defining one’s own taste in 
home design and arrangement, while preserving one’s space within the shared flat/house. 
Making a home means designing one’s space to hide from the outside world but also to 
arrange objects in line with one’s own needs. People enchanted by the prospect of spend-
ing their free time at home are ready to spend hard-earned money on an interior designer, 
wallpaper, furniture and high-end electronics. All this makes flats/houses more pleasant, 
stealthily turning people into voluntary prisoners of their homes. M. Schulter and D. Lee 
(1993, pp. 37–38) point out that on entering our homes, we slam the door shut so as not to 
let other people in, then we enter our rooms and slam the door shut in front of the household 
members; we are next to each other but apart. According to Bauman, “homes are no longer 
warm islands of intimacy among fast cooling seas of privacy. Homes have turned from 
shared playgrounds of love and friendship into the sites of territorial skirmishes, and from 
building sites of togetherness into assemblies of fortified bunkers”. Solitude behind closed 
doors of one’s room seems safer and less risky than living in a shared household (Bauman 
2003, pp. 164–165).

G. Burd, G. Gumpert and S.J. Drucker indicate that flats/houses exist today to protect 
their residents rather than integrate people with the community. Shifting the satisfaction of 
the need to interact with others to the home increases anonymity and social isolation (Burd, 
Drucker, Gumpert 2007, pp. 127–129). Alienation from public life may lead to mixophobia, 
that is an allergic and frantic reaction to strangers and everything that is strange. Its causes 
are sought in the existential condition of contemporary people born and brought up in the 
individualised, liquid world lacking supervising control and characterised by accelerated 
and diffused transformations. Mixophobia arises as a result of the overwhelming sense of 
danger, uncertainty about one’s place in the world, life prospects and the effects of one’s ac-
tions (Bauman 2003, pp. 238–239).

As rightly pointed out by J. Carpentier, the contemporary flat/house is beginning to fulfil 
many new and thus far non-existent social functions, taking over the functions of entertain-
ment and leisure institutions, i.e. theatres, cinemas, philharmonics or operas, and is often the 
site of education (e-learning) or professional work (Carpentier 1997, pp. 22, 82–92). Given 
that more and more households possess home cinemas, computers with Internet access and 
even gyms or swimming pools, one can do many things without leaving home. There is no 
need to buy newspapers or magazines because Internet access makes it possible to obtain 
up-to-date information about the world, economy, fashion, and facilitates participation in 
culture, such as listening to the Internet radio, reading the press, watching TV, or visiting vir-
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tual museums. Content recipients can be its publishers and can create personalised thematic 
channels. Furthermore, there is no need to buy gym membership as adequate equipment is 
present at home. Products so far popular in restaurants and cinemas are appearing at home 
(such as sushi kits, KEG draft beer).

Consumption cocooning is also visible in the case of tourism and is reflected, among 
others, as hiring houses or flats just for oneself. In this way, people try to create their private 
space when leaving their place. They can feel a little at home, without having to stay in 
a hotel or book accommodation elsewhere. This involves personalisation of consumption; 
peoples’ needs in this area can be met individually rather than through mass offering (Szul 
2008, p. 134).

Consumption cocooning is also a consequence of innovation, technological develop-
ment and computerisation that have contributed to the development of all forms of direct 
selling, whereby consumers receive ordered goods directly at home. Prospective customers 
get product information through postal consignments, catalogues, press, radio, television 
or the Internet. Products are also ordered via modern media: mainly the Internet, less often 
telephone or fax. The whole order is made at home. The market allowing for displaying 
products physically is being replaced by a market where the consumer has access only to 
precise information. Distribution in a technologically advanced society is being reduced to 
provision of quick and convenient access to the information system (Berbeka 1999, p. 19).

Given the permanent contact with the whole world, modern technologies used as part 
of consumption cocooning have contributed to the development of the “non-stop” trend. It 
involves an elimination of non-productive interruptions and downtime from life, spending 
time “on the road” using the wireless Internet, eating on the road (on-the-go products) and 
logistical optimisation of household activities (e.g. ordering services via text messages, us-
ing GPS technology). Examples of the “non-stop” trend include geotagging, that is the pro-
cess of linking a particular location, its geographic coordinates to other related data such as 
web pages, RSS feeds, digital photos and videos. Geotagging facilitates the identification of 
where a document was produced, thus making it possible to create: maps with appropriately 
documented photos, document search engines (for example, including photos and videos 
from a certain area), and to indirectly determine the position of the person who took the 
photo (also in order to track his or her position) (Robbitt 2009).

Cocooning is developing also under the influence of mounting anxiety about the worsen-
ing public and social security. This anxiety is also connected with the intensifying rivalry 
among people, with the desire to distinguish oneself from others by means of one’s posses-
sions. Meetings with the close ones and friends are being replaced by indirect telephone 
contacts and virtual conversations. As Z. Bauman rightly notes, (...) not being together but 
avoiding one another and separation have become the most important survival strategies in 
today’s megalopolis. The problem of love and hatred of fellow creatures no longer exists. It 
is enough to keep fellow creatures at arm’s length and the decision is no longer necessary. 
Situations where one has to choose between love and hate are drifting away (Bauman 2009, 
pp. 137–138).
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Cocooning is a consumer trend that is also part of the slow movement philosophy born in 
response to fast food. Initially, slow movement worked under the name of “slow food”, with 
quality food prepared with respect for local tradition, without artificial additives, at its heart. 
Later, this philosophy expanded to a broader term of “slow movement” describing a lifestyle 
without hurry, with respect for oneself and others, where direct relationships, individual de-
velopment and realisation of one’s own dreams prevail (Kozłowski 2012).

Consumption cocooning is also linked with the tendency towards the rise of prosumer. 
It is the effect of blurring differences between production and consumption as a result of 
changes in work organisation and methods that ensue, among others, from technological 
development enabling remote work, thus work at home, with increasing intellectualisation 
of work and its evolution towards creativity. On the one hand, prosumers are individual 
manufacturers of products for their personal use and, on the other, active consumers. Their 
activity manifests itself as the pursuit of information about the products they intend to buy, 
yet they also become co-producers of products, because they want to and often can influence 
product properties or production methods (Zalega 2015, pp. 241–242).

Conceptualisation of research

The empirical material contained in this article comes from direct research conducted 
in the form of a survey questionnaire on a sample of 2537 households in 2014–2015 in ten 
Polish cities of various populations and sizes. In accordance with the research assumptions, 
the sample included persons over 65 years of age who took independent purchasing deci-
sions in the market. In order to select the sample, the selective quota sampling procedure was 
used. The characteristics (quotas) covered by the research were: sex and age.1

This research method was chosen in view of the older age of respondents whose open-
ness to new media (Internet, smartphone, i-Pod) often used in direct research is limited.

The surveys were conducted among participants of the University of the Third Age 
(UTA) at state universities in: Warsaw, Kraków, Łódź, Poznań, Gdańsk, Katowice, Lublin, 
Białystok, Toruń and Wrocław, as well as among members of parochial clubs in parishes lo-
cated in the Archdioceses of Warsaw, Kraków, Łódź, Białystok, Gdańsk, Katowice, Lublin, 
Poznań, Wrocław and the Dioceses of Warsaw-Praga and Toruń.

Selection and characteristics of the research sample

Studying consumer behaviours is an extremely intricate process. This is due to the com-
plexity of consumption and consumer purchasing behaviours in the field of consumer de-
cision-making. Such research encompasses an important step to explain the phenomenon 

1  More on the methodology for the direct research and sample selection in: T. Zalega, Segment osób w wieku 65+ w Polsce. 
Jakość życia, konsumpcja, zachowania konsumenckie [People aged 65+. Quality of life, consumption, consumer behaviour], 
Wydawnictwo Naukowe Wydziału Zarządzania UW, Warsaw 2016, pp. 163–168.
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examined, namely adoption of specific indicators. This is essential because an indicator is 
used to define a certain characteristic of an object or phenomenon which is in such a rela-
tion with another characteristic that indicates the occurrence of the latter when it occurs 
itself. An indicator is a measurable, i.e. empirically available, variable. When consumer be-
haviours are investigated, indicators explaining the complexity of this phenomenon include 
demographic (sex, age, place of residence, household size) and socio-economic indicators 
(education, income). 

The survey covered 71% of women, with only every third respondent being male. There 
were definitely more women than men and people aged 65–74 formed the largest age group 
in the sample2. Place of residence was also an important variable 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 categories of education: primary, basic vocational, secondary and higher education. 
Respondents with secondary education formed the largest group. Nearly 2/5 of those sur-
veyed declared this level. Every fourth respondent was a university graduate, and those with 
basic vocational education represented a similar percentage. In the sample surveyed, people 
with primary education formed the smallest group (11.4%). 

Nearly half of those surveyed were members of households consisting of two persons, 
while fewer than 2/5 represented three-person households. Every sixth respondent was 
a member of a single-person household. 

The largest group of respondents included people whose monthly income per capita did 
not exceed PLN 2000.00. For every third respondent, monthly income per household mem-
ber ranged from PLN 2001.00 to 3000.00. In turn, every fourth person interviewed had 
monthly disposable income per capita of between PLN 3001.00 and 4000.00. The smallest 
group of respondents included households where the income was above PLN 4000.00 per 
capita a month.

Implementation of cocooning in consumer behaviour  
of the seniors surveyed

Seniors largely follow the cocooning trend. Those who do emphasise that its core value 
is fuller and deeper life without stress or hurry. They find joy in simple pleasures, have time 
to reflect and develop spiritually. Nowadays, thanks to the development of technology, con-
temporary flats/houses are fulfilling more and more functions, satisfying consumers’ needs 

2  The Anglo-Saxon literature uses the following division of older people: 1) young old – people aged 60/65–74; 2) old old 
– people aged 75–84; and 3) the oldest old – people aged 85 and more. The age classification in this study is similar to that 
proposed by the WHO. The author divided seniors into: 1) young old – people aged 65–74, 2) old old – people aged 75–84, 
and 3) the oldest old – people aged 85 and more. According to the UN, the conventional old-age threshold is 65. It should be 
remembered, however, that old age is not just the number of years that a person has lived. We distinguish calendar (chrono-
logical) age and biological age. Many factors often cause very large discrepancies between chronological and biological ages.
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in the area of entertainment, culture, leisure, information and development. For nearly 3/5 of 
respondents, it is flat/house that is the main place of recreation, entertainment, information 
and meetings with friends. This answer was most frequently indicated by young old (68.7%) 
and old old seniors (69.7%), mostly men (65.8%) with a monthly per capita income of up 
to PLN 3000.00. On the other hand, every fourth senior regards flat/house as a much less 
important place for meeting such needs. These are mostly young old people (28.6%), mainly 
women (27.9%) with higher education (28.3%) and a monthly income of over PLN 3000.00 
per person.

It should also be highlighted that flat/house most often satisfies needs such as watching 
films, theatre performances or listening to music. By contrast, activities such as watching 
opera performances, exhibitions and works of art, hobbies and interests are more commonly 
undertaken outside the home.

The seniors surveyed who spend most of their free time in their flats/houses most often 
choose passive forms of spending time, i.e. watching TV and films, reading, passive recrea-
tion, computer and the Internet, and listening to the radio. About 16% of respondents choose 
to go out, 11% do sports, 17% meet with friends and acquaintances, and fewer than 3% 
choose out-of-home entertainment such as cinema, theatre or philharmonic.

The passive way of spending free time by people aged 65+ is similar to the British (Neller 
2008, pp. 127–128) and American (older) populations. The majority of free time is spent 
at home in the evening, most often watching TV, talking to the family, taking a shower 
or a bath, eating snacks, reading newspapers, doing housework, and reading mail (Putman 
2008, pp. 373–375). However, such a passive form of spending free time can, on the one 
hand, be a kind of escape from reality, positively influencing the well-being of people aged 
65+ and, on the other hand, may (though not necessarily) lead to seniors slowly withdraw-
ing from real social life, thus causing problems with finding their feet in direct contacts with 
others. According to I. Habuchi, such emotional regression is very likely to result in a variety 
of mental disorders (Habuchi 2005).

Nearly 31% of respondents, primarily seniors aged 85 or more, most frequently spend 
their free time in front of the TV, being indoctrinated by the media that produce a false image 
of the reality among their audience. Seniors’ belief about dangerous world fits well in the 
assumptions of cocooning, whereby the only safe haven for humans is their own flat/house, 
the space arranged by themselves, essentially cut off from strangers and tightly closed for 
them. These behaviours of senior consumers perfectly fit into the mean world hypothesis 
by E.M. Uslaner. It presumes that the world around us is hostile, double-faced, aggressive, 
selfish, even threatening. Politicians, officials and ordinary people, neighbours or passers-by 
are not to be trusted and wait for us to slip up in order to take some advantage of us (Uslaner 
1998, pp. 459–463).

Consumption cocooning, ensuing from the progressive individualisation of lifestyles and 
improvement of housing conditions, also involves articulating one’s needs, manifested by 
older people as their own taste in designing and furnishing their flats and preservation of 
space within a shared flat/house for their own disposal. Creating a flat/house means de-
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signing the space for one’s disposal, where one can hide from the pressures of the outside 
world but also arrange one’s belongings according to one’s needs. Attention should also be 
paid to traditionalisation of consumption and the importance of traditional designs in ar-
ranging homes in cultural regions, creation of a home image based on souvenirs, symbols, 
family tradition, with the growing significance of global brands emphasising utility, for ex-
ample IKEA, or to smart homes controlled by technology. The research shows that more 
than 4/5 of seniors stated that they followed some patterns of arranging their housing space. 
Undoubtedly, the inspiration from which seniors derive these patterns depends on their age. 
The oldest old (68.5% of responses) and the old old (52.1% of responses) most often fol-
low the tradition of their family homes. Newspapers and magazines provide inspiration for 
furnishing flats to over 3/4 of the young old and every third old old respondent. Young old 
seniors (35.1% of responses) watch television and visit portals concerning interior design. 
Designs from interior designers were also mainly indicated by those aged 65–74 (27.8% of 
responses).

Cocooning is also associated with the tendency towards self-realisation. Over 2/5 of sen-
iors produce products and services on their own. These include primarily vegetable and fruit 
cultivation in an allotment garden or on a balcony, home-made preserves, car repairs, home 
and window cleaning and home renovation, and minor repairs of household equipment. 
More than 3/5 of young old respondents, fewer than 4/5 of the old old, and every second old-
est old senior prepare their own meals at home. These forms of cocooning were most com-
monly indicated by those aged 65–74, with primary and basic vocational education, chiefly 
women with a monthly income of up to PLN 2000.00 per capita. 

The seniors surveyed spent little on sports, tourism and recreation. The smallest amounts 
were spent for this purpose by old old and the oldest old seniors with primary and basic 
vocational education, mostly single people. On the other hand, tourism and active recrea-
tion attracts more interest, hence higher expenditures, among younger seniors, most often 
female university graduates earning a monthly per capita income of over PLN 3000.00 PLN. 
Fewer than 2/5 of respondents reported small expenditure on culture. These were mostly 
men who had retired a longer time before, had completed basic vocational education and 
earned a monthly income not exceeding PLN 2000.00 per capita. Only one out of fifteen 
respondents pointed to the lack of interest as the reason why they did not use broadly un-
derstood services. Moreover, more than half of seniors claimed that they had given up or 
seriously limited their visits to cinemas, theatres, philharmonics or operettas because they 
had bought a good-quality plasma or LCD TV set and had satellite and digital TV. This was 
reflected in reduced spending on broadly understood culture. Nearly 1/3 of seniors admit-
ted that they organised recreation for their families on their own, while 1/4 chose cheaper 
offers of travel agencies. This does not mean that older people are not interested in attend-
ing various types of cultural events and active recreation. In this case, the most frequently 
mentioned obstacles include the earned disposable income, relatively high prices of cultural 
events (ticket price and travel costs), insufficient knowledge of organised events and seniors’ 
health that prevents them from attending various cultural events. Expenditure on catering 
services were relatively modestly reduced after seniors retired. It should be highlighted that 
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eating out is moderately popular among Polish seniors, especially in food outlets offering the 
menu adapted for the elderly and located near their place of living. Only one in five seniors 
said that they did not eat out at all and one in four claimed that they ate out less frequently 
per month after having retired. Such answers were most commonly given by seniors with 
a monthly income of up to PLN 2000.00 per capita, mostly women with secondary and basic 
vocational education. In addition, older people frequently eat at “milk bars”. Such behaviour 
of seniors can be explained by the fact that those bars offer tasty, fresh and relatively cheap 
meals. Considering the socio-demographic characteristics of seniors, it can be said that the 
relatively rich offer of “milk bars” was most often used by seniors with a monthly per capita 
income of no more than PLN 2000.00, aged 75–84 and 85+, mostly men with primary and 
basic vocational education, chiefly single people. On the other hand, restaurants, pubs and 
cafés were more frequently visited by young old respondents (aged 65-74), more susceptible 
to various manifestations of globalisation, predominantly women and university graduates 
(Zalega 2016, pp. 240–242).

Conclusions

The progressive individualisation of lifestyles and the simultaneous escape into privacy 
among seniors, together with more and more free time, increasingly better housing con-
ditions and means of transport and infotainment equipment in households, are conducive 
to consumption cocooning. This trend is linked with the satisfaction of many needs being 
relocated to the home. This most often concerns cultural needs such as home cinema, the 
Internet, telephone, recreational needs: gym, sauna, swimming pool, and many services: 
insurance, banking, shopping, catering, medical and cosmetic.

The most important determinants of the spread of cocooning are: progressive individu-
alisation of lifestyles, technological macro-trends related to the increasing popularity of the 
Internet and more mobile devices at homes, improved housing conditions and progressive 
escape into privacy (Kieżel 2010, p. 187).

Senior consumers do many things at home, from purely hobbyist activities such as do-it-
yourself to active participation in culture through the media. However, the relocation of sat-
isfaction of needs from the public to the private sphere does not entail a lack of contacts with 
the environment. Thanks to the media and means of communication, the elderly are con-
stantly in contact with the environment and monitor what is happening around. Furthermore, 
their means of transport allow them to respond to the needs of the environment at any time. 

In addition to its obvious advantages and convenience, dynamic cocooning of consumer 
behaviour also has other negative effects such as dependence on television, alienation, dis-
ruption of social communication and the weakening of various kinds of ties. Consequently, 
senior consumers spending most of their time at home in the age of advancing virtualisation 
of needs satisfaction are beginning to live in two realities: real and virtual.

The survey conducted shows that among those aged 65+, women are more likely to fol-
low the cocooning trend than men. In turn, taking into account the age of senior consumers, 
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cocooning attitudes are most frequently displayed by people aged 65–74. The survey also 
reveals a strong correlation between cocooning and the level of education and disposable 
income of those aged 65+. Seniors who are better educated and have a relatively high dispos-
able income more often exhibit cocooning attitudes. 
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Domocentryzacja konsumpcji w zachowaniach konsumenckich  
osób starszych w Polsce (Raport z badań własnych)

Streszczenie

Starość jest coraz częściej ujmowana w literaturze przedmiotu jako faza roz-
wojowa, podlegająca ewolucji i przeobrażeniom we wszystkich obszarach – po-
cząwszy od medycznego, biologicznego, przez społeczny, gospodarczy, po ro-
dzinny i osobisty, indywidualny. Starzenie się populacji jest z kolei coraz częściej 
postrzegane w wymiarze problemów dotyczących różnych sfer życia społecznego 
i gospodarczego. Seniorzy coraz częściej ulegają nowym trendom konsumenckim, 
do których zaliczana jest m.in. domocentryzacja konsumpcji. 

Artykuł ma charakter badawczy. Jego podstawowym celem jest przybliżenie 
pojęcia domocentryzmu oraz uchwycenie wpływu tego trendu konsumenckiego 
na przebieg procesu decyzyjnego polskich seniorów. W pierwszej części tekstu, 
w sposób bardzo syntetyczny, wyjaśniono pojęcie i istotę trendu konsumenckiego, 
jakim jest domocentryzacja konsumpcji. W dalszej części opracowania skoncentro-
wano się na konceptualizacji badań oraz opisie próby badawczej i jej cech charak-
terystycznych. Z kolei w ostatniej części tekstu, na podstawie przeprowadzonych 
badań, podjęto próbę uchwycenia domocentryzmu w procesie podejmowania decy-
zji konsumpcyjnych przez osoby w wieku 65+.

Słowa kluczowe: osoby starsze, domocentryzacja konsumpcji, zachowania konsu-
menckie.

Kody JEL: C18, D12

Домоцентризм потребления в потребительском поведении 
пожилых лиц в Польше (отчет о собственных обследованиях)

Резюме

Старость все чаще воспринимается в литуратуре по предмету как фаза 
развития, эволюирующая и видоизменяющаяся во всех сферах, начиная с ме-
дицинской, биологической, через социальную, экономическую, до семейной 
и личной, индивидуальной. Старение популяции, в свою очередь, все чаще 
видят сквозь призму проблем, касающихся разных сфер социально-экономи-
ческой жизни. Пожилые лица все чаще подвергаются новым трендам, к кото-
рым относят, в частности, домоцентризм потребления. Статья имеет исследо-
вательский характер. Основная цель ее – приблизить понятие домоцентризма 
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и постичь влияние этого потребительского тренда на ход процесса принятия 
решений польскими пожилыми людьми. В первой части статьи, весьма син-
тетически, объяснили понятие и суть потребительского тренда, каким явля-
ется домоцентризм потребления. В ее дальнейшей части сосредоточились 
на концептуализации изучения и описании исследовательской выборки и ее 
характерных свойств. В последней же части текста, на сонове проведенного 
изучения, попытались постичь домоцентризм в процессе принятия потреби-
тельских решений лицами в возрасте свыше 65 лет.

Ключевые слова: пожилые лица, домоцентризм потребления, поведение по-
требителя.
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