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Abstract

Purpose:

Design/methodology/approach:

method was chosen in view of the older age of respondents whose openness to new media often used 

in direct research is limited.

Findings: The research shows that among the surveyed silver singles, men more often than women 

of silver singles who declared that they acted in line with that idea was much higher among women 

3000.00, and actively attending UTA courses.

Research limitations/implications:

treated as representative of the population of Polish silver singles. They only provide some insight into 

Originality/value:

consumer trends.
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1. Introduction
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of households today. 

in the article is to identify the impact of the aforementioned consumption 
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satisfaction.

on the research conceptualization and a description of the research sample 

major conclusions end this study.

2. The Concept of “Single” and “Silver Single”  
– Attempts to Define the Notions

differentiated from a couple on the basis of three features: the presence or 

increased number of cohabitation relationships in the countries of Western 

culture, people in permanent informal relationships formerly treated only as 
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uniformity.

3. Cocooning, Ethnocentrism and Sustainable Consumption 
as Selected Consumption Trends – Theoretical Background
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3.1. Cocooning

socialized cocooning
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conditions and means of transport, information and cultural media in 
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3.2. Consumer Ethnocentrism
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3.3. Sustainable Consumption

4

concept of sustainable consumption relies mainly on the assumptions of 
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4. Research Conceptualization

material contained in this article comes from direct research conducted in the 

used

direct research is limited.

members of parochial clubs in parishes located in the Archdioceses of 

participate in these consumer trends. With this in mind, four research 

H : 

H : 

attitudes.

H : 

H4: 

sustainable consumption trend.
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5. Selection and Characteristics of the Research Sample

Almost half of respondents described their economic situation as bad, 

r p 

 r p 
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6. Implementation of Cocooning, Consumer Ethnocentrism 
and Sustainable Consumption in the Consumer Behavior 
of Silver Singles

6.1. Cocooning

as cinema, theatre or philharmonic.
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6.2. Consumer Ethnocentrism

Consumer ethnocentrism is considered  

ethnocentric attitudes in your consumption behavior?

Number of 
respondents 
(N = 2476)

Percentage 
share
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Specification

*

Gender **

Education *

*

*

* **

of disposable income and ethnocentric attitudes is confirmed by numerous 
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. 

When buying a product, do you pay 
attention to the country that it comes from?

Number of respondents 
(N = 2476)

Percentage 
share

I would feel guilty if I did 
not buy Polish products

I always buy 
Polish products

I buy Polish 
products if possible

Consumer 
ethnocentrism

* *

* **

of domestic products.
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and milk products, bread and cereals, meat and meat products, fruit and 

Classical ethnocentric attitudes are most commonly exhibited in the 
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Imagine that you want to buy a fridge. You are 
considering a fridge made in Poland which costs 

PLN 2000.00 or a fridge made in China which costs 
around PLN 1600.00. Which one will you choose? 

Number 

(N = 2476)

Percentage 
share

Imagine that you want to buy a fridge. You are 
considering a fridge made in Poland which costs 

PLN 2000.00 or a fridge made in China which costs 
around PLN 1600.00. The fridge made in Poland is of 

you choose?

Number 

(N = 2476)

Percentage 
share
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since most Polish consumers usually associate products imported from China 

the home country

Would you choose a given product simply because 
Number 

(N = 2476)

Percentage 
share



72 

 https://doi.org/10.7172/1644-9584.94.5

p

calculated and then summed to obtain an ethnocentrism index. With the 

6.3. Sustainable Consumption
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No. Statements
Whenever 
possible

From time 
to time

Never

information confirmed by other consumers

expiry date

 4

containers

ones

containers

bicycle
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7. Conclusion
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Ethnocentric attitudes are mainly exhibited in the case of food purchases 

of education and monthly disposable income. 
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ethnocentrism and sustainable consumption.

Acknowledgements

Endnotes

-

-

products.

4

-
ronmental risks and the exploitation of natural resources. Green economy assumes 

-

entire population if the sample structure is the same as the structure of the studied 
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remains limited.
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