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This article presents the results of a research conducted among persons 55+, 
according their use of the Internet. The main aim of the article was to answer 
whether and to what extent, people 55+ benefit from the electronic commerce  
(e-commerce). What they usually buy, and for what purpose. In addition to online 
shopping, the selected group has been also asked about other Internet tools and 
applications used by them. At the end of the article, we have also asked about the 
problems and barriers encountered during Internet shopping. 
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1. Introduction 

Seniors in Poland constitute almost 20% of the population [1] and according 
to recent studies [2 − 4], their share will be growing. On the one hand, people  
55+ in Poland are seen as people without energy, constantly sick, who spend their 
time watching television, in church or on the bench in parks (this is the image 
mostly created by the media). However, an increasing part of them, denies this 
stereotypical perception, more and more seniors are still active, even though they 
are retired, and they try to spend their time actively [4]. A lot of them attend the 
Universities of the Third Age, on the last year there were more than 800 candidates 
for this kind of study, organized by the Czestochowa University of Technology [5]. 
Many of them work in organizations, associations, clubs or theaters [6]. However, 
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in places (small cities or villages) where there is not so many offers directed to 
seniors, they actively spend time outside. The evidence of this can be a group of 
seniors, who are dominant group in the mountains, in the autumn; they are actively 
engaged in nordic walking. Of course due to their free time, they are able to visit 
mountain at this time, but they are also a much more visible group during the 
summer time as well. The same we can observe in the case of their computer and 
Internet use, it is a clear upward trend (Fig. 1). 
 

 
Figure 1. The rate of computers users (%) [7] 

 
The figure 1 clearly shows that the percentage of computers users over 55 

years old, from year to year, increases. In the case of computers users aged 65-74 
years, in the past five years, the percentage doubled, from 12% to 24%. This age 
group is also characterized by a higher growth rate, than the group of people aged 
55-64. Indeed, in the case of the first group, in the past 5 years, the percentage of 
people using computers increased from 35% to 46%, which is only 11%. 

 

 
Figure 2. The rate of Internet users (%) [8] 

 
There is clearly increasing trend in the case of Internet use by seniors (Fig. 2). 

For a group of people aged 55-64, in the last 5 years, this percentage increased 
from 32% to 45% - it means that almost half of those in this age group use the 
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Internet. In the second group it is also a clear upward trend and in the last year 
almost a quarter of people between 65 and 74 years of age habe been using the 
internet. Such a high rate of computer and Internet users, constitute that seniors in 
Poland are able to use a computer and surf over the Internet. We may only assume 
that this trend will continue to grow. More and more people 55+ also use the 
solutions offered by e-government: to get in touch with public administration, 
download the needed information, download, fill in and submit forms or tax 
settlement (Fig. 3). 
 

 
Figure 3. Using the e-administration by the users between 55-64 years [8] 

 
In addition, in the year 2013, 6% of people between 55 and 64 years old 

settled the taxes via the Internet, and only 2% of people between 65 and 74 years of 
age. In the case of the "younger" group, this means that more than 333 thousands 
seniors have opted for this method of taxes settlement, while among people aged 
between 65-74 years, more than 113 thousands (Fig. 4) 

 

 
Figure 4. Using the e-administration by the users between 65-74 years [8] 
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2. Research methodology 

The aim of the study was to examine to what extent, people 55+ benefit from 
online stores – how often do they purchase products offered by this kind of stores, 
what are the most important pros and cons, what are the determinants to chose one, 
particularly shop and are there any barriers, which can affect senior’s online 
shopping? It is common knowledge that older people’s main purpose of Internet 
use is to send emails, search for information or communication with the loved 
ones. To a lesser extent, they use the Internet to take advantage of electronic 
banking, make purchases or use chat rooms. 

The target group of the research was a group of people 55+, which are the 
students of the University of the Third Age at the Technical University of 
Czestochowa, who use the Internet to make online shopping. A total of 400 
questionnaires were distributed over the students, but only 336 questionnaires were 
qualified to the final research. The research were conducted during the spring 
semester in 2014 year. The minimum sample size, with the adopted confidence 
level 1-2 = 0.90, and the accepted level of highest error e = 6%, should be 267 
questionnaires. Due to the fact that the research involved 336 questionnaires, it can 
be assumed that this condition has been met, however it cannot be treated as a 
representative group for the entire seniors population in Poland. 

In the first part of the survey, we asked about gender, age, length of Internet 
use and the type of most commonly used applications. Another questions were 
related only to make an online shopping. 

3. Research results 

The majority part of the respondents group, were 255 women (74%) and 81 
men (26%). Although the study was directed to all people 55+, there were 277 
(83%) people in the 55-64 age group and 59 ones aged 65-74 years (17%). With 
regard to the length of using the Internet, the largest percentage of respondents 
(114) use the Internet for more than 3 and less than 5 years (Fig. 5). 
 

 
Figure 5. The rate of Internet users by the period of time [9] 
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On a second place was the group of people (97) who use the Internet more 
than a year, but less than 3 years. 61 people use the Internet more than five years 
but less than 10 years, a little less people, 41 are Internet users more than 10 years. 
While the smallest group are the people who use the Internet less than twelve 
months (23). It can therefore be concluded that, most of the people 55+ from the 
surveyed group are familiar with the Internet and are its active users. 

However it is noteworthy to mention that in questions about: the most often 
used Internet’s applications, the determinants of choosing the Internet shop, the 
pros and cons of Internet shopping, the most often bought products and barriers and 
problems during the Internet shopping, respondents were asked to give a range to 
the selected answers. So they did not need to select only one answer but put them 
in order.  

In the case of most frequently used Internet applications, in the first place is  
e-mail, through which users send messages (Fig. 6). 

 

 
Figure 6. The most often used Internet applications [9] 

 
On the second place are web browsers, used to search for information. During 

the research, in direct talks, it turned out that search engines are used to search all 
kinds of information - from eg. information about doctors’ office hours to 
medications leaflets. On further places are Internet portals from which, users get 
information about the country or a city. They can replace the traditional 
newspapers, and allow to be up to date with the news. Internet communicators are 
also quite popular; they allow to keep in touch with their loved ones, especially 
those who are staying abroad. Online shopping is on the further place, and Internet 
banking, social networsk, forum and panel discussion are on the last three places. 
When it comes to social networking, a small part of the respondents have an 
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account on Facebook or Nasza Klasa. Also, the Internet banking is still a certain 
"niche" for the participants, but during the study, many people declared that in the 
near future, they intend to start using this solution. This issue completes the first 
part of the survey, dedicated to the overall and general issues when it comes to 
Internet use by individuals 55+ from the selected group. Another presented results 
of research apply only to issues related to the Internet shopping. 

The most often respondents make purchases over the Internet, used online 
stores (62%), the remaining portion use the ads (21%) and auction (17%). In these 
last two cases, the most often visited pages are Allegro.pl and Olx.pl (former 
Tablica.pl). In the case of frequency of shopping online, then they are most often 
made during the Christmas or special events, for example 6th December 
(Mikolajki) but also for birthdays and name-coming (19%) (Fig. 7). 

 

 
Figure 7. The frequency of Internet shopping [9] 

 
A large group of respondents (121) do their online shopping several times a 

year, not only to celebrate the holidays and celebrations, but also during the sales, 
promotions and discounts. The smallest percentage of respondents do their 
shopping at least once a month (13) and only 6 people indicated, that they do 
online shopping several times a month. It follows, therefore, that in most cases, 
Internet shopping is done rather due to special occassion than simply the desire  
or habit.  

The greatest advantage of online stores, respondents considered lower prices 
than in stationary stores, which again confirms the fact, that lower prices, however, 
are the main factor to make purchases over the Internet (Fig. 8). 
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Figure 8. The pros of Internet shopping [9] 

 
On second place was the opportunity to make purchases at any time, 

customers of online shops, in contrast to stationary shoppers, are not constrained to 
the opening and closing times. Purchases can be made 24 hours a day. On the next 
place was the convenience of shopping: no need to leave the house, which for 
many people may be associated with many drawbacks - long time to dress up, steps 
on a high floor, long way to the store, and exposure to adverse weather conditions. 
Internet shopping make it possible to avoid it all. It is noteworthy that a wide range 
of products as an advantage of online shopping, found itself at a later place. This 
can be explained by the fact, that a wide range of products is treated more as a 
determinant of choice online store, rather than as an asset purchasing. Further down 
was the anonymity, home delivery, the ability to negotiate the possibility of a free 
refund. 

For the last two, it may be due to the fact, that seniors are not accustomed to 
haggling (general bargaining or otherwise price negotiations are not public domain 
in Poland) but also often do not know, that there is a possibility to negotiate prices. 
In contrast, the ability to free return was at the very end, probably due to the fact 
that none of surveyed people have never returned once purchased goods. 

However, in the case of the risks associated with online shopping, respondents 
primarily marked the three options receipt of goods: non-compliant with the order, 
contrary to the description and defective goods (Fig. 9). 
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Figure 9. The cons of Internet shopping [9] 

 
Bearing in mind that, the majority of respondents do not have full information 

on returns and complaints policy, which stems from the previous figure, it can be 
assumed, that such concerns are mainly caused by the fact, that the reception 
of such "inconsistent" good, there is no possibility of its return or exchange.  

On further places, disadvantages of online shopping have been found, 
concerning the inability to see the goods, the potential problems of the complaint or 
late delivery. With the late delivery of goods is quite rare, and only one person had 
to deal with this case, but due to a lack of communication between the store and the 
customer - the package was to receive at the point of delivery, however the 
customer did not receive any information on the purchase. The majority of 
respondents have also a greater tolerance to treat any delays in deliveries in the so-
called hot periods - especially during the holiday season, many people have 
indicated that such purchases make at least in early November. 

The products’ price is the main determinant for a choice of a store, auction 
portal or portal with announcements, this is the first and most important criterion 
for selecting an object to make purchases (Fig. 10).  

Next to this criterion, the products’ range is also important, the bigger the 
better, because it increases the probability to find a products which fully matches 
the needs. 

The knowledge store and review by other users is also important. Most people 
agreed that, always at the beginning, they browse stores’ offer, in which they have 
already purchased, and look it up in others, where they could not find the 
corresponding products in already known stores. As for the opinion of other 
buyers, it plays an important role in choosing the store where shopping will be 
done for the first time. In another case, respondents were guided by their own 
impressions and opinions. Promotions and discounts, variety of available forms 
of payment and delivery are less important, as well as the handling of complaints 
and returns or stores advertising. It therefore appears that the stores ads do not have 
much with an impression on potential customers and this is the criterion, which has 
the smallest impact to make an online store selection. 
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Figure 10. The determinants of choosing the Internet shop [9] 

 

The issue on the advantages of making purchases over the Internet, again the 
lower price criterion was the leading one. Only a few people said that met the 
lower prices in traditional stores than online, usually the opposite in a vast 
majority. Therefore, it becomes increasingly common opinion that in the near 
future, stationary shops will serve as "exhibitions", in which the products are 
viewed but their purchase will be done through the Internet. Very often we 
encounter situations, that the same shop offers merchandise in store at a price 
higher than the purchase price of the goods through the website. An important 
criterion is also the opportunity to do shopping at any time, no need to worry about 
opening or closing hours. 

The most often bought articles are the home appliances and electronics, and 
the majority of respondents have indicated, during purchasing, the ask for the help 
from children or grandchildren, they help to choose the right equipment or device, 
and often, they even carry out the whole process of shopping (Fig. 11).  
 

 
Figure 11. The most often bought products [9] 
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At the next place are toys, here the respondents often pointed out, that, first 
they watch them in the stationary store and then make an order via the Internet. On 
further positions were clothing, footwear, sports equipment and food. The first 
three categories of products are bought due to the fact, that in general these articles 
are purchased very rare. It can therefore be assumed, that the rarity of buying such 
products is not due for example. certain prejudices to purchase them in online 
mode, but shows itself, because traditionally, the respondents also rarely buy these 
articles. The same largely applies to food – here, an important role plays, for 
example. shopping in a local department store, and the possibility to make it online 
is very often not even considered. 

The most frequently chosen form of payment for Internet shopping is 
a transfer - this method of payment was chosen by 56% respondents (188 people). 
Respondents have indicated, that currently the process is very fast, because after 
you select the type of payment type "transfer", you are asked to select the bank, 
where you have an account, and you are directed immediately to log into an 
account. Immediately after logging in, all the data to transfer are displayed - only 
approval of the transaction is needed and the transfer is completed. 

On second place is the ability to pay cash on delivery, despite the fact that this 
form of payment, usually bear higher supply costs. But the respondents explained 
this by the fact, that they have then the impression that they pay on receipt of the 
goods in real not virtual. This method of payment was chosen by 28% respondents 
(94 people). With a credit card use 11% (40 persons) and installment purchases 
only 5% (14 people). Such a small percentage of people paying by credit card, is 
due to the fact that so little people own it, and shopping on the installment plan are 
burdened with the most high additional costs. In the case of most frequently chosen 
form of delivery, 33% (110 people) of respondents used Poczta Polska, explaining 
it by habit, a second, equally large group (29% - 97 people) selects opportunity to 
receive personal, because there will not be added any additional charges to the 
supply.  

Slightly fewer (21% - 70 people) select points receipt In-Post, if they have 
such an opportunity. This form of reception is primarily due to lower shipping 
charges than in the case of the Poczta Polska. Almost the same amount of people 
choose the courier service and Paczkomaty - 9% (30 people) and 8% (29 people). 
People choosing a courier service explain this by late purchasings, therefore they 
care delivery as soon as possible, even if this entails additional costs. While the low 
people using Paczkomaty stems from ignorance about them. In the same study, 
quite a large group of respondents agreed that they have heard about Paczkomaty 
for the first time. One can be assumed that, for example in the case of a similar 
survey conducted later, the percentage of people using Paczkomaty may increase. 
The last issue related to problems encountered by shoppers on the Internet. In the 
first place there were statements concerning navigation on the website (Fig. 12).  
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Figure 12. Barriers and problems during the Internet shopping [9] 
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impossible to establish. On last places, were cursory descriptions and photos. 
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Conclusion 

Today's seniors are not like seniors 20 years ago - today people 55+ are more 
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modern technology and are users of computers and internet, smartphones or digital 
cameras, which can be supported, that an increasing percentage of seniors use 
computers and the Internet, moreover, there is a clear growing trend here, which, 
among others, it is submitted that an increasing number of them opting for 
electronic tax settlements [4]. 

In contrast, on the basis of the acquired results of the study, it can be said that, 
still e-mail and web browsers are the most commonly used Internet. Internet 

0 200 400 600 800 1000 1200

Difficult navigation

Registration necessity

Unclear returns and claims procedures

No contact with the salesman

Cursory products' descroptions

Unclear products' images

Points



462 

purchases are made, but mostly to celebrate the holidays. Choosing an online store 
is determined largely by commodity prices and the size of the product range. 
In contrast, the least important is shop advertising. Also the argument of lower 
prices than in stationary stores is a major determinant of making purchases over the 
Internet. In turn, the greatest fear, causing abstains from online purchasing, is the 
fear of receiving the goods: non-compliant with the order, as described or faulty. 
For the greatest barriers, respondents considered navigation at the store and need 
for registration when making purchases. While individual stores for the possibility 
of making purchases without registering it still requires it most, even to send 
information about discounts or promotions. 

To sum up, we can assume that online shopping are positively perceived by 
respondents, and despite some shortcomings, due to failure in noticing the seniors’ 
Leeds by the stores, this form of shopping is increasingly popular. And one of the 
determinants of increase will be the increasing trend in the number of users of 
computers and the Internet among people 55+. 
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