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Abstract—The purpose of the study was to answer the question 

to what extend young consumers behave environmentally 

responsible and what factors hinder and limit their environmental 

behaviors. The study included 342 students of the Rzeszów 

University of Technology. The direct survey method was applied. 

The study was conducted in January 2015. The results of the study 

showed that consumers had a positive attitude to environmental 

aspects, but a lot of inconsistencies in their statements could be 

noticed. On the one hand, they positively connote environmental 

issues and declare the possession of knowledge, and on the other 

hand, they use disposable plastic bags and save detergents weakly. A 

relatively small group of respondents declared buying organic 

products in their families. Laziness, lack of willingness to change 

existing habits and preference of values such as convenience, comfort, 

pleasure and aesthetics are the basic demotivators of ecological 

behavior of consumers. Consumers do not believe that their 

individual actions can improve the environment and they shift the 

responsibility to others. 

 

Index Terms - ecological responsibility, green products, green 

consumers, socially responsible consumption students, survey, the 

Polish market. 

I. INTRODUCTION 

Environmental pollution and its negative consequences 

have become an important area of debate among scientists, 

businesses, non-profit organizations, political institutions and 

the media [1,2]. Finding a way to provide welfare for all people 

and ecological balance at the same time is one of the priority 

tasks of  the mankind [3]. This gives the direction of 

development of the economy and identifies appropriate ways 

to conduct commercial organizations and other stakeholder 

groups [4]. Enterprises are increasingly looking for ways to 

reduce or eliminate possible negative environmental and 

social impacts [5]. They implement sustainable practices and 

strategic planning through environmental management and 

social action [6]. This situation brought about changes in the 

behavior of consumers who are increasingly sens itive to 

social issues, they are interested in ethical, moral and 

environmental aspects associated with the activities of 

commercial organizations [7-9]. 

In the scientific literature a growing interest in the 

perception of socially responsible consumer and socially 

responsible consumption can be seen [10,11]. One of the areas 
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of social responsibility of the consumer is its ecological 

responsibility associated with behavior and purchase of 

products that promote eco-friendly lifestyle, have no negative 

impact on the environment and contribute to the protection of 

the environment and a positive social change [12]. Consumers 

in developing countries are becoming more open to accepting 

ecological lifestyle [13]. Also in the Polish market there is an 

increase of environmental awareness and consumer interest in 

green products [14, 15]. 

The aim of the study was to answer the question to what 

extent young consumers behave environmentally responsible 

and what factors hinder and limit their environmental 

behaviors. 

II. LITERATURE REVIEW  

Numerous scientific studies indicate a growing interest in 

environmentally responsible consumption and green 

consumer [2, 7, 8, 9]. Environmental responsibility of the 

consumer is associated with avoidance of products having a 

negative impact on the environment and health. Ecological 

consumer behavior includes product purchases, the 

production, which uses the principle of minimizing the 

consumption of natural resources and materials, and the 

reduction of the amount of waste and pollution throughout the 

life cycle [5]. Green consumers feel anxiety which becomes the 

driving force for pro-environmental actions. They translate 

environmental issues on the consumption decisions in order 

to keep the environment in good condition for future 

generations. Even to the extent that in the case when the 

product has a lower quality and higher price compared to other 

available products he buys green product [16]. 

The main predictors of environmental behavior are 

knowledge, values, ecological attitudes and readiness for 

behavior [17]. Results of other studies show that collectivism, 

perceived consumer effectiveness, eco-literacy, and 

environmental concern are socio-psychological factors that 

have an impact on attitudes and purchasing decisions of 

environmentally friendly products [18]. Other authors draw 

attention to the ecological behavior because of altruism [16]. 

According reference [20] individual consumers’ lifestyle has a 

greater impact on purchase of organic food than its 

demographic-social characteristics. Women are more involved 

in pro-environmental behavior, showing a higher degree of 

care for the environment than men [21]. A social group which 

is the most sensitive to environmental issues has a lower age 

than the rest of society [16]. Due to the increasing awareness 

of the negative impact on the environment, consumers of 

younger generation are increasingly sensitive to green 

products when making a purchasing decision [22]. There are 

some studies where sex and age are not affected [19]. The 
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motives of purchase of green products are concentrated in the 

area of health or the environment [23].  

Polish consumers purchase organic products because of 

health not for environmental reasons [15, 24]. Similar 

conclusions are drawn in other developing countries [25]. For 

young consumers environmental issues are more important, 

while older consumers are considering green purchases in 

terms of health [26]. In the Polish market  a demand for green 

products is still low. A demand growth is not as fast as in 

Western Europe. This is due to the limited availability of 

organic products, with the financial constraints of consumers, 

as well as their low level of knowledge and a lack of confidence 

in certified organic products [24].  

III. RESEARCH METHOD 

The study was conducted as part of a wider research 

project "Social and ecological aspects of consumer behavior." 

The survey entity were students of the Rzeszów University of 

Technology at the age of 19-25 years old. The study included 

342 students, including 69% of women and 31% men. The 

study was conducted in January 2015. The direct survey 

method was applied. The study comprised this group a 

research shows that the attitude of young people in relation to 

the environment is positive. Young people have a greater 

criticism against environmental hazards than older consumers 

[27].  

People at young age are more likely to accept new and 

innovative ideas than older people [28]. Many studies show 

that students have better pro-environmental behavior and 

attitudes than other social groups [29,30]. They are 

concerned not only about the present but the future impact 

of their behavior on the environment [22]. This is the group 

that will soon start a family, will generate income and they are 

involved in social and political life. They are open to the 

world, they have knowledge and skills necessary to use new 

technologies [31]. The pilot studies were carried out among 

10 consumers. The survey referred to several key aspects of 

the attitudes and behavior of young consumers towards 

environmental issues, among others, knowledge, risk 

assessment, sense of responsibility, willingness to give up 

the comfort and enjoyment, engagement in environmental 

action, i.e. recycling, using reusable bags, and buying green 

products. Particular attention was paid to the motives and 

behavior of environmentally friendly barriers and factors 

hindering such behavior. In the research the hypotheses (H) 

were put. They took into account three spheres of attitudes, 

i.e. research, cognitive, affective and  behavioral: H(1):The 

knowledge about the environment and its protection in the 

opinion of the respondents is high. H(2): Young consumers 

have a positive attitude to environmental issues. H(3): 

Environmental behavior is low. H(4): The demotivator is a 

lack of faith in the efficacy of their actions and unwillingness 

to change habits. 

IV. RESULTS  

The consumers surveyed have a positive attitude to 

environmental aspects. As many as 85.9% of respondents said 

that protecting the environment was important. They are 

interested in information about the condition of environment 

and how to protect it. As many as 63.8% of respondents 

confirmed that this was a topic addressed in conversations 

with friends. The students believe that they have knowledge 

about threats to environment, how to protect the environment 

in everyday life and the consequences of negative actions of 

people and organizations  (88.9%). A large group of 

respondents (61.8%) feel threatened because of 

environmental problems such as industrial pollution, waste, 

greenhouse effect, pollution, etc. The students surveyed are 

open to new ideas that promote eco-friendly lifestyle (Table I). 
TABLE I: 

  CONSUMERS ATTITUDES TOWARDS ECOLOGICAL ISSUES (IN %)  

Consumers attitudes towards the 

statement: 

P/Y

* 
N/N** 

IN/ 

NPA*** 

Environmental protection is 

important  
85.9 2.1 12.0 

I believe that  clean environment is 

one of the highest value and should be 

strictly protected 

33.9 24.3 41.8 

Among my friends ecological issues are 

quite a popular subject  
63.8 8.0 18.2 

I am interested in information related 

to environmental protection 
85.0 4.1 9.9 

I feel threatened because of 

environmental problems such as 

industrial pollution, waste, greenhouse 

effect, pollution, etc 

61.8 12.0 25.2 

I'm able to give up the comfort, 

pleasure for the improvement of the 

environment for example, snacking to 

a place a few kilometers away, to 

recycle the used equipment, medicines 

or batteries  

29.0 45.8 25.2 

I have confidence in the ecological 

declaration, slogans and certificates of 

manufacturers 

24.0 71.3 4.7 

I feel responsible for the poor 

condition of environment  
45.0 38.9 16.1 

I am interested in new concepts that 

promote eco-friendly lifestyles and 

trends in the consumption which 

recognize the principles of sustainable 

development, for example Slow Life, 

buying second-hand products, Fair 

Trade products 

57.9 26.9 15.2 

I have knowledge about environmental 

threats, how to protect environment 

in everyday life and the consequences 

of negative actions of people and 

organizations for environment  

88.9 3.8 7.3 

* Positive attitude/Yes; ** Negative attitude/No; *** Indifferent 

attitude/ I do not pay attention. 

 

Respondents declare economical use of natural resources 

and products which affect the environment negatively, but 

these measures are taken irregularly. There are many 

inconsistencies in the statements of the students. On the one 

hand, they connote positively environmental issues and 

declare the possession of knowledge, and on the other hand 

they use disposable plastic bags and save detergents poorly. 

A relatively small group declared shopping of green products 

in their families. They are distrustful of environmental slogans 

and declarations of manufacturers and retailers (24%). The 
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students do not want to give up comfort, convenience, 

pleasure, but also feel responsible for environment (Table II).  
 

TABLE II: 

 ECOLOGICAL BEHAVIOR OF CONSUMERS (IN %)    

Consumers 

behavior 
YRA* YN** NE*** NO**** 

I save gas, 

electricity and 

water 

14.9 35.1 10.6 39.4 

I segregate waste 20.2 55.2 8.2 16.4 

I save detergents 

and other 

chemicals used in 

the household 

6.4 26.9 9.0 57.7 

I am looking for 

products in 

returnable 

packaging, 

re-usable and 

recyclable 

8.5 26.0 20.5 45.0 

While doing 

shopping I use 

disposable plastic 

bags 

45.9 26.9 16.1 11.1 

In my family 

home we buy 

organic products 

4.1 28.1 14.1 53.7 

* Yes/ Regularly/Always; ** Yes/ Not regularly/From time to time;*** 

No because I do not care/No, because of ecological reasons; **** No, 

because of other reasons I do not care/ No, because of other than 

ecological reasons. 

 

The basic demotivators  of ecological behavior of 

consumers among students are laziness, lack of willingness to 

change existing habits and preference of values such as 

convenience, comfort, pleasure and aesthetics (Table III). 

Consumers do not believe that their individual actions can 

improve the environment and they shift the responsibility to 

others. 

V. CONCLUSIONS  

The studies have shown some discrepancies in consumer 

behavior. In spite of having knowledge of how to protect the 

environment, young consumers show little inclination to the 

real pro-environmental behavior. Reference [17] shows similar 

applications where high knowledge does not translate into 

positive attitudes towards recycling, resource conservation, 

buying green products, involvement in environmental actions 

and willingness to pay a higher price. 

Knowledge of environmental issues among young people 

in relation to the actual concern for the environment is 

disrupted and it results in the creation of environmental 

awareness in the growing Polish society. Environmental 

behavior of young Polish consumers are at a low level, 

although their attitude towards ecological value is positive 

and they declare a high level of knowledge. The high level of 

ecological knowledge of young consumers is not able to make 

changes in their emotional attitude to environmental issues 

and market behavior. Young consumers, in spite of distance 

and criticism in relation to the world around them and a 

positive attitude to ecology, are guided in their conduct on the 

market hedonism, seeking entertainment and pleasure and joy, 

which is also confirmed by [32]. Other studies argue with these 

results. Reference [33] shows that people aged 18-24 years old 

do not pay significant attention to environmental protection. 

Polish young consumers do not take environmental activities 

because they have a neutral attitude to environmental 

problems and low confidence in the effectiveness of their 

actions in the face of global problems [34]. 
 

 

 

 

 

TABLE III: 

 BARRIERS TO ECOLOGICAL BEHAVIOR (IN %) 

Why do you think other consumers do not take ecological 

action? (consumers can select up to 3 factors) 

 

Answer 

The condition of planet and the environment is 

indifferent to them 

34.0 

 

They are not particularly interested in the subject  18.4 

They do not see a need  28.1 

They do not have awareness about the negative 

consequences of the impact of their  behavior on their 

health, other people and animals  

 

47.1 

They prefer convenience, comfort, pleasure, aesthetics 

than the ecological issues  

 

71.9 

They think that the government and enterprises should 

adopt pro-environmental action and that 's enough  

 

68.1 

They are too lazy   

 
88.9 

They do not believe that one person, the family can 

improve the environment  

 

62.9  

They have no knowledge about the environment   

 
14.6 

They do not want to change existing habits  

 
81.0 

Others   6.7 

 

Positive processes in the Polish market are already 

noticeable, but it should be noted that the formation of 

ecological behavior of Polish consumers goes a different way 

than in developed countries.  It is connected with different 

social, economic, political and cultural factors. 

For marketing managers it is a task. When directing a 

marketing message to young consumers it is important to 

reduce the distance to the environmental problems and 

encourage them to take action. To achieve this objective one 

can use modern tools such as ambient media, social media, 

marketing experience, buzz marketing, gaming, viral marketing, 

which will help to discuss ecological problems, share 

information and recommend green products [31]. An important 

question for managers is to build confidence in the young 

generation to take  environmental actions and remove fears 

and emotional bonding with the company. The marketing 

communication strategy of green products managers must 

convince young consumers  effectively  about the 
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environmental attributes of the product and remove barriers to 

their purchase. This study may contribute to the creation of 

green marketing strategy and help in market segmentation. 

Inconsistencies in the statements of young consumers 

indicate a need for further studies that could explore the nature 

of the relationship between the cognitive, affective and 

behavioral elements of attitudes. This study gives a broader 

view of the ecological behavior of young consumers. 

Research shows new tasks for schools and universities, where 

young people derive much information about the 

environment, but at the same time they are not taught practical 

skills to apply that knowledge. In developing societies 

economic incentives may be an effective motivator of real 

environmental actions. 
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